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• One in two (54%) of Jamaicans aged 15 and over are 
overweight/obese. 1

• 1 in 3 Jamaicans aged 15 and older has hypertension 
and 1 in 8 has diabetes 2

• Rates of overweight/obesity among children aged
13-15 has increased by almost 70% in the past 7
years (38.1%)

•More than two thirds of students (13-17) drink
carbonated soft drinks one or more times per day. 3

Source:

1& 2 Jamaica Health & Lifestyle Survey III

3 National Council on Drug Abuse. 2017. Global School-based Student Health Survey

JAMAICAN REALITY



GLOBAL HEALTH ADVOCACY PROJECT OBJECTIVES

• Increase public support for obesity prevention policies through public
education campaigns on the health impact of sugar consumption.

• Build support of policy makers and key stakeholders to implement a SSB
tax and support for front of package (FOP) labelling of packaged foods
and beverages.

• Improve the food environment by advocating for policies that restrict
the marketing and supply of sugary beverages and unhealthy food to
children.

• Develop, implement timely mass media campaign(s) (MMC)..





MASS MEDIA CAMPAIGN GOALS/OBJECTIVES
- Are you drinking yourself sick?  

Understand 
the Problem

What are our 
objectives?

Phase 1 – Stage Setting Phase 2 – Amplifying the 
Message

Phases 3 & 4 – Focus the 
Message

1. Communicate how 
harmful sugary drinks can 
be. 

1. Increase awareness of the 
harms of sugary drinks

1. Increase awareness of the 
harms of sugary drinks
(tooth decay, testimonials)

2. Illustrate how many 
teaspoons of sugar is 
present in common drinks.

2. Encourage 
parents/guardians’/gov’t 
responsibility to help protect 
children’s health 

Support government 
restriction of sugary drinks in 
schools

3. Emphasize that water is a 
healthier option.

3. Call for support for 
government restriction of 
sugary drinks in schools

Call for support of sugary 
drinks tax (direct and
indirect)



MASS MEDIA CAMPAIGN

• Parents and guardians of children (3 – 15) 
• Adult women (35 – 45)

Phase 1 – Journey
Rosie November 2017

Phase 2 – Dad Knows 
Best   February 2018

Phase 3 – Cut out those 
sugary drinks November 2018

WHERE WE ARE NOW
Phase 4 – Support a sugary
drinks tax, February 2019



Integrated marketing 
communication campaigns 
bring together different 
types of media channels

• Television
• Radio
• Print
• Social Media
• Out of Home 



ADVOCACY ACTIVITIES
• Sensitization  meetings with ministries, 

Departments, agencies, communities, 
Schools and NGOs – children’s rights, 
consumer groups, Broadcasting Commission

• Meetings with Ministers & Prime Minister

• Communication materials

• Sustained media  and social media coverage

• Key message – children’s right to health, self
efficacy, read your labels, healthy alternatives,
policy for sustainable gains



Regional collaboration 

• HCC CALL TO ACTION - Childhood obesity petition
• COP/CTA document for UNHLM3
• Information sharing
• Children’s Letter to Prime Minister
• Social media sharing
• News roundup
• Capacity Building
• Research (CAIHR)
• HCC CHILDHOOD OBESITY PREVENTION PROJECT



CHALLENGES
• Food industry push back

• Umbrella groups and individuals

• Erroneous information shared

• Conflict of interest/Industry interference

• Finding aligned champions and vendors

• Socio economic issues such as poverty, lack of access to healthy 
foods, food security

• Low nutrition knowledge/awareness (e.g. reading nutrition labels)

• Lack of formal legislation/policies (e.g. mandatory nutrition 
labelling, marketing of unhealthy foods to children)



SUCCESSES 
•Overwhelming public 

support for campaign

•Obesity is gaining 
traction as a public 
health threat. Media 
coverage has been 
good. 
•Supported

oRestriction of SSBs in
schools

oNational school 
nutrition policy

•Reformulation
•Support of 19 NGOs in 

calling for a tax

•Based on post campaign 
evaluation: 
oIncreased awareness of 

health harms of sugary 
drinks

oReduced consumption 
of sugary drinks

oSupport for government 
action/tax

oSupport for front of 
package labelling



Our NGO Partners
1. Association of Anaesthetists in Jamaica, AAJ
2. Association of Consultant Physicians of Jamaica,  ACPJ
3. Association of General Practitioners of Jamaica,  AGPJ
4. Association of West Indian Gastroenterologists, AWIG
5. Caribbean Cardiac Society, CCS
6. Caribbean College of Family Physicians – Jamaica Chapter, CCFP
7. Caribbean Institute for Strategic Planning and Research in Oral 

Health , CISPROH
8. Healthy Caribbean Coalition, HCC
9. Heart Foundation of Jamaica,  HFJ
10. Jamaica Association for Health Education and Promotion,  JAHEP
11. Jamaica Association of Professionals in Nutrition and Dietetics,  

JAPINAD
12. Jamaica Association of Public Dental Surgeons, JAPDENS
13. Jamaica Cancer Society,  JCS
14. Jamaica Dental Association,  JDA
15. Jamaica Emergency Medicine Association, JEMA
16. Medical Association of Jamaica,  MAJ
17. Nurses Association of Jamaica,  NAJ
18. Paediatric Association of Jamaica, PAJ



POST CAMPAIGN EVALUATION RESULTS

PRE AND POST MEDIA CAMPAIGN EVALUATION

• Nationally representative, cross-sectional household surveys were conducted with adults 
aged 18 – 55 years:

⁻ Pre-campaign/baseline survey - conducted in November 2017 with 1500 adults

⁻ Post campaign survey - conducted in June - July 2018  with 1571 adults

• Measured changes in public knowledge, attitudes, policy support and behaviors over time



POST-CAMPAIGN POLL RESULTS CON’T



NEWSPAPER ADS/Materials produced



Lessons learnt

• Concern for children impacted 
support for the campaign

• Evidence base/research is critical to 
process

• Public education (especially grass 
roots) is a key step in the overall goal

• HFJ’s reputation and  47 year track 
record gave credibility to the 
campaign

• Co-branding and endorsement of the 
Ministry of Health-Jamaica provided 
good support and coverage

• Partnerships with other NGOs and key 
international and local stakeholders is 
critical to advancing any national 
public  health initiative 

• Engaging the media and ongoing 
social media and media coverage 
important



✓ Maintain partnerships with key groups and 
stakeholders, media

✓ Support COP efforts with regional partners and 
HCC

Next steps

✓ Continue advocacy for  policies to improve the food 
environment for children
• SSB tax
• National school nutrition policy & Jamaica Moves
• Restrictions on marketing of unhealthy drink and 

food to children
• Front of Package Labelling

✓ Public education & sensitization
✓ Political & Food industry mapping



THANK YOU

#AreYouDrinkingYourselfSick
#AreWeDrinkingOurselvesSick
#LessSugarMoreLife
#DrinkWaterInstead
#tax4health


