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4. Testing the most effective
messaging to increase
campaign sign-up: VicHealth’s
H30 Challenge trial

Australiansare bigconsumers of sugar-sweetened beverages. In 2006, Australiawas
amongst the top ten countries for per capita consumption of soft drinks*. The H30
Challenge was devised to help establish healthier habits, encouraging people to drink
waterinstead of soft drinks, energy drinks, fruit drinks, sports drinks, ready-to-drink
iced tea, flavoured water or cordial.

When the challenge was designed, there were hundreds of decisions made about how
the website should be set out. Many of these almost certainly affected how people
interacted withit. Even small changesin the ordering and presentation of information
canhavealargeimpactonpeople’s behaviour.

Victorians can signup tothe H30 Challenge through the website, and in January to March
2015weranasimple RCT to makeitasappealingas possible for people tosignup tothe
Challenge viathe website. Digital platforms give us a brilliant opportunity to easily trial
smallvariationsin pagesto find what’s most effective, asrandomisation is simple and
dataisautomatically captured. We tested three versions of the H30 homepage, looking
atwhichled tothe greatest number of sign-ups completed for the H30 Challenge.

Version A: splittheregistrationinto two stages, with no detailsinitially requested, and
the full setrequired once visitars had clicked ‘Sign up now’.

Version B: used ahomepage asking for key contact information.

Version C: used the same homepage as Version B, asking for key contactinformation and
subsequently asking for additionalinformation capturedin the full sign-up page used
for VersionA.

9Australian Bureau of Statistics, Australian Health Survey. Consumption of Sweetened Beverages http://www.abs.gov.au/ausstats/abs@.nsf/
Lookup/4364.0.55.007main+features7102011-12 (retrieved 21 March 2016).
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There wasaseries of rotating motivational messages presentonallof the homepages.

Duringthe trial there were over 60,318 visits to the website. Version Awas markedly
more effective, with around 11 per cent of visitors signing up for the Challenge,
compared toVersionsBand Cataround 7 per cent. We initially expected that havinga
single simple version, which asked fewer questions, would be more effective. Indeed,
asking fewer questionsisamaximthatis often used by market researchersand has
beenfoundinother A/Btests(Schrage 2012).

Why was there such a stark differencein sign-up rates for such similar pages? Although
we can’tbe sure, we believe that it was due to perceived friction and wanting to finish
whatyoustart. Havingavery low-cost initial commitment to signing up, that required no
details, ledtoalarge number of people clicking to sign up initially. If you ask for people’s

details straight away before they have committed, they may be less likely to engage at all.

This mightinitially sound like a small difference, but to put thisin perspective, if
Version Ahad been used for the whole trial period, more than 1000 extra Victorians
would have signed up for the H30 Challenge. Importantly, follow-up survey data
indicated that those who signed up through Version A performed very similarly at
the Challenge to those who signed up through Band C. Thisisanimportant check
asitsuggeststhatlowering the perceived barrier toentry did not just cause low-
motivationindividuals to sign up, who would not take the Challenge seriously. These
lessons have been applied to future VicHealth campaigns so they will continue to
improve the user experience and help Victorians reach their goals to be healthier.

Take the

HO

Challenge"

35



TRIALS IN ACTION

36

e 12weektrial.

* Responseratewas

greater when people
were told their response
contributed to collective
understanding of health
of their community, than
when given a sense

of urgency.

Digital trials were a cost
effective way to provide
insights. There were
virtually no additional
coststorunningthis trial.

Even minute details
matter. Language and
wording of text messages
and letters make a

big difference asto
whether or not someone
participatesinasurvey.

5. Tailored messaging to
increase survey participation:
VicHealth Indicators Survey

The VicHealth Indicators Survey isa Victorian community wellbeing survey. The survey
isbasedon core questionsrelated toVicHealth’s Action Agenda. It complements other
Victorian population health surveys, such as the Victorian Government’s Victorian
Population Health Survey, and focuses on factors that influence health, which are
criticaltoinforming decisions about public health action.

Firstconductedin 2007, thisiteration of the survey collects a wide range of
information from approximately 23,000 people and covers topics such as mental
wellbeing, alcohol, healthy eating, physical activity, community safety, and gender
equity. The 2015 survey contains core questions specially designed to track progress
towards VicHealth’s 10-year targets.

Thesurveyisdesignedtosupportthe developmentand use of local community
wellbeingindicatorsasatoolforinformed, engaged and integrated community
planning and policymaking, to improve health outcomes and reduce health
inequalities. This informationisinvaluable for local governments developing Municipal
Public Health and Wellbeing Plans as required by Victorian legislation. Indicator data
can provide health planners and social planners with tools to monitor and identify
emergingtrends andissues affecting health and potentialareas for action.

Achallenge for population surveysis ensuring adequate numbers of people
participate, sothatthe surveyrespondentsadequately represent the population
of interest —inthisinstance, Victorian residents. This telephone survey used both
landline and mobhile phones, in order to maximise participation.
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