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Background
• 2006 - HSC contracted to develop and 

deliver:
‘a national social marketing programme to contribute to 
preventing obesity and maintaining healthy weight’

• 2006/07 – research & development, incl:• 2006/07 – research & development, incl:
– Reference group - to provide advice on strategic 
development
– Partnership with ANA 
– Consultation with range of stakeholders
– Formative research



Background (cont’d)

• Overall goal of Healthy Eating social 
marketing programme:

‘to contribute to reduced obesity and overweight in children, 
particularly those in Maori, Pacific and low socioeconomic 
status families’status families’

• Focus of first phase:
‘improved nutrition practices in 8 to 12-year-olds through 
supporting parents and caregivers to adopt practices that 
support healthy eating’

• May 2007 – launch of first phase:
Feeding our Futures



Formative research

1. Review of evidence for social marketing 
interventions to prevent obesity

2. Interviews with key informants from public 2. Interviews with key informants from public 
health nutrition sector and food industry

3. Audience testing of brand and TV ad 
concepts



Formative research (cont’d)

4. National ‘benchmark’ survey of parents and 
caregivers and 5 to 16-year-olds
� New Zealand Children’s Food and Drinks Survey

5. Qualitative research with NZ families and 5. Qualitative research with NZ families and 
wh� nau
� Social Marketing Audience Research project

1. Healthy Eating in New Zealand Families and Wh� nau
2. Health and Well-being and Family / Wh� nau 

Functioning 



Children’s Food & Drinks Survey

• Nationwide, face-2-face survey
• Conducted in 2007 by NRB
• Purpose –• Purpose –

– To benchmark availability and consumption of certain foods 
and drinks, knowledge, attitudes and views about healthy 
eating, and use of healthy eating practices

• Sample –
– 1,133 parents and caregivers’ of 5 to 16-year-olds (287 

Maori; 330 Pacific)
– 547 5 to 16-year-olds



Social Marketing Audience Research

• Qualitative research with more than 100
families and wh� nau

• Conducted in 2007 by TNS NZ
• Purpose:• Purpose:

– To explore how health, in particular, healthy eating, is viewed and 
dealt with in the family and wh� nau context

• Method:
– 12 focus group interviews
– 18 family group interviews
– 44 individual adult interviews
– 10 child interviews



Attitudes and beliefs about 
healthy eating



What ‘healthy eating’ means

• Eating plenty of fruit and vegetables (66%)
• Drinking plenty of water (40%)
• Eating balanced meals / a variety of foods 

from all food groups (24%)from all food groups (24%)
• Eating meat / red meat (21%)
• Eating healthy food, not junk food (15%)
• Eating 3 proper meals a day (13%)



Benefits of healthy eating

• Healthy body / better health and fitness / 
improved well-being (44%)

• More energy / able to be more active / more 
stamina (44%)stamina (44%)

• Don’t get sick / less susceptible to illness 
(23%)

• Concentrate better / more alert and focused 
at school (22%)



Drawbacks of healthy eating

• Cost
“It is more expensive to make your kids healthier and you get 
smaller quantities as well. Junk food - you get big bags of chips, 
and you get healthier food and its smaller quantities and its more 
expensive.”expensive.”

• Time and effort
• Potential disruption to household harmony
• Taste



Parenting in relation to healthy 
eatingeating



Concern about child(ren’s) weight

• 13% of parents and caregivers worry 
frequently (weekly or more often) about 
whether their child is gaining more weight, or 
weighs more, than is best for her/him
– 32% Pacific– 32% Pacific
– 20% Asian 
– 13% Maori
– 9% NZ European 
– Frequency with which parents and caregivers worry about this 

issue increases with age of child and level of deprivation

� Most parents and caregivers (87%) worry 
about this issue infrequently



Concern about healthy eating

• 24% of parents and caregivers worry 
frequently (weekly or more often) about 
whether their child is having too much 
unhealthy foods and drinksunhealthy foods and drinks
– 50% Pacific
– 27% Maori and Asian
– 19% NZ European

� Most parents and caregivers (76%) worry 
about this issue infrequently



Influences on low concern

• Link not always made between good diet and good 
physical health

• Weight – ‘if you’re not overweight your diet must be 
ok’

• Physical activity – ‘if you’re active you’ll burn off the 
less healthy foods’

• Energy – ‘if your kids have enough energy and are 
physically active, nutritional quality of diet not a 
concern’

• For some, healthy eating a low priority compared with 
more pressing concerns (e.g. filling bellies)



• 60% of parents and caregivers find it easy to 
get their children to eat and drink healthily

• 13% of parents and caregivers find it not easy 
/ hard

Efficacy

/ hard
– Increases with level of deprivation

• Around 2/3  parents & caregivers already use 
a number of healthy eating strategies with 
their children
– Around ¼ feel sure they could



Factors that undermine healthy eating

Internal Factors External Factors

Repeating unhealthy eating behaviours from
one’s own childhood.
Lack of time.
Lack of support from a partner (partner
drag).
Reluctance to enforce healthy eating
behaviours because of potential fallout from
one’s partner and/or children.
Lack of understanding as to what constitutes

Confusion resulting from many, often
conflicting, health messages.
Promotion of unhealthy foods, e.g.
McDonalds, Burger King.
Easy access to less healthy foods, e.g. at
dairies and service stations and from
vending machines.
The perceived high cost of fruit and
vegetables.Lack of understanding as to what constitutes

healthy eating.
Lack of knowledge and skills to prepare food
generally.
Parental sweet tooth.
Desire to continue with a traditional (and
less healthy) diet often to uphold cultural
values.
Other family/wh� nau members e.g.
grandparents, not supporting parent/s’
healthy eating rules.

vegetables.
Peer pressure arising from children wanting
to have similar food in their lunchbox to that
of peers.
Pacific families found it hard to say ‘no’ to
unhealthy food offered by someone outside
their family because it went against cultural
beliefs to reject offers of hospitality
expressed through food.



Factors that support healthy eating

Internal Factors External Factors

Having a belief in, commitment to and
having the time to make healthy
eating occur.
Having a parenting style that sets
goals, boundaries and rules and
consistently applies these.

Healthy eating messages such as
‘five plus a day’ and those coming
home from schools and pre-schools.
A range of healthier food options
being available for purchase, e.g.
Subway, sushi.consistently applies these.

Having a supportive partner.
Having the knowledge and skills with
which to prepare healthy food.

Subway, sushi.
Easy access to cheap fruit and
vegetables.
Medical advice, e.g. from one’s
general practitioner.
Print communications, e.g. in
women’s magazines, and health and
diet magazines.



‘a very big role’ ‘a big role’

Parents & caregivers 91% 7%

Food manufacturers 40% 40%

Schools 35% 41%

GPs & other health professionals 35% 40%

Role of different agencies

GPs & other health professionals 35% 40%

Broadcasters (TV / radio) 28% 43%

Government 28% 36%

The whole community 25% 39%

Social & welfare agencies 23% 37%

Supermarkets & dairies 20% 38%

Places that sell fast food / takeaway food 21% 29%

Churches 11% 22%



• Awareness of healthy eating issue and 
key nutrition messages – HIGH

• Concern about healthy eating – LOW

Key points

• Concern about healthy eating – LOW
• Confidence about ability to ensure 

healthy eating – HIGH

… where’s the problem?



• Understanding of why healthy eating is 
important (‘mechanisms’) – POOR 

• Significant barriers to healthy eating

Key points (cont’d)

• Significant barriers to healthy eating
– Internal to families e.g. time and effort required, lack of 

support / opposition from family members, traditions, lack of 
parenting skills, lack of cooking / food preparation skills

– External to families e.g. cost of healthy foods, marketing and 
accessibility of less healthy foods, conflicting messages

• … significant opportunities for the 
nutrition sector as well



Response to Feeding our Futures
campaign



Feeding our Futures campaign

• Focus of first phase:
‘improved nutrition practices in 8 to 12-year-olds through 
supporting parents and caregivers to adopt practices that support 
healthy eating’

• Audiences …
– The campaign seeks to benefit children aged 8 to 12 years old
(through improved nutrition)
– The campaign seeks to motivate parents and caregivers of 8 to 
12 year olds to adopt healthy eating practices
– The campaign prioritises effectiveness for Maori, Pacific and 
low socio-economic status households , the groups most 
affected by poor nutrition and high rates of obesity and overweight



Campaign survey

• Nationwide, telephone survey of parents and 
caregivers of children aged 5 to 16 years old

• Conducted Nov - Dec 2007 by Premium 
Research and Reid Research (fieldwork)Research and Reid Research (fieldwork)

• Purpose:
– To assess the reach of, and response to, the Feeding our Futures

campaign media among priority audience groups

• Samples:
• Main (general population): n = 741 parents & caregivers
• Maori: n = 191 Maori PCG parents & caregivers
• Pacific: n = 247 Pacific PCG parents & caregivers



Recall: unprompted

• Around 1 in 2 parents and caregivers were 
aware of advertising about ‘things your family 
can do to eat and drink more healthily’

• Of these, small % specifically described • Of these, small % specifically described 
Feeding our Futures ads

• Generic messages taken from ads e.g.
– ‘make sure your children eat healthily’
– ‘give children vegetables and fruit’
– ‘eat healthily’

• Ads most commonly seen on TV



Recall: prompted

Feeding our Futures ad Main Maori Pacific

Four scenes 60% 70% 64%

Families should eat together 27% 43% 36%

Involve children in food preparation 34% 38% 31%

Offer water or milk to drink 53% 58% 53%

Give children fruit and vegetables 20% 24% 28%

Half the dinner plate should be vegetables 30% 45% 44%

Snacks don’t need to come in packets 27% 27% 28%



Response to message: ‘Families should eat 
together
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Response to message: ‘Involve children in food 
preparation’
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Response to message: ‘Offer water or milk to drink’
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Response to message: ‘Give children fruit and 
vegetables’
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Response to message: ‘Half the plate should 
be vegetables’
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Response to message: ‘Snacks don’t need to 
come in packets’
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Compared with a year ago I am now aware of more things 
I can do to improve my children's diet
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Compared with a year ago I now have a better understanding of 
how to improve my children's diet
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Key points

• Reach of the Feeding our Futures media
– Prompted recall of ads often higher for Maori, Pacific and low 

SES participants
– TV most recalled medium (higher radio recall among Pacific)

• Response to Feeding our Futures media
– Higher proportion of Maori, Pacific and low SES participants 

saying they: 
• sometimes do the suggested behaviour and have been prompted 

to do it more often or
• don’t do the suggested behaviour and have been prompted to 

start


