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Introduction

1.1 This report presents the findings and recommendations from a qualitative
analysis of two population health campaigns:

e Little Swaps, Big Changes (LSBG)

This campaign will show the public the simple steps they can take to help them
feel better. Recent research revealed that 80% of adults plan to make at least one
change to their health and wellbeing. People are looking for support to take
practical actions that could make them feel better, so the LSBC campaign provides
just that.

e Start for Life (SFL)

This campaign promotes waiting until a baby is around six months old to introduce
solid alongside breast milk or infant formula foods. At this stage, they need solid
foods as well as, not as a replacement for- their usual breast milk or first infant
formula (which is why it’s known as complementary feeding). Weaning teaches a
baby how to move solid food around their mouth, chew and swallow.

1.2 The aim of both these campaigns was to educate and inform people in order to
effect behavioural change in two target demographics.

e People who are overweight
e Parents with children of weaning age (6 - 24 months).

1.3 The NICE Guidance on effecting behavioural change’ outlines a set of principles
that can be used to help people change their behaviour. The recommended action
attempts to motivate and support people to:

e Understand the short, medium and longer-term consequences of their
health-related behaviours, for themselves and others

e Feel positive about the benefits of health-enhancing behaviours and
changing their behaviour

e Plan their changes in terms of easy steps over time

e Recognise how their social contexts and relationships may affect their
behaviour, and identify and plan for situations that might undermine the
changes they are trying to make

e Plan explicit 'if-then’ coping strategies to prevent relapse

e Make a personal commitment to adopt health-enhancing behaviours by
setting (and recording) goals to undertake clearly defined behaviours, in
particular contexts, over a specified time

e Share their behaviour change goals with others.

! https://www.nice.org.uk/guidance/phé/chapter/3-Recommendations#delivery-2
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Background & rationale

2.1 In March 2023 the Trustee Board of Healthwatch Manchester (HWM) met to
decide upon the priority areas of focus for the year April 2023 - March 2024. The
board approved a review of national health campaigns and this was included in the
annual work plan for the organisation.

Methodology

3.1 HWM contacted the Sugar Group, based at the Kath Locke Centre in Hulme, to
ask the members if they were available to give their opinion and feedback on the
LSBC health campaign. This is a diabetic support group with whom we thought
would closely identify with the campaighs main messaged.

3.2 HWM also contacted a leading family support charity HomeStart Manchester to
enquire about working with a group of parents in reviewing the SFL campaign.

Little Swaps, Big Changes

3.3 HWM visited the Sugar Group on two separate occasions. We first met the
group on 11/09/2023 to discuss the project and inform the group of our work by
distributing ‘Little Swaps, Big Changes’ posters.

3.4 We then followed up with another meeting on the 25/09/2023 to speak with
the members individually and hear their feedback regarding the campaigns. In
total we spoke with 14 members of the group.

3.5 We used a survey comprising seven open ended questions followed by five
statements for which the respondents had a choice of answers; Strongly Agree,
Agree, Neutral, Disagree, Strongly Disagree.

Start For Life

3.6 We recruited five parents to review the SFL campaign through Home-Start
Manchester. In order to make the interviews as accessible as possible, we
conducted the interviews by telephone working around the parents’ availability.
These interviews were conducted on the 21/02/2024 and the 22/02/2024.

3.7 We also emailed the SFL campaignh posters to each person beforehand to
ensure they had seen the materials prior to our interviews.

3.8 Similarly to the surveys conducted with the Sugar Group, we asked six open
ended questions along with five statements to which respondents had a choice of
answers; Strongly Agree, Agree, Neutral, Disagree, Strongly Disagree.



Key Findings
All of the findings are shown in the same order as the survey questions which can be
found in the appendix of this document.

Little Swaps, Big Changes

1. The majority of respondents had not seen the campaign advertisements
anywhere and thus had not made any healthy food swaps.

2. The majority of the respondents had not seen or heard anything about this
campaign within the last three months through social media, an online source or
any other form of publicity.

3. The campaign imagery was subject to mixed reviews. Some respondents
commended it for being ‘multicultural and Inclusive’ whilst others bemoaned the
lack of information it provided, saying ‘What would | say to my pharmacist’ in
regards to this.

4. Our fourth question asked respondents to give their feedback about the
campaign slogan and we received mixed replies. Numerous respondents described
it as ‘vague’. Some of these respondents did go on to say that they did understand
it despite it being brief.

5. Moreover, the majority for respondents felt as though the message on the
campaign poster did match up to the imagery.

6. Finally, the majority of respondents felt represented by the imagery used in the
campaign, especially the ethnic diversity it showed. However, one respondent did
mention that the people in the images didn’t look ‘stressed out’ like the
respondent personally felt in regards to dieting.

Findings from the Little Swaps Big Changes Statements

The majority of respondents reported that the ads made them realise that
changing their diet could be quick and easy.

There was no clear majority view about whether or not the ads told respondents
something they didn’t know.

The majority of respondents felt as though the ads made them think they should
change their diet.

Most respondents said they liked the slogans and the way the ads were written.

The majority of respondents said they were fed up with seeing those ads like that
of the ‘Little Swaps, Big Changes’ campaign.



Start for Life

1. The majority of respondents had not seen the campaign advertisements. One
respondent did say ‘if | was a first time mum it would have been an amazing piece
of information’.

2. None of the respondents had seen or heard anything about the campaign within
the last 3 months in any medium including through social media.

3. All of the respondents gave positive feedback regarding the imagery used and its
clarity. One respondent noted that ‘with weaning | did struggle with how to start,
when and where. | improvised but this would have helped me’.

4. All of the respondents thought the slogan made sense.

5. All of the respondents thought that the messages in the posters matched the
imagery.

6. The majority of respondents did feel represented by the imagery used in the
campaign in regards to their age, ethnicity or gender.

Additional points raised by respondents:

One respondent suggested the campaign could include information relating to
health issues for a child, such as dietary needs, as there was no information
regarding food intolerance. She explained that one of the posters referenced
giving a child a yogurt however it did not contain information on alternatives if a
child cannot eat that food.

A further respondent told HWM that it was hard to follow the wall chart. They
noted that as a dyslexic person, they found it hard to understand the wall chart
due to its tightly packed information.

Findings from Start for Life Statements

The ads made the majority of respondents realise weaning is easier than they
thought.

There was no definite majority opinion on whether or not the ads told respondents
something they didn’t know.

The ads didn’t make the majority of respondents think they should start weaning
now.

All of the respondents liked the slogans and the way the ads were written.

None of the respondents reported that they were ‘fed up’ with seeing this kind of
ad.



Conclusion

Neither group of respondents were familiar with either of the campaigns.

The majority of respondents had not seen or heard anything about either the SFL
or LSBC campaigns within the last three months.

The SFL campaign attracted more positive feedback from respondents than the
LSBC campaign about the imagery used and its clarity.

Similarly, the SFL campaign attracted more positive feedback from respondents
about the slogan than the LSBC campaign.

The majority of respondents felt as though the messages in both campaigns
matched the imagery.

Similarly, the majority of respondents across both campaigns felt represented by
the imagery used in the campaign in regards to their age, ethnicity or gender.

In summary:
The LSBC campaign was neither accessible nor particularly useful.

The SFL campaign was not accessible but found to be useful.

Recommendations

Campaigns need to be tested for the usefulness of their information before
distribution.

Campaigns need to be sense checked for their accessibility before distribution.

In order to enable the usefulness and accessibility of campaign materials, this
testing and sense checking needs to involve cohorts of the target demographics.
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Appendix

Little Swaps, Big Changes Questions

Q1. Have you seen any of these ads? If so, have you made any healthy food swaps since?

Q2. Have you seen or heard anything about the campaign within the last 3 months, this includes
websites, social media posts or other forms of publicity?

Q3. What do you think of the imagery, do you think the imagery is clear?

Q4. Does the slogan make sense to you? Please explain your answer.

Q5. Does the message match up to your imagery?

Q6. Do you feel represented by the imagery used in this campaign, for example your age, ethnicity

and gender?

Little Swaps, Big Changes Statements

Question

Strongly
Agree

Agree

Neutral

Disagree

Strongly
Disagree

The ads made me realise that changing my
diet is quick and easy.

These ads told me something | didn’t know.

These ads made me think | should change my
diet now | identify with the people in the ads?

| liked the slogans and the way the ads were
written.

I’m fed up with seeing these kind of ads.

Start for Life Questions

Q1. Have you seen any of these ads? If so, have you made any decisions about weaning since?

Q2. Have you seen or heard anything about the campaign within the last 3 months, this includes
websites, social media posts or other forms of publicity?

Q3. What do you think of the imagery, do you think the imagery is clear?

Q4. Do the slogans make sense to you? Please explain your answer.

Q5. Do the messages match up to the imagery?

Q6. Do you feel represented by the imagery used in this campaign, for example your age, ethnicity

and gender?

Start for Life Statements

Question

Strongly
Agree

Agree

Neutral

Disagree

Strongly
Disagree

The ads made me realise that weaning is
easier than | thought.

These ads told me something | didn’t know.

These ads made me think | should start
weaning now?

| liked the slogans and the way the ads were
written.

I’m fed up with seeing these kind of ads.
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What if my baby
doesn’t want to eat?

to be confusing. It may take 10 tries or even more for your
We have the answers to all baby to get used to new foods, flavours and
your questions, plus top

tips and tasty recipes to try.

LEEUeON Start for Life

doesn't mean they don't ike It; they're just
getting used to new tastes and textures.

We're on Facebook and Instagram too and
want to hear your weaning tips and stories!

Just keep offering a variety of foods ~ even
the ones they don’t seem to like ~ and let
them get used to it in their own time.

@BetterHealthStartForLife
Ei© ssurtFortifeweaning

© Crown copyright 2022 S4L180

Better B A simple, step
sal] St hy step guide o
~ starting weaning

| TIP Foods most likely to cause allergies (suc
peanuts, eggs, orﬂsh)cmbalmoducadomnn

time from around six months. peanuts Food groups TIP  Your baby will still need milk
should be crushed ind to avoid choking. "
or9: to . ) 'he mmmmmmmm). ] for nutrients and energy.
aﬂn “m- hﬂﬂsa sin 'nﬂt ‘laﬂ“y is to , 0gs and pulses (ke beans and lentils) i
small portions andvugﬁtsglh keeping bahympy b e Balnsslmﬁnngerfoodm = o
is enough to get healthy ummm(ﬁw ‘and variety of food your baby bwpudmuputsdbodlndw
‘weaning on the way. wdmm ‘eats and offer foods from the ~it's thelr
“P mwm”“mﬁ,”mmdw w“ﬂp_m. carrot, different food groups. M-ﬂmmwuﬁmb
lfuyﬂnchowandswdbwamuma
N 1

TP Include that aren't so sweet (like
broccoll, cauliflower and spinach). This can

Keep trying different help prevent fussy eating.
tastes and textures
Remember, don't give up on foods that
they don't seem to like! Keep offering lots
of different tastes and textures, including
bigger chunks of soft food and a wider
variety of finger foods.

and a pudding (like fruit or
unsweetened yoghurt).

Z food
3 = Mﬂl‘td:dybobnnhn't
Plain water is the best drink at mealtimes. Avoid
» sugary drinks as these can cause tooth decay. S ___their kidneys. Sugar can cause

Remember

to cut food into sticks,
avoid round shapes

Check out our recip
‘and advice for each
?weamng stage:

EEEWel] Start for Life
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