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Synergies Tobacco and

Obesity Control

G

coalition

A Useful learnings from tobacco control
I Outline of the OPC and our focus
I Foundation strategies for advocacy campaigns

A Unsupportive policy environments
| Strategies and tips




Key Policy Issues

A Cost of chronic disease

A Developing and advocating the case for
prevention

A Changing the focus from acute care to
prevention




No Magic Bulleti synergy of

° Figure 8.1
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Why Policy?
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interventions
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control
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Technology
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energy saving devices, and policy, sociocultural)

televisions, computers, etc)

Swinburn and Egger



Tobacco Control

Effective Policy Blueprint

obf;sity
PCoalition

Year published?

Possible Action by the Government
Decisive steps should be taken by the Government to curb the
present rising consumption of tobacco, and especially of cigarettes.
Ti:.i; action could be taken along the following lines (paras. 112-
Irg)—
(i) more education of the public and especially school-
children concerning the hazards of smoking:
(ii} more effective restrictions on the sale of tobacco to
children:
(iii) restriction of tobacco advertising:
(iv) wider restriction of smoking in public places:
(v} an increase of tax on cigarettes, perhaps with adjustment
of the tax on pipe and cigar tobaccos:
(vi) informing purchasers of the tar and nicotine content of
the smoke of cigarettes;
(vii) investigating the value of anti-smoking clinics to help
those who find difficulty in giving up smoking.

UK Royal College of Physicians Report
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Objectives

coalition

Legal and Regulatory Focus

I Enforcement of existing laws and self
regulatory codes that support obesity
prevention

I Law reform through advocating for changes to
existing legislation or for the development of
new laws and regulation




Objectives -

coahtlon

Policy Focus

I Analyse and prioritise policy initiatives

I Undertake research to provide the evidence
base

I Encourage all levels of govt to support
evidencebased policy initiatives

I Provide leadership to guide and assist
researchers and policy professionals in the field




Who we want to influence

A Politicians and their staff
A Bureaucrats

A Peak bodies

A Opinion leaders




OPC work ity

coalition

A Develop policy and regulatory blueprints for
change

A Undertake media and political advocacy

A Disseminate of policy positions and expert legal
advice to government and other agencies

A Create linkages between other agencies with
shared goals

A Undertake research, collaboratively or alone



Foundations for Successful

Advocacy

Building for change

A Partners

A Research

A Precedents

A Coalition approach

A Media advocacy

A Responding to opposition




Parthers

chofisaélslsz’ion
Australian Chronic Disease Prevention Alliance
I Funding for Executive Officer

T members include Cancer Council Australia, Stroke
Foundation, National Heart Foundation, Kidney
Foundation, Diabetes Australia

Obesity Policy Coalition

I Cancer Counclil Victoria, Victorian Health Promotion
Foundation, WHO Collaborating Centre for Obesity
Prevention Deakin University, Diabetes Australidic

Parents Jury

I Cancer Councils, Australia NZ Obesity Society, YMCA,
Diabetes Australia



Collaborate with Partners

A Use public health advocacy groups to
provide advice and to undertake political
advocacy with politicians

I Cancer, Heart, Diabetes, Australian Medical
Association etc
A Resources, eg tobacco tax modelling and
proposals

I Research funded by Quit Victoria through 90s,
ASH Australia and ACoSH undertook
advocacy to national politicians
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New health lobbyists gain in strength

THE advertising industry is strug-
gling 1o keep pace with a new
breed of health lobbyists that have
added their wvoices to parents®
groups and nuirifionists in sup-
port ol advertising bans in recent
YOS,

Lobbyists such as Jane Martin,
senior  policy  adviser for  the
Obesity - Policy  Coalition,  are
backed by well-respected health
bodies with many vears of experi-
ence in influencing public policy.

The OPC was founded three
yvears ago by the Cancer Council
of Victoria, Diabetes  Australia,
VicHealth and the World Health
Organisation Collaborating Cen-
tre for Obesity Prevention  al
Dreakin Ulniversily.

reality  in Australia, signilicant
progress is being made,

She sayvs the Rudd govern-
ment*s focus on  preventative
health measures is layving the
groundwork for a holistic ap-
proach to problems such as obe-
sity and the over-consumption of

alcohol,  including  advertising
bans,

“| think we have seen move-
ment,” she says.

**| think it’s because of the
evidence around the health im-
pacts of obesity on cancer and
heart disease. Rudd is very con-
cerned about this, Prevention is
very much on his agenda.™

Some of the work of the OPC

] 1 L 1 a* P

who heads  advertising  agency
body the Advertising Federation
ol Australia, new health lobbyists
had sprung up **like a supply and
demand thing™.

**| think we're probably seeing
more achivity because they realise
that their views are likely to be
received more favourably,™  he
saiel.

It is a bit of an industry and
it*s incredibly  well-funded  be-
cause a lot of the research comes
aul of the universities.™

Names such as Boyd Swinburn,
who established the WHO Col-
laborating Centre for Obesity
Prevention al Deakin University,
and UK social marketing expert
Gerard Hastings, often crop up in



Research

A Utilising and synthesising existing research

A Filling in the gaps, particularly in relation to
policy orientated research

A Orientation should be focussed on the
guestion AWhat woul d
decision makers perspective




Research: Evidence for Public

Health

A Scientific (context free)

AUsually doesndt cons
A Proven empirically

A Theoretically driven

ATimingi as long as it takes

A Caveats/considerations



Research: Evidence for Policy

WEUCTES .

A Colloquial (contextual)

A Considers opportunity cost

A Anything reasonable/popular
A Timely

A Policy relevant

A Clear message



Establish Priority Driven Research
Agenda A




Determining Research Prlorltles

In Tobacco Control

A Auspiced by the Australian Cancer Society a
the National Heart Foundation 1998

A Consensus between key agencies and
researchers in the field

A Determined a priority driven research agend:
with a focus on policy relevant questions

A Outlined research ideas judged to be practic:
and necessary in order to advance strategic
tobacco control goals

A Still reaﬁinﬁ benefits



Precedents

A Experience from other public health issues

A Learnings from other countries,
jurisdictions who have implemented the

policy
A Evaluation and research on effectiveness

A International experts can comment on real
life experience, provide ideas and strategies,
new angles, media fo



Coalition Approach

S

coalition

A Work together with those with an interest in
t he campaign 1 ssue b
suspectso

I Quit Victoria and antgambling lobby
successfully advocated for smokefree gaming
venues together with the hospitality union

A Helps to deal with perception that concerns
are limited to the obvious opposition




Media Advocacy

G
. . g coalition
A Critical investment ensure resources
A Reactivei be willing and able to provide comments

A Proactive

I Press releases

I Opinion pieces

I Letters to the Editor

I Blogs eg Croakey
ATension between dAp valu
A Provide experts to media where required
AEnsure that policy fiask

e

ADono6t exaggerate th DT



Recent OPC Media Release
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Would you like a cartoon character
with that?

91% of consumers say ‘no’ to toy meal
deals

Australian consumers are sick of sneaky tactics used by food marketers such as
using movie characters, toys and competitions to promote pester power and the
purchase of unhealthy foods and drinks and want the government to intervene,

according to the Obesity Policy Coalition’s senior policy adviser, Ms Jane Martin.

“There is overwhelming public support for stricter government regulation of the
various marketing methods used to promote junk food to children. Government

regulation is needed to clamp down on these inappropriate marketing practices to m

protect children and help stamp out the growing problem of childhood overweight
and obesity,” said Ms Martin.




Responding to Opposition

G

coalition

A Know your opposition and their arguments

A Public health agencies are the experts not
the processed food/advertising industries

A Collect strategic intelligence in relation to

activities, strategies, (m i
resources,linkages, s\ Smm;xm;:

relationships STARVING..




Strategies Creative use of
local data

What's the tobacco toll in your area?



Percentage of avoidable
deaths compared to Victoria
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" Diabetes Prevalence by Local
S Government Area 2008
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Strategies take a longerm

view

A Conserve your energynarathon not a sprint

A Focus on what mattefrscriticise ineffective
proposals/policies

A Celebrate every win, no matter how small
A Be flexible

A Be strategic

A Ensure independence from government
A Develop a workforce



Strategies Raise awareness of

the Issue/s

Consider a campaign around a key issue using
parody to set the agenda.

A Tobacco control
I Alf Garnett 19711 mass media

frJohn Cl arke NnNCigmasset t €
media

A Junk food advertising to children

I Shamburger 2009You Tube, social
networking
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Strategies Political Advocacy

A Long-term approach

A Work with all sides of politics, including

backbench, independ

ents, minor parties

A Build credibility as ex

nerts

A Bureaucrats are important

A Co-operate politically, even when you feel
that stronger action would be more effective

A Propose policy solutions and frame in line
with current political thinking
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Coke Campaign




