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Health communication 

  Prevention messages that get across 
How can people be informed and made more aware of health-related topics? 
Communication campaigns are a tried-and-tested way of doing this. The campaigns 
run by the Federal Office of Public Health (FOPH), which focus on topics such as 
HIV/STI, alcohol, tobacco, influenza or organ donation, are received well by the 
population, are effective and enjoy international recognition. The FOPH uses the 
findings of research in various scientific fields in order to better understand the 
mechanisms involved and to make them operable.  

  "spectra" now also as an online magazine 
The printed "spectra" newsletter has been informing readers about the programmes, 
strategies and projects run by the FOPH in health promotion and prevention for 
nearly 20 years. This content will now also be published in an online format with 
immediate effect. New content appears continuously at www.spectra-online.ch  
and an archive stores articles going back to 2003. The services on offer include a 
regular newsletter, an RSS feed and a database of meetings and new publications. 
Wherever possible, the articles are supplemented with additional images, links to 
in-depth material and video clips. 

  New "SmokeFree" tobacco prevention campaign 
Efforts to prevent tobacco use in Switzerland have already borne fruit, as exemplified 
by the substantial improvement in protection against passive smoking. Yet as many 
as 25% of the population still smoke. Successful prevention needs to target both 
structural measures and behavioural changes. The new "SmokeFree" campaign 
seeks to encourage and support people who want to give up and those around them. 
Humorous spots show that smoking leads to premature ageing and poor physical 
condition, while advertisements and posters underline the message that "I am 
stronger." The federal government has formed a broad alliance with the cantons 
and NGOs to support the development and implementation of the campaign. 
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Communication campaigns. How 
can a topic be brought to the 
attention of the individual, the 
mass media and society as a 
whole? Communication campaigns 
are a tried-and-tested and efficient 
way of informing people and of 
increasing their awareness of 
health topics. The campaigns run 
by the Federal Office of Public 
Health resonate well with the 
public, are effective and enjoy 
international recognition.   

Most health problems have an individ-
ual and a societal component. They cause 
personal suffering and high costs. Both 
aspects also play a major role in the de-
velopment and prevention of health 
problems. On the one hand, individual 
behaviours such as a lack of physical  
activity or immunisation status are  
decisive; on the other hand, we are all 
affected by structural factors such as the 
price of cigarettes and the minimum age 
for buying alcohol. This is why preven-
tion addresses both the individual and 
the societal level. There are various ap-
proaches that can be taken: medical and 
technical (e.g. new vaccines), regulatory 
(e.g. a ban on smoking) and financial 
(e.g. a tax on alcohol). Each approach is 
associated with different difficulties. 
However, one thing they all have in com-
mon is that they can only have an effect 
if people know about them. If nobody 
has heard of a new vaccine or a ban on 
smoking, then no one is going to adapt 
their behaviour accordingly. It is there-
fore vital for specialists and the popula-
tion at large to be informed. This task is 
performed by communication cam-

paigns. They supplement and support 
all health-promotion efforts. 

Information and acceptance
Campaigns provide information – about 
new hazard symbols on chemical prod-
ucts, for example – or they raise aware-
ness of topics such as smoking and  
high-risk drinking. Campaigns help to 
generate acceptance of measures. Sys-
tematic use of condoms to protect 
against HIV/Aids and other sexually 
transmitted diseases, or the establish-
ment of non-smoking as a norm in soci-
ety, are impressive examples of what 
communication campaigns can achieve. 
At the individual level, they help to 
strengthen people’s health skills. They 
encourage people to behave in a way 

that avoids health risks. Communication 
campaigns create incentives and motiv-
ate people to lead a healthy life. At the 
societal level, campaigns are intended 
to publicise the FOPH’s prevention pro-
grammes and to put important health 
topics on the public agenda. They work 
best in conjunction with other measures 
as part of an overall strategy. 

Complex mechanisms of action 
A number of branches of research inves-
tigate the way health-related communi-
cation campaigns work: communication 
science, health psychology, social psych-
ology and social marketing. The Cam-
paigns Section at the FOPH and special-
ists have together compiled the findings 
from this research into a "meta-model 

of the effect of FOPH communication 
campaigns" (see graphic). This consists 
of the three dimensions strategy, pro-
cess and effect. It positions the cam-
paign activities in their wider context 
and illustrates the interaction between 
various effect variables. A campaign is 
just one of several measures within a 
programme; it exerts its effect in con-
junction with the other elements of the 
programme. A campaign sets various 
mechanisms of action in motion at dif-
ferent levels. At the societal level, these 
are known as "agenda-setting" process-
es: campaigns put topics on the public 
agenda. They are picked up by the me-
dia and remain in the public’s aware-
ness. At the individual level, the interac-
tion of the influencing variables capable 
of achieving an effect is complex. One 
important factor is the question of how 
motivated a person is to deal intensively 
with health-related topics. This motiva-
tion can be aroused through emotions 
(attention), for example, and then satis-
fied with information (knowledge). If an 
individual consciously considers the 
campaign messages on the intellectual 
level, this can lead to intermediate  
stages such as the formation of an atti-
tude and behavioural planning – which 
can ultimately produce behavioural 
change. A change in behaviour is corre-
spondingly much more difficult to 
achieve than an increase in knowledge, 
for example. Even if the individual 
wants to act in a certain way, various 
barriers must be overcome between 
wanting to develop a behaviour and ac-
tually behaving that way. These barriers 
are created by unfavourable habits, so-
cial norms or situative factors. A change 
in behaviour can also happen without 
motivation or intensive consideration of 
the topic, e.g. if a reminder (cue) direct-
ly triggers the behaviour. FOPH cam-
paigns aim to reach out to people with 
different motivations, attitudes, skills 
and behaviours and to break down be-
havioural barriers.

Many and varied effects
In this way, campaigns have an effect  

"What I don’t know can’t hurt me!?": Giving FOPH programmes a public face
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Advertising is everywhere – even in the 
health sector. A study published in autumn 
2014 stated that "Advertising for tobacco is 
commonplace in Switzerland today." This is 
particularly worrying because it means that 
young people are being exposed to the ad-
vertising message without the public notic-
ing it. The loser: health. This is why health 
promotion also has to come to the fore in 
the battle to influence individual behaviour 
and norms in society. This is the task per-
formed by the communication campaigns 
run by the Federal Office of Public Health 
(FOPH). They ensure that prevention is 
seen as an attractive option in the market-
place of interests. 

The objective is clear: Every individual who 
lives or works in Switzerland should be em-
powered to take everyday decisions that 
have a positive impact on his or her health. 
The FOPH’s communication campaigns 
play a role by providing targeted informa-
tion, increasing awareness and drawing 
attention to services that can help people 
reach this goal. 

These campaigns are always part of a na-
tional programme and an overall strategy, 
or they fulfil a legal mandate. The FOPH is 
increasingly working with partners on the 
development and implementation of cam-
paigns as a way of increasing their efficacy 
(a good example is the new tobacco pre-
vention campaign, see article on page 4). 
Campaigns are developed on the basis of 
standardised quality management process-
es and current scientific findings. They cre-
ate a channel for direct, targeted commu-
nication with the population. They receive 
international recognition and are viewed all 
over the world as a shining example. This 
good reputation is based on their compara-
tively high success rate and also on the 
innovative ideas they contain. TV spots are 
frequently adopted by the authorities in 
other countries.

FOPH campaigns are eye-catching. And 
it is precisely for this reason that they are 
not swallowed up by the deluge of market-
ing impressions. They make the preven-
tion programmes of the FOPH visible and 
anchor them in the public awareness. This 
enables them to have their intended effect – 
for the benefit of health.

Adrian Kammer
Head of Campaigns Section
Federal Office of Public Health

At first hand

Five questions for Nora Grunder. 
February 2015 will see the launch 
of "spectra", the prevention and 
health promotion newsletter 
published by the Federal Office for 
Public Health (FOPH), in a new, 
attractive online format. What’s 
new, what’s stayed the same? We 
asked Nora Grunder, the project 
manager for "spectra online".  

Why has the FOPH decided to 
publish spectra as an online 
magazine as well?

"spectra" is a calling card that the FOPH 
uses to inform its partners and other  
interested parties about projects, pro-
grammes and strategies in the field of 
health promotion and prevention. The 
more readers we can reach, the more ef-
fective this medium will be. The aim of 
the new online format in German, 
French and English is to expand the 
readership of this magazine. We want to 
increase the attention that our varied 
and interesting topics receive. In addi-
tion, a modern online publication offers 
new ways of networking the various 
stakeholders, for example by making it 
possible to share and forward articles. 
From the editorial office’s point of view, 
the option of being able to publish arti-
cles online at any time, and thus of pro-
viding up-to-the-minute information, is 
particularly attractive. 

The newsletter will be celebrating its 
20th anniversary in summer 2015. The 
addition of an online magazine to part-
ner our established and popular print 
product is rather a nice birthday pre-
sent, I think!

What obstacles had to be 
overcome during the project 
planning phase?

Compared with printed newspapers, 
the internet is a young medium. It was 
important to find a contemporary yet ser-
ious format in which to present "spectra" 
online. "spectra" is a service offered by 
the FOPH. The online version needs to 
provide fast, user-friendly access to the 
required information, and at the same 
time the online magazine can have an 
attractive design and concept. 
Apart from the concept for the content, 
there were a lot of technical, legal and 
formal questions to resolve. A project 
group consisting of the editorial office 
and other players was set up, and last 
year this group designed the online 
magazine from scratch and implement-
ed it in conjunction with the external 
partners. 

What new features can readers of 
spectra online look forward to?

The online magazine publishes all the 
"spectra" articles from the printed news-
letter and supplements them regularly 
with additional material. There is also a 
cross-media approach to the informa-
tion. For example, topics can be men-

tioned briefly in the print magazine and 
then dealt with online in more detail. 
The online platform also allows us to 
publish picture galleries, videos and 
sound documents.  The archive contains 
the texts that have appeared in the past 
three years and the editions of "spectra" 
from the past ten years in PDF format, 
and these form an interesting reference 
work that is growing all the time. Div ision 
into nine main topics and a full-text 
search enables readers to find articles 
quickly and reliably. Meetings and new 
publications are listed in the "Agenda" 
and "Publications" sections. The ISSUU 
tool allows readers to leaf through 
"spectra" on their screen in the same 
way as through a paper magazine. 

How do readers find out about 
new content in the online 
magazine?

An e-mail newsletter informs sub-
scribers about new content that has 
been published on the platform between 
eight and ten times a year. To make sure 
they don’t miss anything, potential read-
ers should put their names on the sub-
scription list right now at www.spectra-
online.ch. Those who want to know 
about new content as soon as it appears 
can order a personal RSS feed. Inciden-
tally, all "spectra" content is still free of 
charge, both in print and online. 

A wide-ranging project! Will the 
print edition be taken out of 
circulation?

No, "spectra" will continue to be avail-
able on paper. However, the number of 
editions will be reduced from six to four 
per year. Subscribers will continue to re-
ceive the printed newsletter in their let-
ter boxes in February, May, September 
and December. And even though we’ll 
be using less paper, the expansion of 
"spectra" will both provide us with an at-
tractive, modern online medium and en-
able us to publish more content overall. 

Contact: Nora Grunder,  
Project Manager spectra online,  
Campaigns Section,  
nora.grunder@bag.admin.ch

"What I don’t know can’t hurt me!?": Giving FOPH programmes a public face "The modern online magazine  
is user-friendly." at both the individual and community 

levels. They arouse awareness in the 
population, reinforce health skills, ac-
tively put topics on the public agenda 
and keep them there. They increase fa-
miliarity with the programmes and 
reach in generally more than 50%, 
sometimes even up to 93% of the popu-
lation. For comparison: campaigns in 
the USA reach between 36 and 42% on 
average. The effect and acceptance of 
FOPH campaigns are evaluated regular-
ly by independent assessors, document-
ing the decisive influence they have on 
the increase in knowledge in the popula-
tion and their high level of acceptance. 
In recent years, campaigns organised by 
the FOPH have achieved impressive re-
sults in conjunction with other meas-
ures: the Swiss HIV prevention cam-
paign led to savings of CHF 52.8 million 
between 1991 and 1998, tobacco pre-
vention had in 2010 an ROI (return on 
investment) of 41 francs for every franc 
spent, and alcohol prevention had an 
ROI of 23 francs. 

A world without campaigns?
Well-known major brands invest bil-
lions every year in advertising and com-
munication – even though they already 
enjoy high levels of familiarity and popu-
larity. Isn’t it possible to stop funding 
advertising campaigns after a certain 
number of years? Companies and ex-
perts alike say no – and we agree with 
them. It would indeed be careless to do 
so. It takes a long time for health infor-
mation to become fixed in people’s 
minds. Time during which motivation 
shifts. Time in which new generations 
grow up. Time in which the competition 
is not standing still. Time that can turn 
ideas and information into changes.  

Contact: Adrian Kammer, 
Head of Campaigns Section, 
adrian.kammer@bag.admin.ch
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SmokeFree tobacco prevention 
campaign. The new version of the 
broadly based "SmokeFree" aware-
ness campaign launched by the 
federal government and its part-
ners in the cantons and NGOs aims 
to motivate smokers to opt for a 
life without tobacco. The campaign 
is one of the measures undertaken 
as part of the  National Tobacco 
Programme (NTP), and over the 
next three years is intended to 
establish non-smoking more firmly 
as the norm in society. 

A lot of people want to give up smoking, 
but the point at which they will start is a 
far-distant horizon. The campaign con-
sists of posters, advertisements and TV 
spots that display cloud-covered heads, 
designed to raise awareness of the dan-
gers of tobacco. Smokers' attention is 
drawn to existing resources for helping 
them to give up, including the stop-
smoking hotline on 0848 000 181. More 
than half of smokers say that they want 
to give up smoking. But the problem is 
often the lack of a definite decision. The 
campaign seeks to stop the procrastina-
tion and inability to act and to provide 
targeted assistance with quitting smok-
ing. It motivates people who want to 
stop and provides them and the people 
around them with support. People who 
want to stop smoking should seek help 
if they need it because giving up is more 
successful if it's flanked by support from 
the experts.

Objectives of Swiss tobacco 
prevention 

Swiss tobacco prevention efforts have 
borne fruit. In 2007 as many as 29% of 
the population smoked. The percentage 
dropped rapidly to around 25% but has 
stagnated at this level since 2008. The 
aim of the National Tobacco Programme 
(NTP) is to achieve a further reduction to 
23% by 2016. From a health policy point 
of view, a proportion of 25% of smokers 
in the population is still too high. Smok-
ing is the number one avoidable cause 
of death, with around 9,000 people dying 
in Switzerland every year of the conse-
quences of using tobacco. In addition  
to the individual suffering it causes, 
smoking costs the economy some CHF 5 
billion annually. The cost of treating  
the associated medical conditions is 
CHF 1.2 billion, the cost of lost working 
days CHF 3.8 billion. 

The coordinated mix of measures 
has the strongest impact

Tobacco prevention is only successful if 
it consists of a bundle of measures  
designed to support each other. The NTP 
combines behavioural prevention meas-
ures with structural measures. The  
Federal Act on Protection against Pas-
sive Smoking is a good example of the 
efficacy of interlocking measures. The 
tobacco prevention campaign that ran 
from 2001 to 2009 kicked off a public 

debate on tobacco and passive smoking 
that in turn set in motion a process of 
change in society. Acceptance of struc-
tural prevention measures increased as 
the population became more aware of 
the problems associated with passive 
smoking. The introduction of the Act on 
Protection against Passive Smoking 
meant that the number of people who 
had to inhale other people's smoke  
decreased substantially from 35% in 
2002 to around 6% in 2013. Regulatory 
measures of the kind foreseen in the 
planned Tobacco Products Acts are also 
successful in protecting young people. A 
lot can be gained by preventing them 
from starting in the first place, since 57% 
of smokers started before their 18th 
birthday.  

The new "SmokeFree" campaign is backed by a broad alliance  
for tobacco prevention 

The "SmokeFree" campaign is one of 
the measures undertaken as part of the 
NTP. The cost ceiling for the entire pro-
ject has been set at 9 million francs, 
which is in proportion to the 5 billion 
francs that tobacco consumption costs 
the economy every year. The campaign 
costs cover its development and produc-
tion, the three-year duration of the mass 
media campaign (TV, posters, print, on-
line), two major sub-projects that are 
being carried out with partners and the 
costs of scientifically analysing and eval-
uating the campaign.

"I am stronger. SmokeFree"
The SmokeFree campaign is an umbrella 
for all tobacco prevention activities in 
Switzerland. The uniform visual identity 

with the broken cigarette and the slogan 
"I am stronger" underlines what tobacco 
prevention is all about. The SmokeFree 
campaign is backed by a broad alliance 
of partners working in tobacco preven-
tion. The campaign strategy was devel-
oped and implemented by a steering 
group consisting in equal parts of repre-
sentatives of the Federal Office of Public 
Health (FOPH), the cantons and NGOs. 
The uniform visual identity of the cam-
paign reinforces the many and varied 
activities implemented by the stake-
holders in tobacco prevention.  Involv-
ing all stakeholders makes it possible to 
adapt the campaign to various needs. 
Conversely, the campaign benefits from 
the direct involvement of specialist part-
ners in its development and implemen-
tation. 
The campaign is divided into three con-
secutive phases in which the focus 
spreads from reaching out to and moti-
vating the individual, through social 
learning to underpinning the norm. By 
raising the awareness of the public at 
large, the campaign reinforces non-
smoking as the social norm and sup-
ports smokers on their way to a smoke-
free life. The campaign aims to support 
people close to smokers in their impor-
tant role as mediators. 

Own projects under a shared roof
The partner campaign forms a visual 
umbrella for tobacco prevention activ-
ities and links the National Tobacco Pro-
gramme to the large number of partner-
based activities taking place throughout 
Switzerland. All stakeholders in tobacco 
prevention should be able to run their 
own projects under the umbrella of the 
campaign, thus concentrating resourc-
es. The SmokeFree campaign offers the 
partner organisations various options for 
playing an active part, for example by 
ordering and deploying campaign mate-
rials, implementing a partner-based 
project or collaborating on a subproject.

"Smoking makes you look old"
The first phase of the campaign, starting 
in spring 2015, will address smokers 
and the people close to them. The aim is 
to underline the negative effects of 
smoking, thus strengthening smokers' 
will to stop, and to draw attention to the 
available support resources. The cam-
paign centres on two TV spots, as this 
channel can reach a very wide audience. 
One of the new spots plays on the pre-
mature ageing caused by smoking: the 
colleague whose 43rd birthday is being 
celebrated in the office has actually just 
turned 34 ... The other spot focuses on 
smokers' lack of condition: it shows a 
group of people on a cycle tour, with the 
breathless smoker lagging well behind.  

www.smokefree.ch

Contact: Adrian Kammer, 
Head of Campaigns Section, 
adrian.kammer@bag.admin.ch

National Tobacco Programme, 2008–2016 
Mission: Smoking-related cases of death and disease in Switzerland have been 
reduced. 
Main goal 1: A 20% drop in the proportion of smokers in the resident population  
of Switzerland, i.e. from 29% (2007) to about 23%. 
Main goal 2: A 20% drop in the proportion of smokers in the 15 to 19 age group,  
i.e. from 24% (2007) to less than 20%. 
Main goal 3: The proportion of individuals exposed to tobacco smoke generated  
by others for seven or more hours per week must drop by 80%, i.e. from 27% (2006) 
to about 5%.


