
The ‘Promoting Healthy Women and Pregnancies’ campaign was 
first launched on World Fetal Alcohol Spectrum Disorder (FASD) 
Day in September 2011, following extensive consultation with 
Aboriginal people and key stakeholders. 
The overall aim of this campaign was to improve awareness among 
Aboriginal people, families and communities in metropolitan, 
regional and remote Western Australia of the harms associated with 
alcohol use in pregnancy to prevent the occurrence of FASD.
The Strong Spirit Strong Future campaign was an initiative of 
the then-Drug and Alcohol Office’s statewide Aboriginal FASD 
Prevention Project. 
The campaign was funded by the Mental Health Commission to run 
between 2011 and 2013.  However, other organisations, such as the 
Telethon Kids Institute, has aired the campaign on occasion since 
that time, including as recently as 2018.

Key message
The safest thing to do when pregnant, planning a pregnancy or 
breastfeeding, is not to drink alcohol.

Target audience 

Primary
Aboriginal women who are planning a pregnancy, pregnant or 
breastfeeding in Western Australia; and Aboriginal women of 
child-bearing age who are not planning a pregnancy but consume 
alcohol. 
Secondary
The broader Aboriginal community in Western Australia, with an 
emphasis on males and the role they play in supporting healthy 
pregnancies.

Campaign objectives
• Increase awareness of the National Health and Medical 

Research Council’s (NHMRC) drinking guideline that the safest 
thing to do is not to drink alcohol when pregnant, planning a 
pregnancy or breastfeeding. 

• Increase awareness of how to support a healthy pregnancy, by 
not drinking alcohol during pregnancy.

• Increase awareness of the existing supports that can assist 
people to not drink alcohol in pregnancy, while planning a 
pregnancy and breastfeeding.

• Increase awareness of services to help people reduce harmful 
alcohol consumption in general.

• Increase understanding of the role that family and community 
play in women’s behaviour regarding drinking alcohol while 
pregnant, planning a pregnancy and breastfeeding.

• Increase community ability to support people who wish to 
reduce drinking while pregnant, planning a pregnancy and 
breastfeeding.

Media strategy
The media strategy was primarily led by TV and radio, and 
supported by culturally secure resources for community and 
professional awareness and workforce development resources.
Campaign materials and media strategy were developed in 
consultation with the community and the Key Aboriginal Advisory 
Group to ensure the campaign was culturally appropriate.

Strong Spirit Strong Future 
Alcohol and Pregnancy
‘Promoting Healthy Women and Pregnancies’



Key evaluation outcomes

Research methodology
Mid campaign evaluation (2014)

• TNS (now Kantar Public) were commissioned to conduct mid 
campaign evaluation (early 2014).

• 29 focus groups were conducted across WA. Focus groups 
were held in four metro and six regional locations (Albany, 
Kalgoorlie, Port Hedland, Geraldton, Karratha and Tambellup).

• The total sample was 89 Aboriginal people.  The sample was 
broad, with 4% under 17 years of age, 22% between 18 and 
24 years, 57% between 25 and 39 years of age, and 16% aged 
between 40 and 55 years. 

• The questionnaire was designed by TNS, based on a standard 
campaign evaluation questionnaire but with simpler 
response scales. Initial contacts provided by Drug and 
Alcohol Office with subsequent liaison and arrangements by 
TNS.

• Interviewing was conducted by two interviewers from  
West Coast Field Services. Both undertook training at DAO in 
working with Aboriginal people prior to fieldwork.

No post campaign evaluation was conducted.

Evaluation outcomes
• The majority of women heard (~90%) and believed (73%) that 

if you’re pregnant or breast feeding, no alcohol is the safest 
choice. 

• However, approximately one in three (30%) women still 
reported believing ‘it was okay to have one to two drinks if you 
are pregnant or trying to get pregnant). 

• There was high levels of belief among women that if you’re 
pregnant or breastfeeding, no alcohol is the safest choice (73%, 
respectively).

• There were high levels of support (73%) that men should 
support their pregnant women to not drink alcohol while 
pregnant. Metropolitan (88%) respondents were more likely to 
believe this than regional (68%) respondents. 

• There was high prompted (94%) and unprompted (86%) 
awareness of the TV commercial among women.

• The TV commercial was particularly successful at conveying 
the key messages (to not drink during pregnancy and that 
partners/the community should support women to not 
drink during pregnancy).  However, the campaign was less 
successful in making it easier for women to say ‘no’ to alcohol 
while pregnant. 

• While there was high believability (98%) of both the TV and 
radio commercials, only (48%) felt the advertisements were 
personally relevant. However, qualitative feedback revealed 
many thought the commercials were aimed at both women 
and the whole of community to encourage discussion of the 
issue (e.g. more likely to suggest to family/friends they should 
not drink while pregnant (79%) or breastfeeding (39%). 

• Self-reported changes over the life of the campaign indicate 
that drinking during pregnancy became more salient with 
most women reporting increased discussion and less drinking 
amongst their peers. 

• For example, 
• Over half (52%) of women reported speaking with other 

women about alcohol and pregnancy, while over three in 
five (64%) reported having heard women speaking with 
men about alcohol and pregnancy. 

• Two-thirds (63%) of respondents believed women 
were less likely to drink alcohol while pregnant in 2014 
compared to when the campaign first launched in 2011. 

• After seeing the campaign, almost four in five (79%) 
respondents reported they were more likely to suggest to their 
friends or family that they shouldn’t drink while pregnant, and 
to not drink alcohol while breastfeeding (74%). 

Last updated July 2020 



Campaign materials

Television commercials - 60 and 45 seconds

Strong spirit  
Strong future
No grog in pregnancy

Our children are our future 
The safest option is not to drink alcohol when you’re planning a 
pregnancy, pregnant or breastfeeding. Support your family and 
community and help our babies have a strong spirit for a strong future.

If you would like to know more contact your local health service or call 9442 5000 (metro) or 1800 198 024 (country)
© Drug and Alcohol Office
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Calls from mobiles may attract a higher fee

Our children are our future 
Our children need to be born healthy so they  
can have a strong spirit and a strong mind.
Please do not use alcohol or drugs when you  
are pregnant because this could harm your baby.

Strong spirit  
Strong future
No grog in pregnancy Drug and Alcohol Office

Government of Western 
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A3 postersDL brochure

Radio Ads
Women - Metro - 30 seconds
Women - Regional - 30 seconds
Men - Metro - 30 seconds
Men - Regional - 30 seconds
Community - Metro - 30 seconds
Community - Regional - 30 seconds


