






part to the input it seeks from the people 
who use the service. A community advisory 
board, made up of current and former 
drug users, offers advice on everything 
from the design and layout of the centre 
to strategies for combating clients’ anti-
social behaviour. This gives clients a 
powerful sense of ownership over the 
service and gives it a positive reputation 
among its clients. “Our clients are highly 
interconnected and have a very strong 
communication grapevine, and you can’t 
get better marketing than having positive 
word on the grapevine,” says Sean.

The advisory board can also offer 
novel ways of communicating to drug 
users. Clever messages are often placed 
inside syringe packages, for example, 
touching on anything from oral hygiene 
to the importance of disposing of needles 
correctly. Written by members of the 
advisory board, they use language that 
resonates with the drug-using subculture. 

“Brochures and that sort of thing just 
end up as litter,” according to Sean. By 
letting members of the community create 
the notes, they become “messages directly 
from peers to peers,” he says.

Some community-based social 
marketing campaigns combine a 
community development model within a 
basic marketing framework – helping to 
nurture small communities which can in 
turn help to spread a particular message. 
Sustainability Street is one such project – it 
brings groups of local people together to 
explore more environmentally sustainable 
lifestyles. Run by environmental education 
company Vox Bandicoot, the approach 
is designed to influence “the pervading 
culture which is the blueprint for our 
society and economy.”2 

There are now around 140 sustainability 
streets in Victoria, and while all of these 
communities centre on an environmental 
theme, the actual form they take can vary 
considerably. Some groups revolve around 
simply meeting and talking, while others 
branch out into projects like community 
gardens, fruit and veg markets, frog ponds 
and street parties. “We are very organic in 
the process,” says David Seignior, Director 
of Vox Bandicoot.

Sustainability Street households show an 
average 30% reduction in water use, waste 
production and energy use, but there are 
also other, less tangible outcomes. “A big 
part of it is community building and getting 
people together who don’t really know each 
other to form friendships,” says David. “This 
can be the most satisfying thing.”

The model is based around four stages: 
mulch (learn), grow (plan and do), harvest 

(celebrate) and sow (teach others). As 
with any successful marketing campaign, 
spreading the word to the broader 
community – or ‘sowing’ – is of central 
importance, and group members are 
encouraged to speak at community events, 
create pamphlets and run information 
evenings. Some have had reusable 
shopping bags and t-shirts printed with 
information about their communities. 

Others take things further, such as 
the Ruffey Lake Sustainability Street 
group which ran a sustainability festival 
in a local park – this saw a small core of 
20 or 30 people influence hundreds of 
other locals, as well as raising thousands 
of dollars for the cause. But according 
to David, some of the best promotion 
comes from having well-run communities 
with enthusiastic participants. Known as 
‘beacon’ communities, they can inspire 
others to take part.

Reaching culturally and linguistically 
diverse (CALD) groups is another 
challenge for organisations involved in 
social change. In 2007 a joint initiative 
of seven local councils in Melbourne’s 
northern suburbs saw the creation of 
family violence ‘help cards’, handed out 
by police to perpetrators and victims of 
family violence, which provide general 
information on family violence and contact 
details of services for both men and 
women. This year Darebin Council, with 
the help of funding from the Victorian 
Multicultural Commission, will commence 
a project to translate these cards into 22 
languages to make them accessible to 
different ethnic groups in the northern 
suburbs.

“It’s not just a matter of translating 
the text – that would be easy. We also 
need to make sure the language is 
culturally appropriate and accessible,” 
says Kellie Nagle, Family Violence Project 
Coordinator at Darebin. The project will 
involve significant consultation with CALD 
communities, linking up with organisations 
and community leaders across the northern 
suburbs. Focus groups will also be 

consulted to help come up with ways to 
make the messages accessible, and debate 
about the best ways to frame the ideas for 
different cultural groups will be encouraged. 

Kellie foresees that these cards 
could later be used in a state or even 
nationwide context. “It would be a really 
easy template for other regions to use,” 
she says. 

Another project focusing on family 
violence in CALD communities takes a 
different angle – the Spectrum Migrant 
Resource Centre, with the help of funding 
from VicHealth, has created a television 
commercial featuring prominent figures 
from different ethnic backgrounds in 
Melbourne, promoting the message that 
family violence is unacceptable. The 
figures include actors, comedians, sheiks, 
Aboriginal elders and sportspeople.

The ad’s message and the choice of 
spokespeople were heavily influenced by 

the community representatives consulted 
by Spectrum. “We felt that it was 
important that men hear an anti-violence 
message from men in the communities 
that they would actually respect and listen 
to, and the communities were really key 
in identifying what types of people they 
would want to hear those messages from,” 
says Denise Goldfinch from Spectrum. 

There are many advantages to 
marketing social change at a community 
level. Local organisations have access to 
‘insider’ knowledge about the communities 
they serve, which is invaluable in shaping 
a message to be more accessible. They 
also offer a chance for real participation 
from the people they are targeting. And 
although they often begin on a small 
scale, their influence can turn out to be 
very widespread indeed.

Adam Ferguson is a freelance journalist 
specialising in social justice issues.
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Y
ou don’t have to be Einstein 
to work out that the way we 
communicate, access and 
create information has changed 
significantly. We can no longer 

simply rely on TV, magazines and radio as 
the vehicles for campaign messages.

Associate Professor Margaret Hellard, 
director at the Centre for Epidemiology 
and Population Health Research in the 
MacFarlane Burnett Institute for Medical 

Research and Public Health, gets regular 
technology updates from younger staff 
members who educate her about the 
latest communication trends and how they 
are using the technology.

In 2007 Hellard oversaw an innovative 
research project conducted by Megan Lim 
that sought to understand young people’s 
knowledge of sexually transmissable 
infections (STIs). Young people attending 
the annual music festival the Big Day 

Out were recruited to participate in the 
project. Half the participants were sent 
quirky safe sex messages to their mobile 
phones. The text messages – with lines 
such as ‘This Valentine’s Day get flowers 
not Chlamydia, wear a condom’ – were 
sent between 7pm and 8pm on Friday 
or Saturday night. These times were 
chosen because most young people were 
preparing to go out at that time (receiving 
a text message on Monday morning 

New ways of
communicating

How new media is being used to communicate health messages.
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reminding you that safe sex is a good 
idea is hardly useful). A follow-up email 
with more extensive health information 
and advice was sent out later.

The research found those who 
received the text messages were 
more aware of the issues around STIs 
than those in the control group. This 
intervention group were also more likely 
to speak with their doctor about sexual 
health, and the females were more likely 
to have an STI test. 

Hellard understands that to reach 
audiences, social marketing messages 
need to reach where people interact, 
play, communicate, watch and create. 
“It’s just a matter of opening your eyes: 
where are young people and how are 
they communicating with each other?” 
says Hellard. Although people are good 
at randomly accessing information, the 
messages need to be smart enough – 
humorous or useful – to cut through the 
cluttered environment. Social marketers 
must be prepared to create opportunities 

for their audience to interact and 
contribute to the message.

The first step for change is to 
understand the audience and what is out 
there. Stephen O’Farrell is the Managing 
Director of Sputnik Agency, a leading 
Melbourne-based interactive marketing 
specialist. He calls such understanding 
‘consumer insight’, and says it’s critical 
his organisation gains this before it 
applies imagination to develop campaigns 
that meet their client’s objectives. The 
technology then becomes a tool for 
the marketer. “It’s about leveraging 
technology to help drive behavioural 
change,” he says. 

The application of the technology 
whirls around everyone: social networking 
sites such as Facebook and MySpace, 
microblogging sites such as Twitter and 
Plurk, virtual worlds such as Second Life 
or World of Warcraft, online video sites 
such as YouTube, or online gaming, which 
continues to grow in popularity, are just 
a few of the more well-known sites that 
have people’s attention. People text, chat 
online or share videos, photos or links to 
items that spark their interest. In Japan, 
novels are being written specifically for 
mobile phones. Smart organisations use 
this technology to their advantage. 

A tongue-in-cheek video with a 
serious message called ‘Teenage 
Affluenza’ promoted World Vision’s 
40-Hour Famine. Posted on YouTube it 
reached 200,000 users within four days. 
Nigel Preston edits Stir.org.au, a website 
World Vision’s youth arm established. 
He says the video’s success in cutting 
through the new media clutter and 
engaging new audiences was the tipping 
point for World Vision’s use of new 
media. “It’s all about taking content like 
that to where people are,” said Preston. 
“It’s about taking that content and 
filtering it out through Stir, Twitter and 
YouTube and Facebook, disseminating 
it that way rather than expecting them 
[the audience] to come to us all the 
time.” Interestingly, as is often the case, 
the awareness of the video – a smart, 
savvy take on the contrast between 
life for young people in Australia and 
Third World countries – was raised 
exponentially once the traditional media 
of newspapers and television became 
aware of it and began reporting its 

existence to a wider audience. In the 
lingo, it’s an example of viral marketing. 

It doesn’t all have to happen online or 
via mobiles. VicHealth’s successful street 
stencil campaign reached its audience 
by taking an innovative approach to 
delivering health promotion messages 
encouraging people to be more physically 
active and connecting socially with others. 
The stencils – found in unexpected places 
such as walking and cycling tracks, near 
park benches and outdoor café furniture, 
or on train station platforms – were 
not only novel in the way they reached 
people, but were relevant to the physical 
context in which they were found. 

The diversity of new media options 
presents social marketers with a challenge 
and an opportunity but the bottom line 
remains the same: the right message 
carried by the right vehicle at the right 
time will have an impact. 

Peter Ryan is a writer with The Slattery 
Media Group.

To reach audiences, social marketing messages need to reach 
where people interact, play, communicate, watch and create. 

Popular sites
www.facebook.com 
www.myspace.com
www.twitter.com
www.secondlife.com
www.youtube.com 
www.plurk.com

To keep in touch
www.doshdosh.com
http://mashable.com
www.trendwatching.com 

World Vision’s Teenage Affluenza video
www.youtube.com/watch?v=KFZz6ICzpjI
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Streets Ahead –  
successful applicants
In May this year, VicHealth funded six 
councils for three years to implement the 
Streets Ahead program in a target area 
of their municipalities. The projects will 
commence in July 2008. 

Streets Ahead: Supporting children to 
get active in their neighbourhoods will 
support communities to create supportive 
environments that enhance children’s 
active transport and independent mobility 
in all aspects of their community life, 
including to and from school.

Successful councils and their  
project target areas 

City of Greater Bendigo – Long Gully-■■

Ironbark, North Bendigo, White Hills
Brimbank City Council – Albion, Ardeer■■

Cardinia Shire Council –  ■■

Pakenham Central
Darebin City Council – Reservoir East, ■■

Preston East
Greater Geelong City Council – ■■

Whittington, East Geelong
City of Wodonga – Wodonga West, ■■

Melrose, Martin Park, Wodonga  
Central, Belvoir

Walktober Walk  
to School
22 October 2008

Walktober Walk to School is an annual 
event coordinated and funded by 
VicHealth. It is part of the broader 
Walktober campaign that aims to raise 
the profile and highlight the broader 
community and social benefits of walking. 

The key objective of this campaign 
is to get as many children walking to 

who will focus on combating ethnic and 
race-based discrimination, and Dr Therese 
Riley, whose work will explore ways of 
increasing social participation. The latter 
two positions have been established in 
partnership with Melbourne University.

From Margins  
to Mainstream
5th World Conference on the Promotion 
of Mental Health and the Prevention of 
Mental and Behavioral Disorders 
This conference will explore new ways  
that individuals and organisations from 
a range of sectors can promote mental 
health and prevent mental illness. The 
aim of this conference is to confirm that 
mental health promotion is no longer at 
the margins but rather firmly established 
in mainstream research, policy and 
practice arenas.

 
When: 10–12  
September 2008
Where: Melbourne  
Convention  
Centre, Australia
More info and registration:  
www.margins2mainstream.com 

Cochrane Public  
Health Review Group
The Cochrane Public Health Review Group 
was successfully launched on 22 May 
2008 at the annual Australasian Cochrane 
Symposium in Hobart. This group replaces 
the Cochrane Health Promotion and Public 
Health Field, which acted more as an 
advocate for evidence.

This new group is responsible for 
recruiting author teams and managing the 
editorial process through to publication of 
Cochrane protocols and reviews on The 
Cochrane Library. The scope includes reviews 
of the effects of population level public 
health interventions, primarily those that 
address the wider determinants of health. 
Topic categories include: employment and 
the work environment, income distribution 

school as possible by raising awareness 
of the physical, environmental and social 
benefits of walking. All primary schools 
in Victoria will be invited to participate 
in a competition that awards schools 
with prizes. Schools are supplied with 
information packs prior to the event. 

Walktober Walk to School is growing 
in popularity. Since the inaugural event 
in 2006, the campaign has attracted 312 
schools, with 56,651 children participating. 
In 2007 an additional 18,000 children and 
more than 100 extra schools participated. 
VicHealth wants to attract more schools to 
the competition this year. 

To find out more about the event, visit  
www.vichealth.vic.gov.au/walktober

VicHealth establishes 
new research program
VicHealth has developed a new approach 
to supporting public health research. The 
Mental Health Promotion Research Leader 
Program complements VicHealth’s existing 
research programs and builds on their 
strengths. It involves establishing research 
positions in partnership with university 
departments, with the university providing 
senior academic support to the researcher 
and sharing the research outputs with 
VicHealth. The positions have an emphasis 
on applied research and research 
translation and the researcher’s work is 
explicitly tied to programs of work being 
supported by VicHealth and its partners.

The researchers are co-located between 
VicHealth and the partner university. It 
is anticipated that through this model 
VicHealth and its government and non-
government partners will have access 
to high-quality research and evaluation 
expertise that can be utilised in ongoing 
program and policy development and 
practice. 

Three positions have been established 
and link to VicHealth’s priorities in mental 
health promotion. We welcome aboard 
Dr Michael Flood whose work will focus 
on the primary prevention of violence 
against women (a partnership with 
LaTrobe University), Dr Natascha Klocker, 
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and financial interventions, housing and the 
built environment, food supply and access, 
education, health and related systems, 
public safety, social networks/support, the 
natural environment and transport. 

Since the launch, author teams are 

working on four titles, and several 
expressions of interest for further titles  
are under negotiation. The group has 
also recently been asked to run a series 
of training programs for the Centres for 
Disease Control in the USA in the second 

half of 2008, as well as several other 
exciting initiatives. More information  
is available from www.ph.cochrane.org

If you’re not already 
a subscriber to the 

VicHealth website, we 
suggest you sign up.  

You’ll get regular updates 
about what’s new on the 
site, including funding 

rounds, jobs at VicHealth, 
new publications,  

and lots more.  
Check it out at:  

www.vichealth.vic.gov.au
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