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Description

In 2008, The Directors of Public Health in Cheshire and Merseyside identified tackling alcohol harm as one of the priority areas for action across the
area and pooled resources to deliver a social marketing campaign managed by the social marketing team at ChaMPs Public Health Network.

Why the innovation was developed
Most areas in Cheshire and Merseyside are well above the average in England for alcohol harm and hospitals in Cheshire & Merseyside admit
over 8,000 men per year with alcohol linked conditions.

Objectives
Develop staff capacity, Improve access, Improve effectiveness, Improve service quality, Improve user satisfaction

Research and insight work conducted through the North West Public Health Observatory and Corporate Culture identified the target audience as
regular pub drinkers who are male aged 35 to 55, who were drinking to hazardous and harmful levels.
Further research with the target audience and pub industry identified key motivators and helped to develop the intervention and creative
approach. The research also noted that males were less likely to visit their GP and get a health check.
The key aim was to raise awareness of the potential harms of drinking. Consequently, the behaviour goal was to reduce levels of hazardous
drinking within the target audience, by encouraging them to set behavioural goals to help move away from their current drinking habits. It was
also important to develop interventions that directed those in need to NHS Alcohol services across Cheshire & Merseyside.

Main beneficiaries
High-risk populations

Individuals with potential drinking-related health issues
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Results

Effectiveness
Health checks worked for customers because they were no longer than 30 minutes in duration with a health professional in a private area with
immediate test results. The advice was then personalised to them based on their results.
There was evidence of behaviour change in terms of: Reducing alcohol consumption especially for those drinking 41+ pints per week; Changing
eating habit; Seeking out help from GPs to follow up on results received and advice given; The way in which people re-entered the social setting
of the bar having participated in a health check and re-joined friendship groups tended to generate conversations about advice given in relation
to test results and this was seen as an indication of heightened awareness.
There was evidence of increasing awareness about possible healthcare risks from consuming harmful levels of and the importance of seeking
advice from health professionals at an early stage.
The pub managers and staff overall helped the project by encouraging their customers to partake in the initiative, and in providing the setting for
this to occur. The setting of the pub proved to be crucial as a way of reaching those who would not normally access health services or seek
advice.

User satisfaction
Qualitative data revealed that people thought the idea of delivering health checks in a pub setting was a good idea. The participants stated that
they preferred the informal setting and felt comfortable partaking in this activity. Many participants found the health checks which were performed
to be particularly useful, not time consuming and motivated them to seek further advice from their GP.
In regards to the messages given on the creative materials, such as the information given on the beer mats about lack of sleep, energy and poor
general health as a consequence of consuming harmful amounts of alcohol, many found this to be informative and useful and most poignantly
not too preachy. It became apparent that the target audience was most motivated by hard hitting facts about the consequences to their overall
health, depicting the reality of alcohol harm.

Other improvements
There were mixed feelings about the Wind Down as it was thought a good idea in theory but not in practice. The entries to the prize draw
suggested that it had been a limited success in terms of those who had purchased a low alcohol and soft drink.
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Development

Design
The National Social Marketing Centre “social marketing planning process” model was followed throughout, therefore a key stage of this social
marketing campaign was scoping. The first part of this was the commissioning of a segmentation report using geo-demographic information from the
Experian system combined with other consumer and regional public health data. The North West Public Health Observatory was commissioned to
do this work and produce a report. The report described nine “Mosiac” groups of harmful and hazardous drinkers across the area to help inform the
social marketing campaign. Mosiac is a way of dividing the UK population into 11 groups based on socio-demographic characteristics, lifestyles,
cultures and behaviours. The report also included area maps to show where each Mosiac group was located in each PCT across Cheshire &
Merseyside.

A steering group of partner organizations was set up to work alongside the core delivery team at ChaMPs for the development phase. Their role was
to help commission external agencies and help develop the intervention. They had an “ambassador” role in their local PCT area and assisted with
delivery of the campaign and also helped select the Mosaic group to focus upon for the campaign. The ChaMPs social marketing team held the
budget, commissioned providers (including the evaluation) and developed, project managed and delivered the intervention. Other partners involved
included trading standards, local councils and the pubs themselves.

Further insight work was commissioned by the Steering Group for their chosen Mosaic group (or segment) and Corporate Culture conducted
qualitative interviews with this group and pub managers to help develop an intervention that would be accepted.

Testing
The creative approach and materials were developed using insight gained and were pre-tested with the target audience to check the messages
resonated. The creative focused on the downsides of drinking too much and how it affects how people feel, look and their personal relationships
These messages sought to inform people of the damage alcohol can do to relationships, overall health and aimed to evoke a reaction in order to
cause behaviour change.
The use of the beer mats with the ‘Drink a Little Less, See a Better you’ slogan, and the ‘Wind Down’ competition postcards (which offered a
prize draw for GBP 200 in high street vouchers when participants had a soft or low alcoholic drink and included their contact details on the
postcard) ensured that people could also be followed up with text messages and e-mails with health tips and information on a regular basis.
Mugs with the campaign slogan were also given following attendance at a health check.
Behavioural theory model: The “stages of change” model was used (Prochaska & Diclemente, 1983) which conceptualises behaviour change as
a linear process comprising of six stages: Pre-contemplation, contemplation, preparation, action, maintainance, termination. The majority of the
target audience for this project were at pre-contemplation with a reasonable level of motivation to change their lives. The aim was to move the
target audience to a stage of contemplation and reconsider their behaviour and attitude towards alcohol.

Implementation
Tools used:

From the results, the chosen intervention was to work with targeted pubs and offer physical health checks (along with advice on alcohol
consumption) and raise awareness of alcohol harm in the pub.
The campaign ran for 8 weeks in pubs from January 2010 across Cheshire and Merseyside and comprised of three different components. The
first was that health checks were provided in the pub by an outside company or pharmacist which included height, weight, blood pressure,
cholesterol etc.
The second was that a 'Wind Down' was scheduled to run between 10pm and 11pm Monday to Thursday in which customers were encouraged
to drink a soft or low alcohol drink to help reduce their alcohol intake. The third was that the initiative was supported through a range of creative
materials (mirrored posters, banner stands, beer mats and promotional mugs) which were displayed within each pub.

Partnerships

Local pubs
Private sector
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Working with pubs as a setting for an intervention to raise awareness of alcohol harm and provide health checks did prove to be difficult in some
cases.

Bar managers and landlords had differing views about helping to reduce alcohol consumption on their premises. Some were not interested in taking
part but others felt the health of their customers was important and were willing to take part. The ChaMPs team had many meetings and
conversations with pubs to explain that the campaign was not about driving people away from pubs (indeed the pub was an important social setting
for the chosen target group) but about encouraging people not to drink to excess and look after their health/visit their GP.

Links were made with Robinson’s Brewery, a Stockport based brewery with pubs across Cheshire & Merseyside and they allowed the campaign to
run in some of their pubs. A pilot pub was chosen in Macclesfield with a high proportion of the target group and the media launch was held there.
Significant coverage was gained in national, region and local media.

Lessons Learned

Other information
The full segmentation, insight and evaluation reports can be found on the ChaMPs website: http://www.champspublichealth.com/page.aspx?
pageid=610&ParentID=609. The project was awarded a North West Public Health Award in 2010.
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