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Main findings

Six core lifestyle messages were developed that parents could incorporate into everyday family life to help tackle 
those behaviours associated with excess weight.

Portion Sizes Physical Activity Treats

4% increase  
in parents who claim they have tried 
to reduce their child’s portion. (15% 
benchmark to 19%) 

25% claim 
they don’t mind how much their 
child eats as long as it is healthy food.

No significant change 
in attempts to increase the amount of 
physical activity their child gets and 
remains as per benchmark at 1 in 3.

52% of parents
suggested that their child definitely 
gets 60 minutes on a daily basis. Down 
10% from 2013.

48% of parents  
have tried to reduce the amount 
of treats their child eats.

33% of parents
suggested their child gets a food 
treat once a day, up 4% from 2013.

Drinks Sleep Screen Time

6% increase
in the consumption of water at 
mealtimes (31% benchmark to 37%). 

30% of parents
attempted to increase the hours of 
sleep their child gets. Down 30% from 
the benchmark.

No significant change
recorded in attempts to reduce screen 
time.
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with their children about body weight

Tips and advice

Healthy habits for life

About this guide The guide was developed in consultation with health professionals.

Published by  
safefood in partnership with Health Promotion HSE and Healthy Ireland.
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GP and health professionals 
Continue to play an important role in helping parents feel more comfortable in talking to their child.

Campaign awareness was strong with high levels of recall of the creative elements.

There is evidence that the campaign has been effective in both behaviour and attitudinal change between 2013 and 2016. 

Overall there was strong levels of recognition for the campaign across TV, radio and outdoor with recognition levels of 80%+ (saw/read/
heard something about the campaign.

Among parents, awareness that excess weight in childhood is associated with poor health in later life increased from 34% to 41%.

Pre-campaign research indicated a strong demand from parents for practical solutions they could put in place.

But this
many can.
But thisBut this
many can.many can.

A few sweets 
each week 
won’t do them 
any harm.

But thisBut this
many can.many can.

Childhood Obesity
Find ways to break the bad habits at safefood.eu



Background
In 2013, safefood were tasked by the Special Advisory Group on Obesity (SAGO) in the Republic of Ireland (ROI) and by the Obesity 

Prevention Implementation Group in Northern Ireland (NI) to implement a multi-layered public health communications and awareness 

campaign to tackle the high rates of overweight and obesity in children on the island of Ireland. The campaign was developed in partnership 

with key stakeholders including Healthy Ireland, the Health Service Executive, the Department of Health and Department of Children & 

Youth Affairs (Republic of Ireland) and the Public Health Agency and Department of Health (Northern Ireland). The campaign followed 

best-practice social marketing techniques to focus, through formative research, on the needs of the target audience. 

Campaign objectives

To increase awareness among parents of the health challenges 
posed by excess weight in childhood, the negative impact this 
can have on the quality of life, and the importance of tackling 
this for the long-term.

To communicate practical solutions that parents can adopt in 
order to tackle the everyday habits that are associated with 
excess weight in childhood.

Target audience

Primary 
Parents and guardians of children aged between 2 to 12

Secondary
Family and friends and key influencers

Campaign creative evaluation – Campaign activities October 2013 – November 2016

Multi‑platform, integrated campaign

TV: 5 x 30” ads, Radio: 5 x 30” ads, Outdoor: Outdoor posters and trolley handles
Digital, Social Media and Publications

80% 
recognition saw/read/heard something after year one

Facebook reached over 

9.6 million

85% 
suggested the ads ‘making me realise what will 
happen my children if I don’t take steps to change’

Twitter reach of

3.6 million  
generating over 4,000 comments 
and engagement rate of 3%

69% 
of parents rating the messages as 
relevant to their own situation 

Campaign website, over

760,000
views received

1st

‘Best Public Information’ campaign 
at the 2015 PRII/PRCA awards

Your Child’s Weight booklet
 
360,000 
booklets distributed through crèches, playgroups 
and GP surgeries across the island of Ireland

Overall, the campaign has driven awareness that excess weight in childhood is associated with poorer health in later life. Data from the 
island of Ireland has shown that the rates of childhood obesity began to level off during that time, but we acknowledge that many factors 
may be responsible. 

This evaluation suggests that some specific campaign messages were more positively received by the audience, but that many of the key 
health behaviours relating to childhood obesity are challenging for families to change. Parents need further support, both from health 
professionals and others, to be empowered to address this issue. The results contribute to the evidence of a social class gradient and 
highlight the need to make lower SES groups a priority for further childhood obesity campaigns. 

The results will help shape future efforts to address childhood obesity on the island of Ireland.

Partners 
We would like to acknowledge all our partners who supported the campaign throughout the 3 years. We look forward to working with you 
again in the future. 

For more information on this campaign and our future plans in this area 
Please contact Andrew Castles on +353 1 448 0615 
Visit www.safefood.eu/childhoodobesityreport, where you can download the full evaluation report. 
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