
Evaluation is now promoted in all
areas of the Office's work. It

makes an important contribution to
steering the activities of the FOPH by
supplying a scientific basis for plan-
ning, implementing and optimising
projects, programmes and strategies.
The Office also places great emphasis
on the goal of developing an «evalu-
ation culture». 

Evaluating effectiveness in
the federal administration
A legislative mandate is no longer

the sole reason the government has
for justifying its policy actions and 
interventions: now it also has to
demonstrate effectiveness.  Are state
actions able to redress the initial
problem? Are they effective and effi-
cient in reaching their goals? Are
they targeted at the most needy
group? Effectiveness, efficiency and
relevance have become central fac-
tors in judging ‘success’. It was against
this background that in 1999 Parlia-
ment added Article 170 (evaluation
of effectiveness) to the new federal
constitution as part of the complete
overhaul of the country's constitu-
tional basis. This article requires Par-
liament to ensure «that the effective-
ness of Federal government actions is
measured». It is understood that this
includes an analysis of the results
(both intended and unintended) as
well as the way such actions and in-
terventions were put into practice.
Such evaluations are intended, for
example, to help provide a sound
basis for developing new measures
(laws, regulations), to align their im-
plementation more effectively with
their objectives, and generally to im-
prove the transparency of the gov-
ernment's actions. 

At the executive level, the Federal
Offices are responsible for evaluating
and reporting on the effectiveness of
their actions. Each Office is encour-
aged to develop its own strategy
which means defining the instru-
ments to be used and allocating the
financial and human resources need-
ed for such work. An informal net-
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Evaluating effectiveness 
and learning from the results
Evaluating effectiveness. Evaluation has a long tradition at the Federal Office of Public Health
(FOPH). In its efforts to combat the HIV/AIDS epidemic, the Office recognised the need to evaluate the effects
of its prevention policy scientifically and systematically. Having proved itself an invaluable tool in this field,
evaluation has since been used extensively in other areas of prevention and harm reduction such as illegal
drugs, alcohol and tobacco dependence. 

work of those responsible for evalu-
ation in the federal administration
meets regularly to share experiences.
(see http://www.bj.admin.ch/bj/fr/home/
themen/staat_und_buerger/evaluation/
netzwerk_evaluation.html for more in-
formation.)

Instruments for evaluating
effectiveness
Various tools are available to help

the Offices analyse the results of their
efforts.  However, for the federal gov-
ernment's «Interdepartmental Work-
ing Group on Effects Review,» mon-
itoring, performance review and
evaluation are considered the three
most important tools for measuring
effectiveness. The specific nature of
the instruments and the way they are
deployed in practice varies consider-
ably in some cases.

• Monitoring is the routine and sys-
tematic collection (and processing)
of comparable data over time. 
Its purpose is to help managers of
policy measures and other rele-
vant stakeholders to identify the
changes and/or trends taking
place in the implementation of
policy measures, the behaviour of
various target groups, or effects in
general. Its task is to measure
changes systematically over an 
extended period of time.

• Performance review/controlling is
a key management task which
comprises the entire planning and
steering process of a defined area.
Its purpose is to ensure the optimal
performance of public measures
by steering and managing the rel-
evant processes and procedures in
an effective and efficient manner,
thereby improving the likelihood
of reaching the set objectives. The
result is a permanent and compre-
hensive system for monitoring
and reviewing performance.

• Evaluation is a more comprehen-
sive instrument used to judge the
effectiveness of measures. It focus-
es on specific questions and takes
place at a discrete point in time. Its
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aims are to identify, measure, and
judge the design, implementation
and effects of public actions and
their contribution to the well-
being of society. Evaluation main-
ly deploys the following criteria:
relevance, effectiveness and effi-
ciency.

Optimizing the action
taken by the FOPH
The Federal Office of Public Health

is interested in knowing whether it is
«doing the right things properly», –
e.g. if it is actually doing what it in-
tended to do, and doing it well, – not
only to justify its actions, but also to
learn how and where improvements
could be made. This means that ef-
fectiveness can be measured at vari-
ous stages during the implementa-
tion of its strategic measures, and at
different levels. For example, a mass
media campaign is frequently used 
as one measure amongst others in a
comprehensive package aimed at

Interview 

What makes a prevention campaign 
effective? «Enough resources and time,
credible initiators, positive messages, and
humour», says Heinz Bonfadelli. The
FOPH commissioned the Zurich-based
journalistic sciences professor to explore
the subject of success formulas for infor-
mation campaigns and publish a book
containing tips for real-life application. 

>> Pages 2/3

A loud «bravo» 
for tobacco control

«Less smoke – more life!» The new 
tobacco-control slogan is being taken to
heart by more and more people: Five
years ago, 33% of the Swiss population
were smokers, as against only 30% last
year. In the same period the proportion 
of smokers in the 14 –19 age group fell
from 31% to 25%. Not smoking is 
becoming the norm. To which there’s
only one response: bravo! >> Page 4

Continued on page 2
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spectra: The all-important ques-
tion first: can public-health cam-
paigns bring about change?

Bonfadelli: Opinions on this have
moved on in the last twenty years.
The tendency for a long time was
take a rather pessimistic view and not
to expect much in the way of change.
Today, however, it's felt that, under
certain conditions, campaigns really
can be effective. One of these condi-
tions is that the basic scientific
knowledge we now have at our dis-
posal be applied to campaign plan-
ning and implementation. 

What examples of good and suc-
cessful campaigns can you cite?
The AIDS prevention campaign of
Switzerland's Federal Office of Public
Health is certainly a classic, though
similar campaigns abroad have also
been remarkably successful. One
sure factor in their success is that the
messages are formulated in clear and
straightforward terms. But these
campaigns were also accompanied by
systematic scientific evaluation re-

search and therefore we know quite
a lot about their impact. What's
more, the evaluation research meant
that the campaigns have been con-
stantly improved over the years – for
instance in terms of reaching their
target groups or formulating their
messages. A case in point is the latest
version of Switzerland's LOVE LIFE -
STOP AIDS campaign, which seeks
more than before to position AIDS
prevention in the context of a posi-
tive experience of sexuality. 

Can success be achieved by 
transmitting positive messages?
Evaluation research has shown that
the traditional practice of basing
campaigns on fear is a double-edged
sword. It can have negative or
boomerang effects if it is too strong,
or it can stigmatize the target group
by presenting it in a negative light.
Today the tendency is much more to
focus on the needs of the target groups
and to show them that the behaviour
the campaign is promoting can be 
successful and of benefit to them. 

For the purposes of your study
you examined the FOPH's AIDS,
smoking and alcohol prevention
campaigns. How would you rate
the STOP AIDS, «Handle with
care» and «Smoking's harmful»
efforts?
The best marks would certainly go to
the AIDS prevention campaign be-
cause its messages are very specific
and have been communicated in
their various forms in a manner that
is geared to the respective target
groups. In the tobacco control cam-
paigns I've observed a certain change
in the last few years. I've been

pleased to see the shift in focus from
smokers to people affected by passive
smoking. This strategy is more social-
ly oriented and is a shift away from
the stigmatization of smokers. The al-
cohol campaign would come third for
me because the strategy behind the
messages is the least clear of all. This
presumably reflects the campaign en-
vironment, which is in fact the most
difficult of the three, given the active
stance taken for instance by the in-
dustry federations, which see such
campaigns as a threat to their bottom
line. 

In short: what boosts the success
of a campaign and what diminish-
es it?
There are a lot of factors involved. It
is essential to gain the attention of
the target group, for instance. To do
so, the campaign has to be sufficient-
ly well funded and must run for a
long enough period. Brief campaigns
of two or three months don't achieve
anything. The initiators and commu-
nicators of a message need to have
credibility. The messages should be
formulated in a positive manner and
should be humorous rather than
scary. They should be simple and spe-
cific and the target groups must be
clearly defined and accessible via
media and channels that are tailored
to their needs. Young people can be
reached with cinema spots or by
using media such as the Internet or
text messaging that are popular with
them. Messages that are embedded in
the context of entertainment – a TV
series, for instance – can also be high-
ly effective. There is a growing ten-
dency for the advertising sector to
place its messages in programmes by
sponsoring them, so why shouldn't
this be done for prevention and pub-
lic health promotion as well?

What factors impair the effective-
ness of campaigns?
If the objectives are too unspecific,
if the campaign is targeted at the
population as a whole and if cam-
paigns are planned and implement-
ed without any situation analysis 
or evaluation research. Evaluation
research is the only way of learning
from mistakes and improving a
campaign. 

In your book you state that asso-
ciating information campaigns
with sanctions or the threat of
sanctions could be a successful
strategy. 
Tobacco control is a case in point. It's
difficult to launch high-impact cam-
paigns in this area because the public
is constantly exposed to very effec-
tive advertising by cigarette manu-
facturers and because restaurants, for
instance, still refuse to set up smoke-
free zones. The latter aspect could
significantly improve the efficacy of a
campaign aimed at reducing smok-
ing. 

So you recommend dispensing
with shock messages but threat-
ening sanctions. For instance,
rather than showing pictures of
serious accidents, a campaign

against drunk driving would re-
mind drivers that they risk losing
their licences?
That's a real possibility. It's usually
not a good idea for a campaign to
portray the behaviour it's trying to
modify. Take, for example, the
FOPH's anti-alcohol campaign,
which shows glasses containing alco-
holic drinks. At least they're shown
in a minimized, almost abstract,
form. Ideally, you should portray the
desired behaviour or indicate the
possibility of rewards. 

There are public health areas in
which consensus exists, for in-
stance nobody is opposed to
AIDS prevention. But campaigns
against, say, alcohol or tobacco
abuse immediately come into
conflict with the interests of the
industry affected. 
These are areas in which powerful
economic interests of trade, industry
and the corresponding federations
play a role. The tobacco industry has
even gone so far as to influence re-
search. Generally speaking, two
strategies are possible: one is to in-
volve the stakeholders, joining forces
with them to try and conduct cam-
paigns. The other is to embark on a
strategy of confrontation. In Scandi-
navia and the USA, campaigns aimed

at the tobacco industry, for instance
revealing the means it employed to
try and manipulate the general pub-
lic, have been relatively successful.
In legal terms, this is certainly a diffi-
cult area that functions only if you
are sufficiently sure of your ground. 

This, of course, brings us to the
following question: how impor-

Heinz Bonfadelli

Continued from page 1

bringing about change. It therefore
has a complementary role, its main
task often being to reach out to the
public at large and, in the first in-
stance, raise awareness about a pub-
lic health issue such as the danger of
tobacco use to the health of both 
active and passive smokers. Conse-
quently, in this case ‘effectiveness’
would be judged in reference to the
degree to which the campaign was
able to raise awareness of the issue
amongst the targeted population(s).
Similarly the effectiveness of a newly
established, comprehensive preven-
tion programme will be less con-
cerned with whether or not it is
achieving its final aims, but more
with whether it is able to get started
without any fundamental problems.
Towards this end, the intermediate
objectives to be reached along the
way to achieving the final aim be-
come the focal point for judging ef-
fectiveness. The illustration on the
front page of this edition shows the
relationship between what is judged
as effective (outputs, outcomes and
impacts) according to the programme’s
development over time.  

Evaluation has a long tradition in
the FOPH. It began to examine the
usefulness of evaluation as early as
1987, in the wake of HIV/AIDS epi-
demic. Faced with the urgent need of
putting into action a plan for pre-
venting new infections whilst, at the
same time, still learning about the
possible modes of transmission, the
Office called for a systematic evalua-
tion of the development and effec-
tiveness over time of the national
HIV/AIDS prevention strategy. Eval-
uation slowly became an established
instrument in AIDS-related work,
and the FOPH subsequently expand-
ed evaluation activities to other pre-
vention and harm reduction meas-
ures – e.g. on illegal drugs, alcohol
and tobacco. The findings from such
studies are systematically discussed
and used to inform the further de-
velopment of these measures. 

Evaluations deliver answers to a
wide range of specific questions
about the effects of measures in
terms of output, outcome and impact
(see figure on page 1). The effects
may be positive, negative, intended
or unintended. The main benefit of
evaluations for the FOPH is that 
they provide information on «what
works» and deeper insight into
causal links and relationships in spe-
cific contexts and areas of interven-
tion. What works, for whom, under
what conditions and at what price
are the key questions asked by the
Office to judge «effectiveness», not 
to «prove», but more to learn how to
«improve» and increase effectiveness.

The modalities and the organisa-
tion of evaluation, monitoring and
performance review are presented 
in detail in the SFOPH document
«Assessing the Effects of Public
Health Policies and Actions: Evalua-
tion Strategic Framework, Federal
Office of Public Health, 2005». It is
available on the website:
www.health-evaluation.admin.ch.
Examples of evaluation reports are
also available on this website. 

Contact: Research Policy, Evaluation
and Reporting Section, FOPH
3003 Berne. Evaluation@bag.admin.ch 

www.health-evaluation.admin.ch

«Enough resources and time, credible initiato
Interview with Heinz Bonfadelli. Government agencies and NGOs use communication campaigns to try and p
(taxpayers') money that is spent on them? The ubiquitous pressure to cut costs is increasingly compelling campaign
their campaigns. On behalf of the Federal Office of Public Health (FOPH), the Zurich-based journalistic-sciences pr
The resulting book also contains a practice-oriented tool for improving campaigns. We talked to Heinz Bonfadelli ab

«The best marks would cer-
tainly go to the AIDS prevention
campaign – a classic.»

«Campaigns have to be suffi-
ciently well funded and must run
for a long enough period. Brief
campaigns of two or three months
don't achieve anything.»
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At first hand

Why do we need to judge the 
effectiveness of public measures? 
Governments are being put under con-
stant pressure to demonstrate their effi-
ciency and effectiveness. This is even
more the case when faced with economic
constraints and budgetary cutbacks.
However, the effectiveness of policy
measures has often been hotly contested
by various stakeholders (politicians, the
mass media, tax payers and other inter-
est groups). As such, providers and ben-
eficiaries alike are tied into, and become
part of the accountability process.
Demonstrating effectiveness of policy
measures is now therefore expected to be
scientifically based and impartial in
making its judgment and reaching con-
clusions.

And what does this mean for Public
Health in Switzerland? 
Public health targets now go well be-
yond the barriers of traditional disease
prevention; new challenges such as vio-
lence, suicide, sexuality, stress and the
social contexts that influence health dis-
parities now figure high on the health
agenda. Such challenges cannot be ig-
nored even when dealing with the more
‘traditional’ public health concerns of
the FOPH such as HIV/AIDS, illegal
drug, alcohol and tobacco dependence.
As a consequence, the health actions
and interventions needed to tackle such
challenges become more complex. They
are characterised more and more by an
interdisciplinary approach and are con-
ducted increasingly in partnership with
a range of actors and institutions from
the public, non-profit and private sec-
tors. 
As health targets have become more
complex, so too has the task of analysing
and demonstrating the effectiveness of
public health actions. Several instru-
ments are used to measure and assess 
effectiveness, the three most important
being monitoring, performance review
and evaluation. Together they accom-
plish complementary functions, with
evaluation providing added value in
two ways: (1) focusing on effects and 
effectiveness in relation to the external
context, (for example, to include the
analysis of partners’ contribution as
well as that of the FOPH) and (2) by
providing greater insight, explanation
and understanding of issues related to
‘what works’. To answer such questions,
evaluation seeks additional information
that is otherwise too expensive or too dif-
ficult to collect on a routine basis.
Evaluation is, and has long been, an 
established practice within the FOPH.
The article on «Effectiveness» in this
edition of the spectra describes in more
detail the evaluation function and how
it is used to judge effectiveness during
the different phases or levels of a com-
prehensive package of prevention meas-
ures.

Marlène Läubli Loud
Head of Research policy, 
evaluation and reporting
Federal Office of Public Health

Topic: effectiveness 

The book
Government agencies and NGOs
are increasingly using public com-
munication campaigns as a
means of information and educa-
tion and of bringing about behav-
ioural change. At the same time,
the communication sciences have
developed the necessary theoret-
ical framework and performed
empirical evaluations of such
campaigns.
«Kommunikationskampagnen im
Gesundheitsbereich» [Communi-
cation Campaigns in the Public
Health Field] provides a systemat-
ic introduction to the theoretical
basis and empirical findings from
current campaign-related research.
In addition, it examines specific
cases to show how a knowledge
of communication theory can be
fruitfully applied to the actual plan-
ning, implementation and evalua-
tion of such campaigns. The book
focuses on the public health field,
with particular reference to sub-
stance dependence and AIDS. 

Kommunikationskampagnen
im Gesundheitsbereich
150 pages, soft cover
ISBN 3-89669-579-7, CHF 42.00
UVK Verlagsgesellschaft, Konstanz

tant is the credibility of the cam-
paign initiator?
Credibility is important because it

boosts the effectiveness of the mes-
sage communicated. But credibility
can mean different things: an attrac-
tive communicator can boost credi-
bility – as we've seen with the LOVE
LIFE – STOP AIDS campaign, which
employed prominent film directors
and actors. You can also use experts,
but young people are more likely to
be influenced by attractive commu-
nicators whom they look up to as
idols and with whom they can iden-
tify. However, such personalities
must not be allowed to distract from
the actual message of the campaign. 

In your book you've developed a
range of improvement instru-
ments. This «Toolbox» is based
on practical experience and can be
used in different phases of a project
to improve it. Is it already in use? 
The book arose from an FOPH man-
date which involved, among other
things, developing a range of instru-
ments to improve campaign planning
and monitoring. We've presented
them at the FOPH and the reactions
have been positive. To the best of my
knowledge, the Toolbox is already
being used to improve existing cam-
paigns and to design new ones.  
By publishing the book, the FOPH
has also made the tools more gener-
ally available and I hope that other
organizations – the Swiss National
Accident Fund SUVA or the Swiss
Foundation for Health Promotion,
for instance – will make use of them. 

Pressure on costs at all levels is re-
sulting in an increased need to jus-
tify campaigns. Can your Toolbox
improve efficiency to such an extent
that we get more effective cam-
paigns for less taxpayers' money?
I'm confident that we've made great
progress in prevention campaigns
compared with ten or fifteen years
ago. Though I hope that our book
helps boost their efficiency, we still

Talking to spectra
was:

Prof. Heinz Bonfadelli, born in
1949, studied social psychology,
sociology and journalism at Zurich
University. He qualified as a senior
lecturer in 1992 with a study on
knowledge-gap research. Since
1994 he has been Associate Pro-
fessor and since 2000 full Profes-
sor of Journalistic Sciences at
Zurich University. Work focuses:
children and the media, media
content research, media impact
research, online communication
and scientific, environmental and
risk communication.

ors, positive messages, and humour.»
persuade the public to avoid behaviour that is harmful to health. Are such campaigns effective? Are they worth the
n initiators to justify their actions and to take particular care with the planning, implementation and evaluation of
rofessor, Heinz Bonfadelli, and his colleague Thomas Friemel examined the effectiveness of public health campaigns.
bout his experience and about formulas for success.

Prolonging the strategy to the end
of 2007 makes it possible to com-

plete current projects as intended
and to apply the findings from the
global evaluation of the national
strategy to the reformulation of a
successor strategy on migration and
health. The successor strategy will be
drawn up by the Federal Office of
Public Health (FOPH), with input
from the Federal Office for Migration
and the Federal Commission for For-
eigners, and will take the findings of
the global evaluation, the monitoring
on the migrant population’s state of
health in Switzerland and basic re-
search in the migration and health

sector into account, as well as na-
tional and international trends. It will
also have to satisfy the following
qualitative criteria: 
• It must be based on actual needs

regarding measures to improve
public health, health-related 
behaviour and access by the target
group(s) to healthcare.

• It must take account of public-
health developments in the na-
tional and international context of
equity and health (particularly the
WHO and the Council of Europe).

• It must take account of develop-
ments in Swiss policies on issues
such as integration, pluralistic 

society, antidiscrimination or 
diversity management. 

First, the future orientation of the
strategy will be defined on the basis
of principles drawn up by the Swiss
Forum for Migration and Population
Studies (SFM) at the behest of the
FOPH. Then the follow-up strategy
will be formulated before being sub-
mitted to the Federal Council for 
approval in spring 2007.

Contact: Thomas Spang, head of the
Equal Opportunities and Health Section
FOPH, CH-3003 Berne
thomas.spang@bag.admin.ch

Follow-up to the federal strategy 
on «Migration and public health»
Successor strategy on «Migration and public health». The Federal Office of Public Health has 
been working in the field of migration and health for over 15 years to achieve an accessible health system
adapted to the needs of a pluralistic society. In 2002, the Federal Council approved a broadly based national
«Migration and Public Health Strategy, 2002–2006», prolonging it for a further year in May 2005. It also
issued a mandate to draw up a successor strategy for the period from 2008 on. 

have to bear in mind that communi-
cation measures can have only a lim-
ited impact on public behaviour. Pub-
lic health campaigns are only one of
many factors that have a role to play
here and can therefore have an effect
only if they are part of a broader
framework that includes legal meas-
ures setting clear limits to undesir-
able behaviour or reward health-pro-
moting behaviour. 



Wicky and Tranquillo Barnetta have
put their weight behind the cam-
paign. The campaign features two TV
spots, six different advertisements and
the new online portal www.bravo.ch.

Contact: Sabina Müller
media spokesperson, National Tobacco
Prevention Programme, FOPH
CH-3003 Berne, tel. +41 31 322 95 05
sabina.mueller@bag.admin.ch

The FOPH’s aim is not to point a
threatening finger but, by means

of vivid images on posters and in a TV
spot, to really make the broad public
aware of the need for self-protection
during sexual relations.

As was the case last year, the new
LOVE LIFE – STOP AIDS campaign
focuses on the life-enhancing aspect
of sexuality. According to Adrian
Kammer, ad interim head of the
FOPH’s Campaigns Section: «It’s ob-
vious that self-protection is an inte-
gral part of an untroubled and enjoy-
able love life.» This approach has
been incorporated into the new cam-
paign, which shows naked and there-

fore unprotected people taking part
in sports associated with a high risk of
injury. What is self-evident in sports
such as fencing, ice-hockey or motor-
cycling – «No action without protec-
tion» – applies equally well to sexual
activities. There is no point in taking
unnecessary risks. Those who are
able to protect themselves do so. Two
easily understandable rules of safer

sex feature prominently in the
campaign and are an essential
part of self-protection: «No in-
tercourse without a condom»
and «No sperm or blood in the

mouth». The goal is also to establish
such behaviour in Swiss bedrooms:
self-protection out of love of life.

Posters, adverts, 
TV spot and more
The messages of the LOVE LIFE –

STOP AIDS campaign have been
communicated through a variety of
media since May. The lovelife.ch

LOVE LIFE – STOP AIDS: «No action without protection»
Self-protection is self-evident. In May, the Federal Office of Public Health (FOPH) together with the Swiss AIDS Federation launched a new
LOVE LIFE – STOP AIDS campaign. It features individuals participating in sports such as fencing, ice hockey or motor-cycling – while 
completely naked. The nudity conveys the vulnerability of the body, while the slogan «No action without protection» expresses how self-evident it
is that the players have to protect themselves. 
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website is an important platform for
providing information on the cam-
paign and on HIV/AIDS in general.
Additional measures are planned for
gay men, a target group in which
there has been a particularly marked
rise in new HIV infection.

AIDS must stay 
in the spotlight
Especially since becoming treat-

able, HIV/AIDS is now perceived as
being less urgent and less threatening
a problem. «Treatable, but not cur-
able», warns FOPH Deputy Director

Flavia Schlegel. «AIDS is still poten-
tially fatal. AIDS prevention must
therefore continue to be highlighted
in the public arena so that we can
sensitize the general public to a sup-
posedly familiar topic and persuade
them to practise self-protection.»

Contact: Adrian Kammer
ad interim head of Campaign Section
FOPH, CH-3003 Berne
tel. +41 31 323 87 69
adrian.kammer@bag.admin.ch
www.lovelife.ch

Agreat deal has been happening
in Switzerland in the area of to-

bacco control during the last five
years. The Swiss, especially young
people, are smoking less. In 2001,
33% of the Swiss population were
smokers, as against only 30% in
2005. In 2001, 31% of 14–19 year
olds smoked, compared with only
25% in 2005. People who smoke
every day now account for 21% of
the total population. The public is

more aware of the subject of smoking
than it was even just a few years ago.
People know about the health risks
associated with tobacco use and pas-
sive smoking. More and more of
them are taking action to protect
non-smokers from damage to health
as a result of passive smoking and are
calling for more protection of young
people through higher prices, a ban
on the sale of tobacco products to mi-
nors and regulation of tobacco ad-

vertising. Proposals for change have
been submitted in almost all canton-
al parliaments and corresponding
laws are either being considered or
have already been passed.

Bravo – the new campaign
The FOPH has responded to this

positive development by redirecting
the focus of its tobacco control cam-
paign. The new «Bravo!» logo com-
municates the situation in many
places today and how it is experi-
enced at first hand by many people:
less smoke means more life. The
campaign shows people and organi-
zations that have created smoke-free
spaces. It shows the real-life success-
es of tobacco control efforts and calls
for such efforts to be continued. The
campaign is thus seeking to underpin
the paradigm shift that «not smok-
ing» is the norm.

The new campaign presents a
changing Switzerland. By drawing
on authentic examples, it congratu-
lates school classes that voluntarily
refrain from smoking, companies
that have already set up smoke-free
workplaces, and sports clubs that call
for no smoking in sport, as well as
public transport and smoke-free
restaurants. Well known sporting
personalities in the shape of Swiss
football internationalists Raphael

Less smoke – more life! Successful anti-smoking efforts 
New campaign for national programme. Smoking is on the decline in Switzerland – the latest findings of the Tobacco Monitoring survey
prove it. The Federal Office of Public Health (FOPH) is featuring this topic in a campaign, calling «Bravo!» to all those who have worked towards
creating a smoke-free environment in sport, schools, public transport, restaurants and at the workplace. 


