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The primary targets for this campaign are men and women aged 35 – 55 who are not 
meeting the recommendations for good health in relation to smoking, nutrition, alcohol use, 
physical activity and stress management.  The campaign also has a focus on disadvantaged 
groups within the community; of particular importance are those from lower socio economic 
groups, culturally and linguistically diverse communities and Aboriginal communities. 
 
The secondary targets for this campaign are General Practitioners, health professionals, 
Area Health Services, sport, recreation & fitness leaders, counseling professionals and the 
general community. 
 
The aim of the Campaign pilot is to increase awareness and change behaviour among 35 – 
55 year olds in relation to the risk factors associated with many chronic diseases.  The 
campaign would include components that we know to be associated with best practice in 
relation to the development, implementation and evaluation of social marketing campaigns, 
which are explored in the next sectioniii: 
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Mass Media communication: 
It is proposed that a mass media campaign be undertaken to engage the target groups, 
including television, radio and other appropriate media or advertising. Messages will 
encourage healthy lifestyle choices, provide clear simple and effective information on how to 
improve health, including modelling appropriate behaviours and referring audiences to health 
professionals.  Creative agencies will advise on the most effective and cost efficient way to 
communicate with the target audiences.  
 
Media and advertising vehicles may include direct marketing and advertising in professional 
press and journals and co-ordination through Divisions of General Practice to ensure the 
health workforce is aware of the campaign and is able to support the promotion of messages.  
 
Appropriate Branding: 
The key campaign element will be the development of a campaign brand that will be 
incorporated on all activities associated with campaign initiatives and resources.  This serves 
two main purposes; to spread the reach and extent of the campaign messages and to enable 
the promotion of existing initiatives to be incorporated within the campaign. 
 
Appropriate, accessible information and merchandise: 
It is envisaged that accessible, printed and online resources will be developed to support the 
mass media component of the campaign and provide more detailed information on key 
messages in relation to each of the risk factor areas.  Agency advice will be used to develop 
the strategy for the distribution of information through general practitioners, health 
professionals and at community centres such as local councils.  It is also proposed that 
appropriate merchandise be developed which extends the reach of the campaign, promotes 
appropriate referral points and heightens awareness of the branding message. 
 
Public Relations activities: 
To support the ability of campaign messages to impact on the community, public relations 
activities will be undertaken aimed at promoting public debate increasing awareness and 
extending the campaign reach beyond budgetary limitations. 
 
Public relations activities will also provide further opportunities to promote uptake of 
campaign messages supporting materials and services.   
 
Supporting community initiatives: 
The success of the campaign is dependent on the support and leverage from key 
stakeholders such as Area Health Services, community health settings and Divisions of 
General Practice. These health practitioners will reinforce campaign messages and ensure 
















