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Foreword

Naku te rourou, nau te rourou, ka ora ai te iwi
With your food basket, and my food basket, the people will thrive

We are pleased to present the annual report of the
Health Promotion Agency/Te Hiringa Hauora (HPA)
for 2018/19.

Most New Zealanders live long and healthy lives.
HPA’s work programme for 2018/19 gave priority
to achieving health equity for Maori, Pacific and
people living in lower socioeconomic areas, as
they experience poorer health outcomes than
other New Zealanders. At the same time we
ensure that the rest of the population is also
able to access information that supports them
to maintain and improve their health. Our work
in 2018/19 focused on:

« achieving a greater level of integration
across health issues covered by HPA
(recognising that many areas of health
and wellbeing are interconnected)

» improving our digital capability to deliver
innovative and effective health and wellbeing
initiatives, allowing more New Zealanders to
access information and support where and
when they need it

« continuing to build strong relationships with
those that share our goals nationally, regionally
and locally, particularly in the primary health
care and community sectors.

HPA’s work continues to span a range of major issues
including reducing alcohol-related harm, mental
health and wellbeing, tobacco control, minimising
gambling harm, and child and family health (including
skin cancer prevention, nutrition and physical activity,
and immunisation). HPA is also often called on at short
notice to provide tactical health promotion to support
new Government-led initiatives. Our ability to be agile
and responsive helps us meet Government priorities
as they change and new public health issues emerge.
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Our work, as well as being effective, needs to
achieve efficiencies. We aim to provide best value
for money for the Government by seeking ongoing
improvements and focusing our activities where
we can make the most impact.

This document reports on the work outlined in the
2018/19 Statement of Performance Expectations.
We also report on additional work undertaken

at the request of the Ministry of Health reflecting
Government priorities or a particular health issue.

In 2018/19 this work included projects to increase
people’s knowledge of the signs of stroke and what
to do if they believe they, or someone else, is having
a stroke, developing a campaign to encourage people
who don’t know they have hepatitis C to get tested,
developing the Vaping Facts website to provide

New Zealanders with a source of credible information
about vaping as a way to stop smoking, and
encouraging parents of under-5s to brush their
children’s teeth twice a day with fluoride toothpaste.

The Board would like to thank all HPA staff for their
expertise, effort and dedication that ensures we are
an effective organisation as we strive to improve
New Zealanders’ health and wellbeing.

(/64(7 k- //IWJ&M

Jenny Black Clive Nelson
Chair Chief Executive
Health Promotion Health Promotion
Agency Agency



Presentation of 2018/19
Annual Report

The Health Promotion Agency’s Board is pleased to present
the annual report of the Health Promotion Agency for the period
ended 30 June 2019.

oy gt A

Jenny Black Dr Monique Faleafa
Chair Deputy Chair

Health Promotion Agency Health Promotion Agency
23 October 2019 23 October 2019
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Health Promotion Agency

New Zealanders realise their
potential for good health
and improved quality of life.
New Zealand’s economic
and social development is
enhanced by people leading
healthier lives.

Inspiring all New Zealanders
to lead healthier lives.

HPA is a Crown agent established by the New Zealand
Public Health and Disability Act 2000.

Qur overall function is to lead and support
activities to:

« promote health and wellbeing and encourage
healthy lifestyles

« prevent disease, illness and injury

« enable environments that support health
and wellbeing and healthy lifestyles

» reduce personal, social and economic harm.
We have alcohol-specific functions to:

* give advice and make recommendations to
government, government agencies, industry,
non-government bodies, communities, health
professionals and others on the sale, supply,
consumption, misuse and harm of alcohol as
those matters relate to HPA’'s general functions

« undertake, or work with others, to research
alcohol use and public attitudes to alcohol in
New Zealand and problems associated with,
or consequent on, alcohol misuse.

4 o HPA Annual Report 2018/19

As a Crown agent, HPA is required to give effect to
Government policy when directed by the responsible
Minister. In delivering its alcohol-specific functions,
HPA must have regard to government policy if
directed to do so by the Minister.

HPA is funded from Vote Health and the levy on
alcohol produced or imported for sale in New Zealand.



HPA Board

HPA is governed by a Board appointed by the Minister of Health.

Board members are:

© To December 2018
+ Dr Lee Mathias (Chair)
- Dr Monigue Faleafa (Deputy Chair)
« Catherine Abel-Pattinson
« Dr Mataroria Lyndon
« Tony O’'Brien
» Professor Grant Schofield

* Jamie Simpson

The Chief Executive in 2018/19 was Clive Nelson.

The Board would like to extend particular thanks

to departing Chief Executive Clive Nelson. Clive has
been with HPA since its inception and his seven years
of leadership has resulted in a strong organisation,
well thought of externally and ready to face the future
challenges and opportunities.

© From January 2019

Jenny Black (Chair)

Dr Monigue Faleafa (Deputy Chair)
Catherine Abel-Pattinson

Mafi Funaki-Tahifote

Dr Mataroria Lyndon

Dr Teuila Percival

Professor Boyd Swinburn
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Strategic Framework

New Zealanders live well, stay well and get well

New Zealanders lead healthy lives

Strategic intentions

People are more aware, motivated Physical, social and policy
and able to improve and protect environments and services
their own and their family’s better promote and protect
health and wellbeing health and wellbeing
People- Closer to Value and high One team Smart
powered home performance system

Health promotion

Promoting
health and
wellbeing

Education, marketing
and communications

Informing Enabling
health promoting health promoting
policy and practice initiatives and
environments

Policy advice

and research Advice, resources

and tools

Output classes

This figure shows HPA's strategic framework, including our strategic intentions and output classes
and provides a line of sight between these and wider health system outcomes.
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HPA’s Work 2018/19

HPA is proud to be part of the New Zealand health sector

team working toward the Government’s priority of improving

the wellbeing of New Zealanders and their whanau.

For New Zealanders to lead healthier lives, individuals

and families need to be aware, motivated and able
to improve and protect their own and their whanau
health and wellbeing.

HPA's work spans a range of major issues including:

alcohol-related harm
mental health and wellbeing
tobacco control

minimising gambling harm

child and family health (including skin cancer
prevention, nutrition and physical activity, and
immunisation).

HPA also manages the Ministry of Health’s health
education catalogue and undertakes work in other

areas when requested to do so by its Ministers or the
Ministry of Health. In 2018/19 we contributed to work

programmes in stroke, hepatitis C, vaping as a way
to stop smoking, and oral health.

HPA leads and supports national health promotion
initiatives through:

undertaking and supporting research and
providing advice to inform HPA’s work and
the work of others

supporting and partnering with community-
based initiatives to help communities develop
local solutions to local problems

* marketing and communications activities,
including behaviour change mass media
campaigns

» providing audience-focused tools and resources
to a wide range of individuals and groups

« supporting coordinated health promotion
activities across the sector, including with
district health boards and public health units

« working to ensure that key environments protect
rather than hinder health and wellbeing, such as
alcohol drinking environments, sports settings
and workplaces

« providing advice and, for alcohol, contributing
to policy processes and laws by making
submissions to select committees and local
government, by providing evidence-based
research and policy.

Our work focuses on making an early investment

in people’s lives to improve and protect their health
and wellbeing to reduce future long-term impacts,
taking into account populations with higher needs.
Identifying and focusing health promotion activities
to help improve the health and wellbeing of Maori,
Pacific peoples and youth are a crucial focus for HPA.
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We cannot be successful in our role on our own.
Working with others in the health sector and in
communities is essential to ensure messages are
appropriate and delivered efficiently and consistently
across New Zealand.

In practical terms HPA provides advice, resources

and tools to a wide range of individuals and groups.
Strong partnerships are key to our success. HPA is
well connected and has established a large number of
successful working relationships across sectors and
communities, in a range of environments and settings.
These include:

» health sector agencies, particularly the Ministry
of Health, district health boards (DHBs) including
public health units, primary health organisations,
primary health services, iwi and Maori health
providers, and health professional associations

* the community and voluntary sector

* non-government organisations

« central and local government agencies
« education sector agencies

* businesses

« policy makers, academics and researchers.
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An equally important part of HPA's work is ensuring
the environments where New Zealanders live, work
and play support and promote health and wellbeing.
To achieve this, we:

« work with communities to help them develop
local solutions to local problems

« undertake and support research and provide
advice to inform our work and the work of others

offer specialist knowledge and undertake work
to improve how health promotion is incorporated
into workplace, sport and education settings

» influence the development and implementation
of policies and laws by contributing to interagency
processes and making submissions to central
and local government, and by providing
evidence-based research.

HPA has a Statement of Intent for 2017-2021 and a
Statement of Performance Expectations for 2018/19.

The following pages outline our key results for 2018/19.



Alcohol

The harmful use of alcohol is one of the leading risk factors for

premature death and disability in New Zealand and an important

driver of inequities.

The misuse of alcohol is also associated with

wider societal harms including crime, poor educational
attainment, unemployment, poor workplace productivity,
family violence and relationship breakdown. However,
alcohol use is normalised within New Zealand’s culture
and the majority of people do not fully understand the
health and social impacts of alcohol.* This, combined
with the affordability, easy access to and wide
promotion of alcohol, makes it difficult to change
alcohol-related behaviours and attitudes.

HPA's alcohol work focuses on those most at risk of,
or experiencing, the greatest alcohol-related harm.
This includes:

+ young women who are drinking moderately
to hazardously who are at risk of unplanned
pregnancy, with a focus on Maori

- teenagers under 18 years
* young adults aged 18 to 24 years
» adults in mid-life (45 to 65 years, with a focus

on Maori) whose drinking is putting them at risk
of experiencing alcohol-related health issues.

Our focus 2018/19

Alcohol-free pregnancies

HPA’s pregnancy work aims to prevent fetal alcohol
spectrum disorder (FASD) by communicating with
young women who drink moderately to hazardously
and their whanau and partners. The marketing and
communications approach, Don’t Know? Don’t Drink,
is a key focus for this work.

HPA is working to influence and support health
professionals, developing learning tools to ensure
they understand the key messages on alcohol and
pregnancy and help them to gain skills in supporting
pregnant women and their whanau. This includes:

* maintaining a resource and information
section on alcohol.org.nz that provides health
professionals with the best evidence behind key
messages and resources to support best practice

« identifying opportunities to present on alcohol-
free pregnancies at relevant health professional
conferences and events

* seeking opportunities to partner with others to
increase delivery of early pregnancy assessments.
This has included developing a health promotion
guide for the antenatal first consult Health
Pathway and supporting northern public health
organisations to develop the Early Pregnancy
Assessment Tool for their region.

Don’'t Know? Don't Drink is part of the Government’s
efforts to address FASD, which is estimated to affect
up to 3,000 babies born each year in New Zealand.

A Don’'t Know? Don’t Drink digital toolkit was produced
for FASD Awareness Day (9 September 2018) for
ongoing prevention activities to support alcohol-free
pregnancies and the marketing messages. It included
links to videos, social media posts, email signatures
and resources for use by health sector workers around
the country.

1 Global Drug Survey 2018 Key Findings Report, Downloaded from https://www.globaldrugsurvey.com/gds-2018
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CASE STUDY

Pre-Testie Bestie

Pre-Testie Bestie, which takes a humorous approach to encourage

young women to be a ‘Pre-Testie Bestie’ and support a friend to be
alcohol-free if she thinks she might be pregnant, is the second phase

of Don’t Know? Don’t Drink.

This phase of the marketing aims to reduce alcohol
consumption during pregnancy by encouraging
women to stop drinking if there is any chance they
could be pregnant. Using a combination of online, print
and out-of-home advertising (in malls, at the cinema, on
billboards and in bars), as well as social media posts on
Facebook and Instagram, the campaign was successful
in getting its message through to its target audience
(young women aged 18 to 30 who drink hazardously, are
sexually active, and are not planning to get pregnant).

Over a third (38%) of females aged 18 to 29 saw the
campaign, with 70% of them able to recall the campaign’s
key message of “Don’t drink if you are or might be
pregnant”. Of those who have seen the campaign:

* 90% reported they are likely to support someone
else to stop drinking alcohol if they thought they
were pregnant

* 72% reported they are likely to encourage
others to consider if they are pregnant before
they drink alcohol

» 65% reported they are likely to consider if they
are pregnant before drinking alcohol

¢ 50% said the advertising would make them think
about their own drinking

* 35% stated that the advertising would encourage
them to start drinking less and 23% reported it
would encourage them to stop drinking.

To extend the reach of Pre-Testie Bestie and give it more
local flavour, HPA partnered with Counties Manukau

38%

Of females aged 18 to 29-years-old
saw the campaign, with 70% of them able
to recall the key message

10 HPA Annual Report 2018/19

Multiple industry awards
recognised the campaign’s smart
and innovative thinking

An example of the Pre Testie Bestie activity at Wellington Airport.

and Hawke’s Bay district health boards to implement
localised Pre-Testie Bestie activity during February and
March 2019. Activities included out-of-home and social
media advertising, support for local social media and
influencer activity, resource production, and Pre-Testie
Bestie activities at relevant local events.

Pre-Testie Bestie won five awards at the annual

AXxis Awards (which recognise creative excellence in
New Zealand) and HPA was named Advertiser of the
Year at the 2019 Beacon Awards. The Advertiser of the
Year Award is based on the success of the Pre-Testie
Bestie initiative, which received four gold medals.

The awards are organised by the Commercial
Communications Council, the industry association
representing the interests of marketing communication
agencies, and recognise “smart and innovative thinking”.

122

90%

Are likely to support someone
else to stop drinking alcohol if
they think they are pregnant



Supporting the Taturu project.

Counties Manukau rugby.

Alcohol-free teenagers

HPA’s work with under-18s aims to increase the number
of teenagers who choose not to drink. Beyond that,
our focus is primarily on delaying young people from
starting drinking and preventing escalation of drinking.

Young people are often seen as a single group based
on their age, with further definitions sometimes based
on their gender or ethnicity. Peer crowd projects,
however, use the affiliation and identification that
young people have with their ‘peer crowds’ (groups
that represent the shared values, styles, norms,
preferences and behaviours) to tailor social marketing
campaigns and other interventions to improve wellbeing.

During 2018/19 HPA ran a number of peer crowd pilots
that included:

« astrengths-based social movement based
on a series of events where participants compete
in positive challenges

« tools to help professionals understand
young people

- awhanau meal kit that helps to facilitate positive
conversations and connectedness.

Developed and run in partnership with the Ministry
of Health, Sport New Zealand, Ara Taiohi, Odyssey
Trust, NZ Drug Foundation, Counties Manukau District
Health Board, CAYAD Auckland, Healthy Families
South Auckland and the Counties Manukau AOD
Provider Collective, the pilot projects were designed
to test how a peer crowd approach could be adapted
for young people. While scoping the project for next
steps and completing a developmental evaluation are

underway, the approach for the pilot projects has
reinforced the limitations of using simple demographics,
such as age and ethnicity, to target behaviour change
in young people and highlighted the strength that
peer groups have in influencing young people and
their behaviour.

HPA also supported the cross-government Tuturu
project. The aim is to support New Zealand schools

to take a whole school approach to student wellbeing,
and prepare students for a world where alcohol and
other drugs exist.

Piloted in 11 secondary schools over the last two
years, Tuturu has developed resources that have been
created by a network of schools, services, and other
health and education experts. The resources help
schools prioritise and take meaningful actions by:

« promoting wellbeing, student connectedness and
help seeking, with aligned policies and practices

* building students’ critical thinking skills using real
life learning contexts

« supporting teachers to have the confidence and
skills to identify and engage with students who
need support

« creating strong links with specialist services to
support students to make changes and remain
engaged in education.

The New Zealand Council for Educational Research
report on how Taturu is meeting its aims is due at
the end of 2019.

We have had strong interest from schools wishing
to use Taturu outside of the pilot project.
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Grassroots rugby sharing the moderation message at Te Kauwhata RFC.

Hazardous drinking

Depending on what
screening tool is used,
between 35% and 40% of
older people are classified
as hazardous drinkers (with
co-morbidities, medication
use and drinking-driving
contributing to this
increased risk).

Older people are more at risk of experiencing alcohol related health issues.

Positive social norms and supportive
environments

HPA has enhanced its relationship with New Zealand
Rugby (NZR), which is taking a new approach to reduce
alcohol harms at grassroots rugby level. NZR is working
with HPA across all programmes to focus on improving
wellbeing in rugby sports settings.

Eden Park Stadium won HPA's award for Excellence
in Host Responsibility at the Entertainment Venues
Association of New Zealand (EVANZ) annual awards.
The award recognises excellence in:

+ promoting a venue’s host responsibility policy/
alcohol management plan to staff and customers

« promoting the availability of water, low and
non-alcoholic beverages and food

« strategies regarding intoxication and minors,
including training for staff

* innovative activities that demonstrate a
commitment to providing a safe and responsible
drinking venue.

HPA provided support to the National Public Health
Alcohol Working Group (NPHAWG) to run a one-day
pre-conference training workshop for new public health
regulatory officers in May 2019. This training increased
officers’ knowledge of the Sale and Supply of Alcohol
Act 2012, hearings and the alcohol licensing process.

As part of its ongoing role in supporting the effective
operation of the Sale and Supply of Alcohol Act 2012,
HPA has funded a pilot project with Community Health
Aotearoa to support communities to better engage in the
licensing process. As part of this project, the Christchurch
community in Phillipstown submitted in opposition

to an application by Liquorland for a new licence.
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On 28 May 2019 the Alcohol Regulatory Licensing
Authority upheld the District Licensing Committee’s
decision to decline the application based on
arguments that were centred around alcohol-related
harm, creating valuable case law. June marked the
one-year anniversary of the project expanding from
Christchurch to four other locations, with a fifth now
also on board.

HPA supported regional two-day workshops provided
by NZ Police trainers to all regulatory staff across the
country in April, May and June 2019. These workshops
enhance the advocacy and prosecution roles in alcohol
licensing that regulatory agencies’ staff have.

Alcohol health and wellness

HPA works to help people understand the health and
social risks associated with drinking, to think about
their drinking and to choose to drink at low-risk levels
or not to drink. Our initial priority is Maori midlife adults
(45 to 65 years) whose drinking is putting them at risk
of experiencing alcohol-related health issues or who
are already experiencing alcohol-related health issues.
We have undertaken formative research and other
work to understand how to connect with this group,

in order to motivate them to take action to moderate
their drinking. This will lead to the development of

a new multi-year national campaign and an online
self-help tool.

We are also working to support the increased
uptake of alcohol screening and brief interventions
(SBI) by investigating barriers to widespread uptake
and implementation of SBI in primary care settings,
developing a refreshed training package for SBI
that can be adapted for non-health settings, and
supporting community SBI projects.



Department of Lost Nights campaign.

Compared with non-heavy drinkers,
heavy drinkers were:

* more likely to drink at
someone else’s home;
at a pub or nightclub;
orin a car, at the beach,
park or public place

* more likely to drink in
three or more locations.

One of the findings from the Where people drink alcohol research.

Department of Lost Nights

HPA’s alcohol behaviour change programme is a
significant part of our work to reduce and prevent
alcohol-related harm. The marketing component of
this programme is the award-winning Say Yeah, Nah
initiative, which has been running since May 2013.

The Department of Lost Nights is the fifth phase
of Say Yeah, Nah and is based on the insight that
younger adults may drink too much because they
think it leads to good times. But, instead, drinking
too much can keep you from being part of the
action and lead to you forgetting the good times.

It launched in early February 2018 with a target
audience of 18 to 24-year-olds, as they drink more
frequently and at riskier levels than other populations.
Maori and Pacific young people in this age group

are a priority.

The Department of Lost Nights campaign was in
market a number of times between November 2018
and June 2019 on television (TV1, TV2, Three, Sky
Sport, Duke and Edge TV), YouTube, social media and
other online settings, as well as in bars, liquor stores,
cinemas and at festivals. Advertising was increased in
university hot spots during orientation week 2019 and
the campaign was ‘up-weighted’ in the Hawke’s Bay
region, where key stakeholders worked to localise

the campaign.

The video performed well on YouTube making it
onto the YouTube Ads Leaderboard in New Zealand.
The Leaderboard is a yearly showcase of the most
engaging advertisements that people watch on
YouTube. It uses a quantitative methodology that
factors in audience retention and organic views to
determine videos that people choose to watch.

The campaign also won eight awards at the annual
Axis Awards (which recognise creative excellence in
New Zealand) as well as the Grand ORCA award at the
Outstanding Radio Creative Awards (or ORCA Awards
for short). ORCA Awards recognise and endorse
outstanding radio creative advertising that creates
impact and effectiveness for the client. HPA's Grand
ORCA was for the Department of Lost Nights radio
advertisements that were used in 2018/19.

Research and resources

During 2018/19 HPA continued to provide research,
tools and resources to support policy development
and practice including the operation of the Sale and
Supply of Alcohol Act. Examples include the following:

* New Zealanders’ alcohol consumption patterns
across the lifespan. This report by Massey
University and the University of Auckland looked
at the initiation of alcohol use, the patterns of
alcohol use across the lifespan, and transitions
from hazardous to non-hazardous drinking.

* Where people drink alcohol. This infographic
summarises where people drink alcohol and
how many locations people drink at.

« Comparison of age of first drink and age of
first intoxication. Researchers from HPA and
the University of Otago found that age of first
intoxication predicted alcohol use disorder and
substance use disorder outcomes in adulthood,
but the age of first drink did not. They concluded
that focusing efforts on reducing or delaying
early adolescent intoxication may have positive
long-term outcomes.
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Environmental design guidance information for licensees and their staff.

Contributed to drafting the ‘Staying healthy and preventing cancer’ section.

Two research reports on energy labelling

on alcoholic beverages in New Zealand

were published in April. The reports explore
consumer understanding of energy (kilojoules/
calories) from alcohol and energy content
labels and their impact on the purchase and
consumption of alcoholic beverages.

Safer bars and restaurants — A Guide to Crime
Prevention through Environmental Design and
Safer bottle stores — A Guide to Crime Prevention
through Environmental Design provide guidance
information for licensees and their staff to assist
in establishing and maintaining a safe and secure
environment in pubs, taverns, hotels, bars,
restaurants, cafés, clubs and bottle stores.

Off-licensed Premises Toolkit for Bottle Stores
brings together all the alcohol documentation
required by a licensee to meet their legal
obligations and requirements under the Sale and
Supply of Alcohol Act 2012 and their off-licence.

Nine new alcohol licensing information sheets
were developed and published in April 2019.
These sheets assist regulatory agencies in their
alcohol licensing duties and cover topics such
as amenity and good order, BYOs, caterers,
and large-scale events.
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Policy and advice

HPA contributed to major policy development during
2018/19 including the following:

» Oral and written submissions were made to
the Governance and Administration Select
Committee on the Sale and Supply of Alcohol
(Renewal of Licences) Amendment Bill (No 2),
and on the Supplementary Order Paper No. 14.

* HPA participated in government work on alcohol
labelling. This included the following:

- We provided input into a Ministry for Primary
Industries briefing to the Minister for Food
Safety and the subsequent Cabinet paper
on the Government’s position on pregnancy
warning labels on packaged alcoholic
beverages. As a result of this work, in October
2018 Ministers from Australia and New Zealand
agreed that the Australia New Zealand Food
Standards Code should include mandatory
pregnancy warning labelling requirements.

In late June 2019 HPA attended a Food
Standards Australia New Zealand (FSANZ)
consultation meeting on these pregnancy
warning labels on alcoholic beverages.

- HPA has also provided policy, research and
design input into an interagency process that
has seen new energy labelling developed for
alcoholic beverages.

* A submission was made to the Tax Working
Group on corrective taxes, including the alcohol
excise tax and the HPA levy.

« A submission was made on the Local Government
(Community Well-being) Amendment Bill, in
support of returning the well-beings to the Act.



An MOU continues the relationship between HPA and New Zealand Police.

Sidekicker is using ServeWise to train their staff in host responsibility.

* A submission was made on the Statutes
Amendment Bill, which tidies up the section
on Temporary Authorities in the Sale and Supply
of Alcohol Act.

* A submission and information about our work
was made to the Government Inquiry into Mental
Health and Addiction. This highlighted the need
to address price, availability and advertising of
alcohol to address harm.

* HPA contributed to the drafting of the ‘Staying
healthy and preventing cancer’ section of the
national cancer action plan. It includes alcohol,
tobacco smoking, nutrition, weight, physical
activity, and sun exposure.

* HPA also contributed to the Government’s
Healthy Ageing Strategy.

* HPA gave oral and written submissions
to a number of local alcohol policies.

Working with partners

HPA enters into a range of partnerships with
community organisations. These groups have
important local relationships and are well placed

to customise HPA messaging for their communities.

* Arevised Memorandum of Understanding
(MOU) with New Zealand Police was signed
on 17 September 2018. The MOU further
strengthens the already excellent working
relationship between HPA and Police. Following
its signing, the Police National Manager of
Alcohol Harm Prevention presented the new
Police Alcohol Action Plan to HPA. This was
developed collaboratively with HPA's input.

HPA sponsored and presented at the

Cutting Edge national addictions conference,

in September 2018, providing an opportunity to
make valuable connections with stakeholders.

HPA commenced work with the Maori Wardens
Association and Te Puni Kokiri to better support
the work of Maori Wardens in relation to the Sale
and Supply of Alcohol Act and Maori Community
Development Act. This includes supporting
wardens to gain the skills to identify problem
drinkers and talk to them about their alcohol use.

HPA has partnered with Kokiri Marae in Lower
Hutt to address health issues of mid-life Maori
drinking above low-risk guidelines. Qualitative
research, literature reviews and insights from hui
with clinical and cultural subject matter experts
and Kokiri whanau have provided the basis to
develop digital and non-digital tools that will sit
across multiple HPA platforms and channels.

During the year, HPA began a partnership

with Sidekicker, working with them to ensure

all their hospitality staff are fully trained in host
responsibility using HPA's ServeWise information.
Sidekicker supplies more than 2,000 hospitality
staff on-demand to large and small venues
across New Zealand via an Uber-like app. HPA
also supported Sidekicker’s Unleash programme,
which focuses on staff training, health and safety,
and improving workforce mental health.
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ALCOHOL

Our results 2018/19

OUTPUT CLASSES 2018/19 - KEY:

e Promoting e Enabling o Informing

ACTIVITY: Say Yeah, Nah alcohol moderation marketing

PERFORMANCE MEASURES
Increase in the percentage
of the target audience who
have seen HPA'’s alcohol
moderation marketing

and report it helped or
encouraged at least three
positive behaviours:

* tosay ‘no’

« to drink water between
drinks

» to start drinking slower

 to think about own
drinking

» to accept others who
say ‘no’

» to encourage others
to ease up.

COMPARATIVE DATA
Baseline 74% (2016/17)

85% (2017/18)

RESULTS

Not achieved for the general population

The percentage of 18 to 24-year-olds who were helped or
encouraged by the campaign to do at least three positive
behaviours was 68%. This reduction from the 2016/17
baseline was not statistically significant but was
significantly below the 2017/18 figure.

Achieved for Maori

For the priority Maori audience, 72% reported the
campaign helped or encouraged at least three positive
behaviours in 2018/19 compared with 63% in 2017/18.

A factor leading to the reduction in the overall figure

may have been the temporary suspension of YouTube
activity for the Say Yeah, Nah campaign. In line with other
government agencies, HPA halted advertising on YouTube
in February 2019 following concerns about predatory
comments on videos involving children. This affected six
of 13 weeks, or 46% of our scheduled YouTube activity.
Advertising resumed at the beginning of April 2019.

Source: Research by Kantar.

ACTIVITY: Professional development of health and other relevant workforces

PERFORMANCE MEASURES
At least 85% of participants
who attended HPA-
supported professional
development events

report it was useful for their
work? (eg, the Melanoma
Summit and the Smokefree
seminar series).

COMPARATIVE DATA
Comparative
information not
available

RESULTS

Achieved

A survey of attendees at the ‘Alcohol use in the mid-older
years’ seminar found that:

« 85% were satisfied/very satisfied with the seminar

* 92% found the research presentations to be relevant/

very relevant.

Source: Survey of seminar attendees via Survey Monkey.
(13 responses out of 21 attendees.)

Research with participants of the Smashed ‘n Stoned
Facilitator training found that:

* 100% said they would be able to apply the knowledge
and skills they had learned

* 97% said the content was organised and easy to follow

* 99% said the materials distributed were useful

* 100% said the training was good quality

* 98% stated that the training met their expectations.

Source: Evaluation of training participants by Odyssey.

2 Top two categories of a five-point scale
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ACTIVITY: Provision of advice, resources and tools to enable local health promotion and other

community-based activities

PERFORMANCE MEASURES

At least 85% of a sample
of those who have received

Comparative
information not
resources, tools or advice available
from HPA report satisfaction

with the service they

received.?

At least five new or revised Comparative

resources or tools are information not
developed across HPA work available
programmes to enable local

health promotion activities.

COMPARATIVE DATA

RESULTS
Achieved

87%" of sample satisfied or very satisfied with the
resources, tools or advice they received.

Source: Research by UMR Research.

Achieved

Sixty-four® new or revised resources or tools developed

during 2018/19. Nine of these are alcohol-related.

Top two categories of a five-point scale
4  Sample size n=331

Previous measures have focused solely on resources produced in particular topic areas eg, nutrition and skin cancer prevention. This new measure

focuses on resources produced across HPA

HPA Annual Report 2018/19
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Mental Health

Mental distress is common. About four in five adults

(aged 15 years or more) have experience of mental distress
either personally or among people they know.

In January 2018 the Government established an Inquiry
into Mental Health and Addiction. The Inquiry report

- He Ara Oranga: Report of the Government Inquiry
into Mental Health and Addiction — was presented to
the Government by the Inquiry Panel in November 2018.
The Government formally responded to recommendations
of the Inquiry in May 2019. He Ara Oranga contained
40 recommendations, which apply to health, the wider
social sector and society as a whole. The Government
has accepted, accepted in principle or agreed to
further consideration of 38 of the recommendations.

In 2018/19 HPA joined the Ministry of Health-convened
mental health and addiction cross-agency group,
which coordinates government response and
investment following the outcome of the Inquiry

into Mental Health and Addiction.

Levels of mental distress are not evenly distributed in
the population. Maori score more highly for measures
for depression, anxiety and psychological distress
compared with non-Maori and Pacific peoples. Pacific
peoples score more highly on depression scales
compared with non-Pacific peoples.® Young people
are also a priority audience as 15 to 24-year-olds have
the highest levels of isolation and mental distress.”

HPA has an important role in minimising the impact

of mental distress on the wellbeing of New Zealanders
and enhancing social inclusion opportunities

for people with experience of mental distress.

HPA plays a leading role in the delivery of two
government mental health programmes - the National
Depression Initiative (NDI) and Like Minds, Like Mine.

A joint agency governance group, comprising the

Ministry of Health and HPA, provides strategic
oversight of these programmes.

The NDI is part of the Government’s ongoing
commitment to promoting wellbeing, with a focus
on reducing the impact of depression and anxiety
for New Zealanders. The NDI is made up of a number
of components - the depression.org.nz website,
which includes an online cognitive behavioural therapy
self-help tool (The Journal), and a youth-focused
website, thelowdown.co.nz. These websites are
supported by a free, confidential, 24/7 helpline and
separate text services for adults and young people
(administered by Homecare Medical, the provider

of national telehealth services for New Zealand).

In 2018/19 there was a 39% increase in the

number of New Zealand visitors to depression.org.nz
(404,201 compared with 290,573 in 2018/19). Research
undertaken in 2018/19 indicated that 95% of all users
of depression.org.nz found the website useful. Figures
were similar for Maori (94%) and Pacific peoples (92%).
In addition, there were 276,137 self-test completions in
2018/19, showing that this tool is valued by our audience.

For youth, thelowdown.co.nz offers information and
tools for dealing with life issues and recognising and
recovering from depression and anxiety. It aims to
improve help seeking, increase mental health knowledge,
and reduce stigma. During the year there were 98,194
New Zealand visitors to thelowdown.co.nz (a 6%
increase from the 92,515 visits in 2017/18). Research
indicated that 87% of respondents found the website
useful. The priority audiences of Maori (85%) and Pacific
respondents (87%) also found the website useful.

6  Kvalsvig, A. (2018). Wellbeing and mental distress in Aotearoa New Zealand: Snapshot 2016. Wellington: Health Promotion Agency

7 lbid
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More prominent links to Maori and Pacific content increased visits.

eCoaching pilots are running in Auckland, Waikato/Hauraki, and Gore.

Our focus 2018/19

Depression.org.nz

The Small Steps campaign, which shows simple,
positive actions that New Zealanders can take on

the path to recovery from depression and anxiety,

as well as encouraging help seeking by visiting
depression.org.nz, continued in 2018/19. Channels
included television, online video and regular posts

on the Small Steps Facebook page. The sentiment
on the Small Steps page is estimated to be 95%
positive. Many of the comments on the page are users
expressing their personal experiences with depression
and anxiety, and the steps they took to get better.

In addition to Small Steps, a particular focus for the year
was to reach Maori and Pacific audiences. The home
page of depression.org.nz was changed to make links
to Maori and Pacific content prominent. In addition,
new video content was created with ambassadors

Dr Te Kani Kingi and Saveatama Eroni Clarke promoting
The Journal self-test and Maori and Pacific content pages
on depression.org.nz. Well-known social influencers
Johnny Tuivasa-Sheck and The Cougar Boys were also
involved, promoting depression.org.nz to their followers.
Johnny Tuivasa-Sheck’s videos had more than 17,500
likes/reactions and more than 600 comments over
Instagram and Facebook, with many people thanking
Johnny for his message about mental wellbeing.

This updated focus on encouraging visits to the Maori
and Pasifika content on depression.org.nz resulted in
an increase in visits. In total, 4,050 people viewed the
Maori page (an increase from 425 in 2017/18) and 4,209

people visited the Pasifika page (up from 206 in 2017/18).

In response to the Christchurch terror attacks on

15 March 2019, the Ministry of Health established

a wellbeing promotion governance group with the
lead wellbeing promotion agencies collaborating on an
approach that includes three layers of health promotion.
HPA's role is leading support for individuals and/or
whanau with mental distress.

As part of this work HPA ran Small Steps promotions
between April and June. The campaign included
television, online video and wellbeing social posts

on the Small Steps and Lowdown Facebook pages,
resulting in an increase of people seeking help across
all channels. In addition, a ‘Grief and Loss’ page, with
content provided by Le Va, was added to The Lowdown
and features in the main navigation of the website.

eCoaching pilot with The Journal

The eCoaching 12-month pilot with The Journal
service was launched in late May 2019 by HPA and
HealthTRx. People with depression and/or anxiety are
able to access a coach via phone and text to support
them through The Journal. This pilot has the potential
to reduce primary care demand and/or be used to
support people who are waiting to be referred to

a mental health service. Pilot sites are in Auckland
(ProCare), Waikato/Hauraki (Pinnacle Midlands Health
Network and Hauraki Primary Health Organisation
Network) and Gore Health Services. The referral sites
have peer coaches (through our partnership with
Ember) or health navigators (through ProCare) trained
and ready to support 500 people throughout the pilot
(prioritising the needs of Maori, Pasifika and young
people 16 to 25-years-old).

An evaluation of this pilot is being undertaken
by The Knowledge Institute.
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The Lowdown s Facebook page engages young people with humour and tips. Winner of The Lowdown Award was ‘Ari s World’ by Irava and Makea Upu.

The Lowdown

The Lowdown is a website to support young

New Zealanders with depression or anxiety. By
encouraging early recognition and help seeking we
intend to reduce the impact depression or anxiety
has on the lives of young New Zealanders, now and
throughout their adult lives. Issues such as study
stress, relationships, breakups, friends, and identity
are included on thelowdown.co.nz

Promotional activity during the year included

paid search and weekly social posts. The Lowdown
Facebook channel drove 17,341 clicks to The Lowdown
website over the year. There were 21,315 self-test
completions in 2018/19.

Complementing The Lowdown is a Facebook page,
which aims to engage with young people through

a mix of humour and straightforward tips around

life issues and wellbeing, and links them through to
relevant information on The Lowdown website. With
35,144 followers, the Facebook page continued to be
an effective channel for these important messages.

A web chat facility went live on The Lowdown in
mid-October 2018, which provides an option for young
people to contact counsellors. The Lowdown team is
an experienced group of counsellors who are available
24/7 so young people can contact them any time by
email or text, phone or web chat. The web chat is
supported by the National Telehealth Service, along
with phone, text and email support options.
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HPA partnered with The Outlook for Someday to
promote messages about mental health and wellbeing
with aspiring film directors. The Someday challenge is
to make a short film, in any genre, up to five minutes
long and is open to anyone under the age of 24.

HPA sponsors The Lowdown Award. The 2018 winner
of The Lowdown Award was ‘Ari’s World’ made

by Irava Upu (aged 14) and Makea Upu (aged 12).

The film is about a Maori boy, called Ari, cast adrift

in a Pakeha world.

Like Minds, Like Mine

The Like Minds, Like Mine programme works

towards a socially inclusive New Zealand that is free

of stigma and discrimination towards people with lived
experience of mental distress. Through our strategic
leadership, innovative community activities, national
marketing, and robust research and evaluation,

Like Minds, Like Mine promotes inclusive attitudes,
behaviours and environments.



CASE STUDY

Just Ask. Just Listen

A new national Like Minds, Like Mine campaign launched on
30 September 2018. The campaign targets family/whanau and
friends of people experiencing mental distress.

It uses humour and New Zealand wildlife film footage

to highlight people’s behaviour by showing ‘what not

to do’ - including deciding what’s best for the person,
labelling or name-calling, awkward conversations and
excluding someone from social occasions.

The campaign’s key message is to not assume what
someone experiencing mental distress needs or is
capable of but, rather, to be guided by the person.
The call to action is Just Ask. Just Listen.

The campaign is delivered across a number of
channels including television, online video, social
media, digital activity and community resources.
This comprehensive, integrated approach meant that
traffic to the Like Minds, Like Mine website increased
significantly after Just Ask. Just Listen launched,
with a correlation between web hits and when

the television advertisements are showing. High
engagement with the campaign has been encouraged
through the use of social influencers (New Zealand
celebrities who have their own experience of mental
distress, with themselves or their whanau).

As a result of Just Ask. Just Listen, 41,565 people
visited the Like Minds, Like Mine website, compared
with 9,152 in 2017/18. A total of 39,994 of these visitors
visited the site after Just Ask. Just Listen launched.
The campaign evaluation was positive:

« 73% of respondents agreed (41% strongly agreed)
that the campaign made them more aware that
certain behaviours aren’t helpful when dealing
with people experiencing mental distress.

* A quarter of those who had already seen
the campaign said they had thought or done
something different as a result of it.

e 49% of those shown the campaign were
motivated by it — and even more so for
Maori (59%) and Pasifika (65%) audiences.

Community resources have been developed to
support the campaign, which enables HPA to extend
the reach of key messages through community
channels. The resources have been distributed to
Like Minds, Like Mine education providers, district
health boards, universities, schools and workplaces.
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The Pacific Like Minds, Like Mine initiative was launched in June 2019.

Te Oranga Hinengaro: Maori mental wellbeing report.

Like Minds, Like Mine Pacific approach

Following development of the Like Minds, Like Mine
campaign, Just Ask. Just Listen (see page 21),

a Pacific Like Minds, Like Mine approach was
developed with Vaka Tautua (Pacific health provider),
key Pacific health organisations and community
stakeholders, and the three Auckland district health
boards. The initiative is community focused, owned
and driven and was launched by Associate Minister
of Health Hon Jenny Salesa on 7 June 2019. It focuses
on the Pacific home with the target audience being
parents, caregivers and significant adults of Pacific
children and youth. Three elements have been
developed as a result — a social media video based
on lived experience and promoted via Facebook,
collaboration with Pacific radio organisations to
develop specific Pacific radio guidelines for mental
health, and community workshops with the target
audience and key influencers.
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Research and resources

« Te Oranga Hinengaro: Maori mental wellbeing
report was published on hpa.org.nz on
30 October 2018. Te Oranga Hinengaro presents
results from the New Zealand Mental Health
Monitor and the Health and Lifestyles Survey
related to the mental health and wellbeing of
Maoriin New Zealand. In particular, the report
provides insight into the relationship between
multiple measures of mental health and Maori
experiences of wellbeing: Whanaungatanga
and belonging, cultural connectedness and
reconnection, and strength of cultural identity.

* HPA created an infographic using 2018 data
from our Mental Health and Wellbeing Survey.
The infographic was published on 24 June 2019
and examines wellbeing and mental health
for rainbow people, who tend to have poorer
wellbeing and higher rates of mental distress.


https://www.vakatautua.co.nz/justaskjustlisten
https://www.vakatautua.co.nz/justaskjustlisten

Working with partners

In October 2018 HPA worked with AUT

to support the eMental health international
collaborative and eMental Health Expert
Forum, which were attended by a range
of national and international delegates and
leaders in mental health.

Like Minds, Like Mine education providers

from PeerZone, University of Otago, and

Mind and Body delivered training services and
resources to key settings such as health care
professionals, Police, social housing, education
and workplaces. The training and resources aim
to counter stigma and discrimination associated
with mental distress.

The Mental Health Foundation provides support
through a national service contract, which
delivers media training, community grants,

and creative and media awards.

Changing Minds is leading Rakau Roroa, the lived
experience leadership initiative. More than 60
Tall Trees (emerging leaders) were trained across
New Zealand during August and September
2018. There are seven training modules that
support people in their communities to tell

their story of mental distress and recovery.

The Tall Trees are supported by 16 training
facilitators and mentors to help them engage
with and communicate key messages for

both the NDI and Like Minds, Like Mine.
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MENTAL HEALTH

OUTPUT CLASSES 2018/19 - KEY:

Our reSUItS 2018/19 °Promoting GEnabImg °Informing

ACTIVITIES: Digital tools to help New Zealanders experiencing depression and/or anxiety

PERFORMANCE MEASURES COMPARATIVE DATA RESULTS
Maintain or improve the 91% in 2016/17 for Achieved
proportion of visitors to depression.org.nz Results for depression.org.nz:
depression.org.nz and )
95% in 2017/18 for . _ M3Eari i
thelowdown.co.nz that ° _ New Zealand 95% — Maori 94%, Pasifika 92%.
depression.org.nz
report they found the Not achieved
website useful.® 88% in 2017/18 for
Results for thelowdown.co.nz:
o thelowdown.co.nz

- New Zealand 87% - Maori 85% and Pasifika 87%.

Source: User satisfaction survey. Data from Survey Gizmo.
Depression.org.nz 3,062 respondents filled in the pop up survey.
Thelowdown.co.nz 5,708 respondents filled in the pop up survey.

8 Binary question - ‘Is this website useful?’ Yes or No
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Tobacco Control

Smoking is the leading preventable cause of early death in

New Zealand. HPA is one of the principal organisations working
toward the Government’s goal that New Zealand be smokefree by
2025, with a smoking prevalence of less than 5% of the population.

HPA contributes to Smokefree 2025 by focusing on
key population groups, particularly Maori (with a focus
on Maori women), Pacific peoples, and young adults
(17 to 24 years).

Our focus 2018/19

Smokefreerockquest and Smokefree
Tangata Beats

Young people continue to be an important

audience for tobacco control messages. Evidence
shows that in adolescence young people are less likely
to engage in risky behaviours, including substance
use, if a range of individual, family, school, peer

and community protective factors are present. They
are also less likely to take up smoking if they hold
anti-tobacco and pro-smokefree attitudes and are
surrounded by people who do not smoke.

In 2018/19 HPA continued its long-standing
partnership with Rockquest Promotions to sponsor
Smokefreerockquest and Smokefree Tangata Beats
to promote these messages.

Analysis of the 2018 competitions showed that
first-time Maori entrant numbers increased from 20%
of participants in 2017 to 26% in 2018. Pacific entrant
numbers increased from 8% to 15% and half of the
events’ participants were female. Across both
events 13,500 young people attended a live event
and more than 3,000 students performed. The online
‘webisodes’ were viewed 387,721 times - a 20%
increase compared with 2017.

HPA won the award for Best Use of Sponsorship
at the 2018 TVNZ Marketing Awards for
Smokefreerockguest. The entry recognised the
challenge of keeping a 30-year partnership fresh,
relevant, and focused on continually improving
outcomes for young New Zealanders.

2018 Smokefreerockquest campaign posters. 2018 Smokefreerockquest campaign posters.
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CASE STUDY

Vaping

Following on from the position the Ministry of Health adopted in 2017
that vaping has the potential to contribute to the Smokefree 2025
goal, during 2018/19 HPA worked closely with the Ministry of Health
to develop information for the public on vaping.

An expert advisory group was formed to support
HPA’'s work and qualitative research was undertaken
with a group of more than 80 Maori women to explore
their experiences, beliefs and behaviours in relation
to vaping. The research showed that more than 40%
of the respondents used the internet to find their
information and almost all participants wanted to quit
smoking, with cost, better health, and whanau/friend
support being key drivers. These factors were taken
into consideration as HPA developed the Vaping Facts
website for the Ministry of Health.

Launched by the Associate Minister of Health,

Hon Jenny Salesa, on 9 June 2019 the Vaping Facts
website provides New Zealanders with a source

of clear and credible information about vaping in
New Zealand. In its first 20 days the site had more
than 20,000 visitors, 35% aged between 25 and 34,
and an even split of male and female. Sixty-six percent
of visits were made from mobile phones. More than
8,000 key actions were taken on the site, such as
watching a video, trying the quiz or calculator, or
sharing content from the site to social media.

20,000

visitors went to the Vaping Facts
website in the first 20 days

353 66% }

of visitors were
aged 25 to 34

of visits were from
mobile phones
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As part of HPA's vaping work a ‘Consensus statement’
was developed (as follows).

« The best thing you can do for your health is be
smokefree and vape free.

» Vaping is not for children or young people.
* Vaping can help some people quit smoking.

» Vaping is not harmless but it is much less harmful
than smoking.

* Vaping is not for non-smokers.

Organisations that support the statement are

HPA, Ministry of Health, Hapai te Hauora, Action for
Smoking and Health (ASH), Quitline, National Training
Service (NTS), New Zealand Medical Association, all
district health boards, Pharmacy Guild of New Zealand,
Heart Foundation, New Zealand College of Midwives,
and Parents Centre.



Campaign work to increase awareness of the harms of smoking on pets. HPA, Mai FM and the Pacific Media Collective partnered for the campaign.

Quitline

Quitline marketing delivered by HPA continued in
2018/19. Using a proven Australian advertisement
called ‘Cough’ that was re-voiced and had new
graphics added for the New Zealand context, the
campaign enjoyed considerable success — while in
market text messages to Quitline increased by 200%.

During the year HPA also worked with Homecare
Medical to develop a strategy around increasing quit
attempts by discussing the harms of smoking on pets
(pets are twice as likely to get cancer if their owners
smoke). Internationally, awareness of this has shown
to be a motivator to quit. Maori are a key audience
for this work as they have the highest smoking rates
in New Zealand as well as the highest rate of pet
ownership. Most of the work on this campaign took
place during 2018/19, with advertising going ‘live’

in late July 2019.

Homecare Medical and HPA’s Pacific Quitline
campaign, a highly targeted community and digital
campaign across South Auckland that connected
with Pacific smokers, won a bronze award at the TVNZ
Marketing Effectiveness Awards in the ‘Campaigns
with a budget under $100k’ category. The judges
were particularly impressed with the use of multiple
data points to make the campaign highly targeted
and meaningful to its Pacific audience. It was also a
finalist in the 2018 New Zealand Marketing Association
Awards for the ‘under $100k’ and the ‘Best Use of
Customer Insight’ categories.

Smokefree Cars

The Smokefree Cars campaign, a partnership between
HPA, Mai FM and the Pacific Media Collective, ran from
September to November 2018, using radio to engage
with Maori and Pacific communities to encourage more
people to make their car smokefree at all times. The
campaign saw smokefree cars messaging translated
and broadcast in nine different Pacific languages and
more than 10,000 Smokefree Cars bumper stickers
distributed in 12 priority communities.

Ninety-five percent of New Zealanders support a ban
on smoking in cars carrying children? In February 2019
the Government signalled they want to change the
Smoke-free Environments Act so that smoking is
prohibited in cars when children are present. In June
2019 the Bill that prohibits smoking in cars carrying
children passed its first reading in Parliament.

¢ &=

9 10,000

different Pacific
languages targeted
with the campaign

Smokefree car bumper
stickers distributed in
12 priority communities

9  Health Promotion Agency/Te Hiringa Hauora. (2019). 2018 New Zealand Health and Lifestyle Survey. Wellington: Health Promotion Agency.
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Stop Before You Start campaign. Posters for Hip Hop International New Zealand shared in the sector.

Stop Before You Start

Stop Before You Start, HPA's campaign for young
adults focusing on the prevention of initiation of
smoking, was back in market in late 2018 and again
in April and May 2019. The marketing approach was
to blend traditional media (targeted television spots)
with new media (mainly digital), which proved to

be an effective approach for the core audience

of 17 to 20-year-olds.

The independent evaluation showed this campaign
continued to perform well:

* 92% of the audience could recall the campaign
when prompted.

* 58% of those that saw the campaign took
at least one positive action, from stopping
smoking to talking to someone about
the campaign.

* The campaign saw a shift in attitudes towards
smoking, particularly regarding the key indicator
of agreement that social smoking leads to
regular smoking (a 6% increase in agreement,
from 66% to 72%).

Working with partners

HPA supported the wider tobacco control sector with
a variety of resources and assistance during 2018/19.

+ HPA-sponsored Hip Hop International
New Zealand ran across six regions in 2019. As
part of this sponsorship, shareable video content
and posters were developed for use by others in
the sector. More than 430 people attended the
community workshops, each led by world-class
choreographers, with 91% of participants aged
12 to 24 years. Maori and Pasifika comprised
54% of attendees. The national finals held in
April attracted an audience of 6,000 people who
watched 1,700 dancers (53% Maori and Pasifika).

* Introduced by the World Health Organization in
1987, World Smokefree Day is celebrated around
the world every year on 31 May. HPA supported
the sector with a toolkit to support anyone
wishing to mark World Smokefree Day. The
toolkit contains ideas for local activity, tips for
engaging with local media and using Facebook
to promote the day, plus a range of digital tools
and resources that can be used locally.

S £

=
%
92%
of the audience could recall the
campaign when prompted
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58%

of those that saw the campaign
took positive action
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increase in agreement that social
smoking leads to regular smoking



Smokefree.org.nz now includes a page on vaping.

Around a quarter of
‘@x young people were
ﬁ exposed to second-hand
smoke in their homes
Around 15% of young
@ people were exposed
to second-hand

=©——=0) smoke in vehicles

Insights on second hand smoke exposure among 14 and 15 year olds.

Research and resources

In addition to the Vaping Facts website, as part of
HPA's work on vaping, a number of new resources
were developed and research undertaken:

* A summary report on Maori women'’s perspectives
on and experiences of smoking and vaping was
published on hpa.org.nz. Barriers and facilitators
to switching from smoking to vaping were
explored and explained during a webinar for
the sector.

* A new page on vaping was added
to smokefree.org.nz.

* A document containing key messages about
vaping was shared with local health promoters.

* The report E-cigarette use and perceptions
among current and ex-smokers in New Zealand
was published. It is based on data from 1,099
respondents in the 2017/18 HPA New Zealand
Smoking Monitor. Key findings are that dual
use (vaping and smoking) is common, and
perceptions of the relative harm of vaping
appear to be exaggerated.

* The research paper Dual use of electronic
cigarettes and tobacco in New Zealand from
a nationally representative sample was publicly
released in February 2019 in the Australian and
New Zealand Journal of Public Health. The main
finding was that most e-cigarette users are also
current smokers (64%), and that these so-called
‘dual-users’ are more likely to be 45 years and
older than e-cigarette only users.

« A paper, Prevalence of e-cigarette use
from a nationally representative sample in
New Zealand, was published in the journal
Addictive Behaviors in June 2019. The principal
findings are that 17% of the adult population
have tried e-cigarettes and 2% are current users
(that equates to 65,000 current users).

Other work included the following:

* HPA collaborated with Smokefree Canterbury
at the Vaping to Quit Smoking one-day seminar
on 29 May 2019. Eighty-three attendees from
a broad range of health sector organisations
from across New Zealand attended the seminar.

* The cost of smoking infographic was updated.

« Using data from the 2018 Youth Insights Survey,
an infographic on second-hand smoke exposure
among 14 and 15-year-olds in vehicles (15%) and
homes (25%) was developed and published.
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TOBACCO CONTROL

OUTPUT CLASSES 2018/19 - KEY:

Our reSUItS 2018/19 °Promoting eEnabImg °Informing

ACTIVITY: Stop Before You Start at-risk young adult campaign

PERFORMANCE MEASURES COMPARATIVE DATA RESULTS
Increase in the percentage Baseline average Achieved
of the target audience who 63.5% (2017)

Percentage of target audience who have seen
have seen the Stop Before Stop Before You Start and hold negative attitudes

You Start campaign and and beliefs to smoking is 64.5%.

report they hold negative
beliefs and attitudes to
smoking (averaged across

Source: Research by UMR Research.

four negative beliefs
and attitudes??).

ACTIVITY: Provision of advice, resources and tools to enable local health promotion and other
community-based activities

At least 85% of a sample Comparative Achieved
of those who have received information not
resources, tools or advice available

from HPA report satisfaction

with the service they

87%*? of sample satisfied or very satisfied with the
resources, tools or advice they received.

Source: Research by UMR Research.

received.!
At least five new or revised Comparative Achieved
resources or tools are information not

Sixty-four'® new or revised resources or tools developed

developed across HPA work available during 2018/19. Ten of these are tobacco control-related.
programmes to enable local

health promotion activities.

10 Social smoking leads to regular smoking, smoking is addictive, smoking is disgusting, smoking is lame
11 Top two categories of a five-point scale
12 Sample size n=331

13 Previous measures have focused solely on resources produced in particular topic areas eg, nutrition and skin cancer prevention. This new measure
focuses on resources produced across HPA
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Minimising Gambling Harm

Maori, Pacific, Asian and low-income New Zealanders are

disproportionately affected by gambling harm and are the focus of
HPA'’s efforts. Our strategies target not only the gambler and those
concerned about them, but also the settings where harmful gambling

occurs and where significant opportunity for intervention exists.

Our focus 2018/19

Choice Not Chance

The current phase of Choice Not Chance shows that
gambling can start out as fun, but there is a point for
everyone where it can become ‘unfun’. The campaign
aims to motivate at-risk gamblers aged 18 to 34 years to
check whether their gambling is okay (“Is your gambling
still just for fun?”) and to seek help earlier (or change
their behaviour through self help). The strategy includes
using a variety of media channels and online self-help
tools, and working with community and industry partners.

Choice Not Chance advertising continued throughout
2018/19. The campaign encouraged a total of 12,285
gamblers to check their gambling through the quiz
on choicenotchance.org.nz, with 9,377 being at risk of
gambling harm. A number of these at-risk gamblers
who took the quiz (3,320) also viewed help and
support content within the website. We also began
tracking ethnicity data for gamblers who took the
quiz, with 19% of users being Maori, 7% Pasifika

and 7% Asian. Fifty-one percent of gamblers who
completed the test were in the 18 to 34 age bracket,
with 57% being male, and 43% female.

The Fun/UnFun campaign was awarded a bronze
EFFIE in the ‘Public Service/social marketing’ category
in October 2018. The EFFIE Awards recognise effective
marketing communications in New Zealand.

During the year HPA launched a digital tool that enables
people to look at the ‘good’ and ‘not-so-good’ aspects
of their gambling. The tool is inspired by cognitive
behavioural therapy, helping people to imagine what
their future could look like with less gambling, plus

tips to reduce their gambling. The main insights from
testing were that the tool is effective in helping people
to reflect on their gambling and resonated well with
Maori users.

Gambling Harm Awareness Week

Gambling Harm Awareness Week takes place in
September each year and is part of a national effort
to raise awareness of gambling harm in New Zealand
and provide positive ways for people to help those
they are concerned about.

Evidence shows that spending time with your loved
ones and sharing rewarding activities is a powerful
way to protect them from further harm. Whether it’s
going for a walk, sharing kai or exploring somewhere
new, time with whanau and friends can make a huge
difference. In 2018 the theme for Gambling Harm
Awareness Week was “Take time out from gambling,
put time into whanau”.

Around 40 events took place around the country

and HPA supported many of these with radio
advertising, Facebook promotion, community posters,
national key messages and a toolkit that provided
tips for event activities and engaging media. Lotto
also included materials on their MyLotto website,

in customer email newsletters, and on digital screens
in Lotto retail outlets.
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Gamble Host training resources.

HPA supported Gambling Harm Awareness Week with resources.

Gamble Host initiative

Gamble Host is a multi-agency initiative that aims

to minimise the harm caused by gambling on pokie
machines in pubs and clubs throughout New Zealand.
The initiative helps staff working in pubs and clubs
to meet gambling host responsibility obligations and
create safer environments for their customers.

During the year Hospitality New Zealand (HNZ) offered
Gamble Host responsibility training to 737 members
across 22 regions. The training was developed to
complement the Gamble Host training (developed

by HPA, Department of Internal Affairs (DIA) and
Ministry of Health) and support the roll-out of DIA’s
‘Mystery Shopper’ activities (where undercover
gamblers were sent to casinos, pubs and hotels to test
whether patrons showing signs of potential gambling
addiction to pokie machines were adequately dealt
with by venue staff). HPA has worked closely with
HNZ to integrate the Gamble Host messages into

the training and provide appropriate resources

to attendees.
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Working with partners

* HPA had input into the Ministry of Health’s
Strategy to Prevent and Minimise Gambling
Harm (2019/20-2021/22). The Strategy was
published in June 2019 with HPA having a
number of specific roles to undertake in the
future. This includes:

- continuing to encourage behaviour change for
at-risk gamblers, with a focus on Maori, Pacific
and Asian communities

- working with DIA, the Ministry of Health and
regional gambling harm service providers to
promote safer gambling environments and
host responsibility

- leading key research on the incidence of
gambling behaviour and associated levels
of harm.

» HPA started work with the Ministry of Health
and DIA on an evaluation plan for the Gamble
Host project for class 4 venues.

» HPA assisted with TAB’s online host responsibility
staff training module that launched during the
year and is working with them to support a
face-to-face training component. A project with
Lotto NZ to improve their staff host responsibility
training and provide support materials and tools
for online gamblers also commenced. This piece
of work ties in with HPA's development of digital
self-help tools for gamblers who might be
experiencing harm.



The campaign was co created with both gamblers and the sector. The pilot project looked at the financial impacts of gambling.

* Inlate May, HPA conducted focus groups and Maori and Pacific South Auckland initiative
interviews with clients of Asian Family Services During the year HPA developed a new Maori and

to gain insights into Chinese and Korean culture

and gambling behaviours. These insights will

be used to inform the creation of culturally

appropriate class 4 venue (pokies) resources

to communicate host responsibility and harm

minimisation messages to non-English-speaking

gamblers. This work continues alongside the

work to develop resources for Maori, Samoan

Pacific gambling initiative to encourage help seeking.
Working with Mapu Maia and Raukura Hauora O Tainui,
the pilot project looks at the financial impacts of
gambling and encourages gamblers in South Auckland
to reach out to local gambling frontline services for help
to control their gambling. The campaign is supported
by a number of gambling trusts and societies and is a
good example of HPA bringing together the gambling
help sector with the industry to reduce gambling-
related harm in a high-needs community.

and Tongan gamblers.

Messaging was co-created with both gamblers and
the sector and the project, which will be evaluated

on completion, has potential to be delivered in other
high-risk communities. The campaign targeted
promotional channels specific to the region, including
social media, out-of-home (street posters, dairies,
laundromats, bus backs, and bus shelters), radio and
print. It went into market on 30 June 2019 and ran until
25 August 2019.
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MINIMISING GAMBLING HARM

Our results 2018/19

OUTPUT CLASSES 2018/19 - KEY:

e Promoting e Enabling 0 Informing

ACTIVITY: Choice Not Chance gambling campaign

PERFORMANCE MEASURES COMPARATIVE DATA
Increase the number Seven self-help tools
of online self-help tools were available on the

available to at-risk gamblers website (May 2018)
on the Choice Not Chance
website by May 2019.

RESULTS
Achieved

One new tool added. At 30 June 2019 eight self-help tools
were available on choicenotchance.org.nz.

ACTIVITY: Provision of advice, resources and tools to enable local health promotion and other

community-based activities

At least 85% of a sample Comparative
of those who have received information not
resources, tools or advice available

from HPA report satisfaction
with the service they

received.*

At least five new or revised Comparative
resources or tools are information not
developed across HPA work available

programmes to enable local
health promotion activities.

Achieved

87%*° of sample satisfied or very satisfied with the
resources, tools or advice they received.

Source: Research by UMR Research.

Achieved

Sixty-four'® new or revised resources or tools developed
during 2018/19. Three of these are related to minimising
gambling harm.

14 Top two categories of a five-point scale

15 Sample size n=331

16 Previous measures have focused solely on resources produced in particular topic areas eg, nutrition and skin cancer prevention. This new measure

focuses on resources produced across HPA
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Health Education Resources

HPA manages the health education resources catalogue (HealthEd)
on behalf of the Ministry of Health. HealthEd resources aim to
improve health literacy so that people can make informed health
decisions (by having access to free public health information), thus
helping them stay well and lead better, healthier lives.

HealthEd is New Zealand’s largest collection of

prevention-focused public health information and

is available for health professionals and the public

Our focus 2018/19

Key areas of focus for the year have included:

to access free of charge. The HealthEd website - transitioning to a new print, storage and

(healthed.govt.nz) features more than 500 health
resources covering 44 topic areas in a range of

formats including print, web only, audio, video

and New Zealand sign language.

N
2,317,273

resource units
shipped

TOP THREE ORDERS

logistics supplier contract

* scoping website improvement opportunities

« ensuring resources are current, clinically
accurate, engaging and fit for purpose.

I=1
659,252

healthed.govt.nz
website visits

TOP THREE VIEWS

10
566

resources in the
HealthEd catalogue

TOP THREE DOWNLOADS

Having a mammogram BCG Vaccine: The national
228,514 ordered Information for parents immunisation schedule
10% of items shipped k (English) 4,602 downloads
- 78,753 views

IR
Cervical screening: what BCG Vaccine: Baby and child sickness
women need to know After care for parents - danger signs
124,156 ordered 42,299 views 3,741 downloads

5% of items shipped

Immunise your child on
time (English)

119,988 ordered

5% of items shipped

Spiders in New Zealand
35,474 views

Infectious diseases
3,571 downloads
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Nutrition and

Physical Activity

Good nutrition, regular physical activity, and adequate sleep
are key to a child or young person’s health and wellbeing both

now and in the future.

Our focus 2018/19

The Ministry of Health’s Eating and Activity Guidelines
provide the evidence base for HPA's nutrition and
physical activity programme. During 2018/19

HPA promoted these guidelines through evidence-
informed resources, tools and advice to support
health professionals and those working across
different settings including primary health care,
community organisations, workplaces and schools.

Through the Healthy Kids website, Quick Bites
newsletter and Facebook page, HPA encourages
families to prepare healthier meals, be active together
and sleep well. Food ideas and suggested activities
are designed to provide solutions for low-income,
Maori and Pacific families with young children.

The Let’s play every day campaign went live

in December 2018 and remained in market until

30 June 2019. Let’s play every day promotes

the importance of active play for children under
5-years-old by encouraging parents and whanau
to play with their children every day. Giving children
lots of opportunities to play, both alone and with
others, helps with their learning and development.
Play is fun, and doesn’t need to be formal,
structured or to cost money.

Let’s play every day is a partnership between HPA,
Sport New Zealand and Healthy Families New Zealand.
Campaign videos appeared on Facebook (in general
feeds and on popular family-oriented pages), YouTube,
TVNZ on Demand and MediaWorks on Demand and
included a layer of print and out-of-home activity.

In total, the initiative generated more than 3,000
web sessions, with 96% of these being new users.
In addition, the campaign’s video advertisement
was viewed more than 1.5 million times.

Another significant project in 2019 was the
introduction of healthy food and drink guidelines at
HPA, with the support of the Ministry of Health and
the New Zealand Heart Foundation. HPA worked with
catering suppliers to develop new, healthier menus,
as well as developing a suite of resources to support
the provision of foods and drinks that are in line with
the National District Health Board Food and Drink
Environments Network’s Healthy Food and Drink
Policy.!” A case study was published on wellplace.nz
to show how HPA implemented the guidelines.

17 National District Health Board Food and Drink Environments Network. (2016). National Healthy Food and Drink Policy. Wellington: Ministry of Health
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Let s play every day campaign poster. Information on resources, research, websites and newsletters.

Research and resources

« During the year HPA developed a Nutrition
and Physical Activity Resource and Information
Toolkit, which provides a snapshot of the work
HPA does in relation to nutrition and physical
activity. The toolkit was designed for the
workforce supporting New Zealand families to
lead healthier lifestyles and includes an overview
of all the resources HPA provides on nutrition and
physical activity, as well as information on our
research, websites and newsletters.

» HPA continued to work with vegetables.co.nz
and the Heart Foundation to develop ‘Easy meals
with vegetables’ cards. HPA has also supported
the development of new videos to promote
recipes. In total, 18 new cards were developed
and are available online.

Y

= L2
3,000 18 1.5M

web sessions generated by the new ‘Easy meals with video views of the
Let’s play every day partnership vegetables’ cards developed Let’s play every day campaign
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NUTRITION AND PHYSICA TIVITY

OUTPUT CLASSES 2018/19 - KEY:

Our reSUItS 2018/19 °Promoting GEnabImg °Informing

ACTIVITY: Provision of advice, resources and tools to enable local health promotion and other
community-based activities

PERFORMANCE MEASURES COMPARATIVE DATA RESULTS
At least 85% of a sample of Comparative Achieved
those who have received information not

A survey®? of recipients of nutrition and physical activity
advice, resources and tools found that 97% agreed or
strongly agreed that they were useful.

resources, tools or advice available
from HPA report satisfaction

with the service they
Source: Survey of external stakeholders via Survey Monkey.

1 18
received. (112 responses out of 115 surveyed.)
At least five new or revised Comparative Achieved
resources or tools are information not

Sixty-four?® new or revised resources or tools developed

developed across HPA work available during 2018/19. Thirty-three of these are related to
programmes to enable local

health promotion activities.

nutrition and physical activity.

18 Top two categories of a five-point scale
19 Sample size n=115

20 Previous measures have focused solely on resources produced in particular topic areas eg, nutrition and skin cancer prevention. This new measure
focuses on resources produced across HPA

38 ¢ HPA Annual Report 2018/19



Skin Cancer Prevention

“Skin cancer is by far the most common cancer in New Zealand.
In 2018 it is projected that more than 90,400 New Zealanders
will be diagnosed with at least one non-melanoma skin

(Keratinocytic) cancer.”

Although melanoma (a type of skin cancer) occurs
much less frequently, currently New Zealand and
Australia have the highest rates of skin cancer in
the world.?? In 2013 it was the fourth most common
cause of death from cancer in men and the seventh
in women.?* Evidence suggests that one of the best
avenues for reducing the burden of skin cancer is
prevention of exposure to ultraviolet radiation (UVR)
that causes harm.

The key objective for this programme is to reduce
the number of avoidable skin cancers caused by
UVR by encouraging people to be SunSmart.

To encourage SunSmart behaviour, we work with the
public, sports and recreation organisations, health
professionals, councils and key sector organisations
including the Cancer Society of New Zealand, the
Melanoma Network of New Zealand Incorporated
(MelNet) and Melanoma New Zealand.

Working with partners

The fifth New Zealand Melanoma Summit was
held in November 2018, supported by HPA. There
were 235 delegates across the two days from the
skin cancer control spectrum - from prevention
through to end stage management. The Summit
was told Kiwis aged in their 20s and 30s had lower
rates of melanoma than their parents’ generation
at the same age, which was attributed to the
impact of this age group’s exposure to the sun
protection campaigns that began in the 1980s.

At the Sunscreen Summit at QIMR Berghofer
Medical Research Institute in Brisbane in early
2018, a consensus statement was agreed on
“when to apply sunscreen”. New Zealand formally
adopted this consensus statement at the
Melanoma Summit, where it was agreed to add
this new recommendation to the New Zealand
Skin Cancer Primary Prevention and Early
Detection Strategy 2017 to 2022.%°

In the lead-up to the start of daylight saving
time HPA worked to promote the Sun Protection
Alert to target at-risk groups through promotion
by key partner organisations. During the year,

a total of 112 organisations used the Sun
Protection Alert through sunsmart.org.nz,

with Port Tauranga generating the most traffic
(235,612 visits).

21 Sneyd, M.J. and Gray, A. (2018). Expected non-melanoma skin (Keratinocytic) cancer incidence in New Zealand for 2018. Wellington:

Health Promotion Agency
22  http://www.healthdata.org/gbd

23 New Zealand Skin Cancer Primary Prevention and Early Detection Strategy 2017 to 2022

24 Ibid

25 Available at sunsmart.org.nz/hpa-and-skin-cancer-prevention
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» Looking to the future, during 2018/19 HPA Research and resources
provided MetService with the specifications
for a new Ultraviolet Index (UVI) risk information
model that will provide users with more ‘real time’
information, including the UVI number, the time
protection is required and behavioural messaging.

In June 2019 HPA received the final report exploring
the understanding of UVR and motivations for
SunSmart behaviours. Consistent findings across
all groups included the following:

These improvements will be in place by + There is limited unprompted awareness
November 2019. of UVR and its role in causing skin cancer.

« HPA was invited to take part in a cancer * Most SunSmart action was triggered by whether
prevention working group and provided the it was hot or sunny, not by UVR knowledge,
Ministry of Health with research relevant to awareness or use of UVR information or apps.
alcohol, tobacco, skin cancer, nutrition and * The main motivators for SunSmart behaviours
physical activity to support the development were avoidance of sunburn/skin peeling and
of the proposed Cancer Action Plan. avoiding visible skin damage like pigmentation

and wrinkles. For outdoor workers, motivation
was more related to adherence to the company’s
health and safety legislation.

* The cost of sunscreen and the effort and
inconvenience of applying and reapplying
sunscreen were the most prevalent barriers
to being SunSmart.

« Other methods of protection, like hats and
glasses, needed to be considered aesthetically
pleasing for people to wear/use them.

HPA’s research and skin cancer teams will work
together to discuss the findings and agree next steps.
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CASE STUDY

What’s your look?

Don’t make it #DumbBurn

A new national skin cancer prevention campaign What'’s your

look? Don’t make it #DumbBurn went live at the end of January 2019.
This campaign engages with young people in the 18 to 24 age group
who socialise or work outdoors as evidence shows this audience is
at greater risk of sunburn (overexposure to UVR).2¢

Research?” also tells us that young people are
motivated to be SunSmart by the immediate
consequences of getting sunburnt ie, pain and
inconvenience to their life, and appearance-based
cues such as unsightly tan lines and peeling.

While the audience has some awareness of skin
cancer, this is far in the future and is not as relevant
to them as more immediate considerations like
image and having fun and how getting sunburnt
can interfere with that.

W AT
WORKING (OUN
OUTSIDE? LOOK

AVOID
#DUMBBURN

sunsmartorgnz Q QOO D

DON’T MAKE IT

#DUMBBURN

sunsmartorgnz Q QOO

The campaign was promoted through outdoor, online
and social media channels as well as HPA's sunsmart.
org.nz. Our partners, including the Cancer Society of
New Zealand, Melanoma New Zealand, Melanoma
Network of New Zealand, Surfing New Zealand and
WorkSafe New Zealand, also promoted the messages.
As a result of this comprehensive approach, the video
was viewed 3.2 million times and we reached 207,000
Facebook accounts, 289,000 Instagram accounts, and
719,000 YouTube accounts. On average across the
channels, people had the opportunity to view the
advertisement 10 times.

WL AT
(OUR

LOOKY

DON’T MAKE IT

#DUMBBURN

sunsmartorgnz Q QOO

26 The 2016 Sun Exposure Survey showed that youth were sunburnt at a higher rate (17%) than older adults (11%) aged 55 years and over. The survey
also showed that uptake of sun protection behaviours by youth could be improved. For youth who w