WOMEN’S HEALTH WEEK
2020 CAMPAIGN REPORT

WOMEN’S HEALTH WEEK 2020
Held in the first week of September since 2013, Women’s Health Week
is Jean Hailes’ high profile national health promotion campaign. The campaign’s aim is to
encourage all women and girls across Australia to make good health a priority.
Due to the unique situation caused by COVID-19, it was anticipated that Women’s
Health Week 2020 would look a little different in form and delivery than previous years;
however, in the eight years since the campaign started, there had probably never been a
more important time to promote the value of self-care.
At a time when women were missing out on essential health checks and screenings, Jean
Hailes encouraged women and girls to use the week to review and schedule any health
checks that may have been missed over the past months, as well as to check in on their
overall health, both physical and mental. Partners, ambassadors, organisations and the
Prime Minister’s wife all added their voices to this important and timely message and
together we helped more women to take the time to look after their health.
“Probably due to COVID movement restrictions, I had more time and intent to make
the most of Women’s Health Week. It proved to be a great source of information,
motivation and enjoyment. I greatly appreciate the effort made to bring this
wonderful content to us.” SUSAN, NSW

2

WOMEN’S HEALTH WEEK 2020
IN NUMBERS
DIGITAL GATEWAY

ENGAGEMENT

EVENTS

PARTICIPANTS

3

WOMEN’S HEALTH WEEK 2020: SNAPSHOT
In 2020, our campaign theme was ‘health checks’ and the key message was to
encourage women to check in on their health and make sure they were not missing
important health checks and screenings due to COVID-19.
New collaborations with the Royal Australian College of General Practitioners (RACGP)
and Australian Primary Care Nurses Association (APNA) also ensured this message was
shared with, and supported by, thousands of health professionals Australia-wide.
Even in the face of the impact of COVID-19, we again had a very successful campaign,
achieving a 19% increase overall in reach, participation and engagement.
More than 91,000 women attended 1437 events around Australia, 45,167 subscribers
received our daily health information and key campaign messages via email and there
were 91,039 visits to the Women’s Health Week website.
Throughout the week, ‘Jean Hailes’ was the most mentioned key phrase in all Women’s
Health Week online messaging. Further there was a 17% increase in referrals from the
Women’s Health Week website and daily emails to the Jean Hailes’ digital gateway as
well as to our partners’ health-check pages:
-

Heart Foundation (Heart Age Calculator) – 3929 referred clicks*
Kidney Foundation (Kidney Risk Test) – 1605
Cancer Council (Bowel cancer screening) – 577
HealthDirect (Mental health care plan) – 466

* Numbers as at 30 Sept 2020
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EMPOWERING WOMEN THROUGH EDUCATION
FIVE D AYS OF EVIDENCE-BASED HEALTH CONTENT
Whilst the overarching theme for this year’s Women’s Health Week was ‘health checks’
each day of the week focussed on a different women’s health topic supported by the
key message ‘to check in with your physical and mental health’. Content included easyto-understand tips, tools and information to inspire positive change in women and girls.
MONDAY - THE WOND ERS DOWN -UNDER
Day one looked ‘down-under’ at vagina and vulva health and important health checks
including cervical screening and STI checks. 77% of women surveyed said they learned
something new from this day’s content and the Facebook live event featuring Jean
Hailes medical director Dr Liz Farrell was the most viewed of the week.
TUESDAY – HEARTBEAT HEROES
This day’s focus was on cardiovascular health and, in association with the Heart
Foundation, Stroke Foundation, Her Heart, Health Direct and My Health for Life,
included additional resources and information on risk factors, lifestyle changes and
symptoms of a heart attack in women.
WEDNESDAY – THE INSIDE STORY
Gut, bowel and bladder health was today’s topic together with pelvic floor fitness.
Information on health checks included bowel cancer screening and kidney health.
THURSDAY – THE HEADS UP
Day four coincided with RUOK? Day and, together with our mental health partner
Liptember, the focus was on women’s mental wellbeing and managing anxiety
throughout an extremely difficult year. Unsurprisingly 71% of women surveyed said it
was the most important day of the week for them.
FRIDAY – MONEY MATTERS
Financial literacy and financial health are among the most
influential social determinants that underpin poor health outcomes
for women. This year, we included a ‘financial health check’-themed
day addressing topics such as the gender pay gap, superannuation,
budgeting and navigating healthcare costs.
“I learned more about the significant effects that
financial stress has on women’s mental health and
the disadvantages they face from the start of their
careers.” ISABELLE, WA
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HIGHLIGHTS
SUPPORTING FRONTL INE HEALTH WORKERS
The 4th annual Women’s Health Week Comedy Gala, supported by Liptember, promoted
women’s health through the power of laughter and social connection. This year, the
event was livestreamed, enabling a national audience of over 600 households to attend.
Through our partnership with the Australian Primary Care Nurses Association (APNA),
we extended an invitation to their members to watch the show free of charge,
increasing the audience to just over 1000.
GIVING WOMEN’S HEALTH A VOICE
Media partnerships helped us to increase the national dialogue around women’s health
including an on-air promotion with Nova Entertainment (Smoothfm) and two ABC Radio
Melbourne Facebook live events hosted by Libbi Gorr and introduced by Ita Buttrose,
with content and experts provided by Jean Hailes. Combined reach of 11,310,711.
EXPANDED CALD REACH
Partnerships with NAATI certified translation company, Ethnolink and CaLD community
groups including Pronia (Greek), Sikh Community and the Vietnamese Association meant
that for the first time we had Women’s Health Week messages translated into 12
languages: Chinese (simplified and traditional), Macedonian, Croatian, Greek, Korean,
Arabic, Filipino, French, Italian, Spanish, Vietnamese and Punjabi.
TAKE STEPS FOR WOM EN’S HEALTH
We encouraged women this year to join us to collectivelly travel around Australia in
suppport of women’s health during Women’s Health Week. The goal, which we
exceeded, was to reach 16,500kms, the equivalent of 22 million steps. The challenge
was inclusive for people of all abilities and they could choose how they wanted to move
– walk, run, swim, wheel or dance.

Emily Quattrocchi was a Women’s Health Week Challenge Champion, and showed
followers how to make their wheels count, travelling 15kms around her home town of
Euroa.

6

WOMEN’S HEALTH WEEK: MEDIA REACH
INCREASED MEDIA REACH AND ENGAGEMENT
By far, the biggest increase during Women’s Health Week 2020 was our media reach,
particularly broadcast media (TV & radio combined) which grew to 14.2M, an increase of
84% and online media grew to 77.6M, an increase of 29%. This correlated with a 50%
increase in the overall number of news items.
Potential media reach (in kind and earned) was 114,488,620 – an increase of 17% from
last year.
Potential audience through social media was 19,392,544 – an increase of 31% from
2019, which was seen across all platforms, in particular Facebook and LinkedIn.
TOP STORY
The top story during Women’s Health Week was the message to all women not to put
off their health checks by Prime Minister Scott Morrison’s wife, Jenny Morrison. This
video initially ran on social media, was shared by the Prime Minister and Health Minister
and was then picked up by the Daily Mail and Channel 7’s Sunrise, followed by 7News
and 9News nationally, contributing significantly to our overall media reach.
INFLUENCERS
Aside from our formal partners, Women’s Health Week messages were also shared
widely by a range of high-profile individuals and organisations including the Cancer
Council of Australia, Scott Morrison MP, Greg Hunt MP, the National Rural Health
Alliance and the Australian Alzheimer’s Research Foundation. These, and others, listed
below support the campaign as well as the important work of Jean Hailes for Women’s
Health.
ACON Women
Diabetes Victoria
True Relationships and Reproductive
Health
7 News
Centre for Eye Research Australia
Women’s Mental Health Network
Victoria
Skin Health Institute
Basketball Australia
Heart Foundation
Monash Partners
Continence Foundation
Women NSW

Women and Infants Research
Foundation
Darling Downs Health
Ovarian Cancer Australia
The George Institute for Global Health
Aboriginal Health Council of WA
Queensland Health
9 News
PC4
Fiona Patten MP
Australian Longitudinal Study on
Women’s Health
Australian Society of Plastic Surgeons
RANZCOG
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PARTNERS IN GOOD HEALTH
In 2020, we partnered with 34 national and state-based organisations. This is what just
five of them said:
ROYAL AUSTRALIAN COLLEGE GENERAL PRACTITIONERS (RACGP)
Dr Lara Roeske, spokesperson for the RACGP, urged women to use Women’s Health
Week as a reminder to put their health first. “We know that women can tend to put the
needs of their loved ones before themselves – on top of that many have faced additional
stress, anxiety and financial hardship due to the COVID-19 pandemic. My message to
women across Australia is this: even in the most difficult times, it’s important to take
care of your own health and wellbeing.”
AUSTRAL IAN PRIMARY CARE NURSES ASSOCIATION (APNA)
APNA partnered with Women’s Health Week to help reach women around Australia
with important messages about looking after their health. APNA President Karen Booth
said, “As the largest workforce in primary health care, nurses are well placed to spread
the word. We also know that 98% of our members are female, so this campaign is a
reminder that self-care is just as important for nurses as it is for patients.”
THE NATIONAL LGB TI HEALTH ALLIANCE
The National LGBTI Alliance is pleased to be part of Women’s Health Week and to be
partnering with Jean Hailes. We know that LGBTI women and gender diverse people
experience significant health disparities and the week allows for us all to come together
to shine a light on these important health issues,” said CEO Nicky Bath. “We will be
using the week to encourage LGBTI women and gender diverse people to ‘check in on
your health’.”
BREASTSCREEN - VIC, SA, WA
BreastScreen VIC, SA and WA came together during Women’s Health Week to inspire
women to focus on good health and wellbeing and to not miss their regular health
checks. Regular breast screens are an essential part of routine well-being, and they are
the best way to find breast cancer early. BreastScreen VIC CEO Terri Smith said
“BreastScreen is excited to be working with Jean Hailes this year with a shared goal to
inspire women to focus on good health and wellbeing.”

GIDGET FOUNDATION AUSTRALIA
“Pregnancy and childbirth bring joy; but also many challenges to new mums, in
particular, finding enough time in their day to look after themselves as well as their
baby,” said Arabella Gibson CEO, Gidget Foundation Australia. “Being part of Women’s
Health Week was an important reminder for mums to practise self-care to ensure they
can better manage with the pressures of pregnancy and parenting.”
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ENGAGEMENT
Strategic partnerships play an important role in helping us to reach,
engage and support women and girls identified as priority population
groups in the ‘National Women’s Health Strategy 2020-2030’.
As a result of these collaborations during Women’s Health Week, our evidence-based
health information and key campaign messages reached a more diverse range of women
and girls – and covered a broader range of health issues affecting them – than ever
before, including:
Women’s mental health (Liptember)
Women suffering from multiple sclerosis
(MS Australia)
Members of LGBTI communities
(National LGBTI Health Alliance)
Expectant and new parents
(Gidget Foundation)
Women and girls from rural and remote
areas (Royal Flying Doctor Service and
National Centre for Farmer Health)
Aboriginal and Torres Strait Islander
women and girls (Stars Foundation)
Women’s reproductive and sexual health
(Your Fertility and Family Planning
Tasmania)
CaLD women and girls
(Pronia and Ethnolink)
Women’s heart health (Her Heart)
Women’s breast health (BreastScreen
VIC, SA and WA)
Jean Hailes also wishes to acknowledge
the support of the Australian
Government Department of Health,
working with us to improve women’s
health in Australia across the lifespan.
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CASE STUDY: WOMEN’S HEALTH WEEK INITIATIVE
BRINGS PARTNERS TOGETHER TO HELP INDIGENOUS
GIRLS
WEEK COMMUNITY PARTNERS, THE STARS F OUNDATION AND BO
“Indigenous girls and women face extra challenges during menstruation,
including access to affordable products and functioning bathrooms.” Wendy
Anders, senior project officer at the National Aboriginal Torres Strait Islander Women's Alliance
in Victoria – abc.net.au20 Feb 2020

Jean Hailes brought together Women’s Health Week community partners, the Stars
Foundation, with Bonds (Haines Australia) in an initiative that saw the donation of 1000
pairs of period underwear to Indigenous girls and young women throughout rural and
remote Australia.
This donation was in addition to our ongoing work with the Stars Foundation providing
support and resources to help engage and educate Indigenous and Torres Strait Islander
girls and young women on their health and wellbeing. This year we were delighted to
have the opportunity to bring in another community partner, Bonds.
“We are very thankful for the introduction from Jean Hailes that has enabled this
donation from Bonds and know they will be greatly appreciated by the girls in our
programs,” said Andrea Goddard, CEO Stars Foundation. “The generosity of our partners
supports us to empower the young women through intensive mentoring support and
education at a time in their lives where it can make a real difference to their future.”

AN
INTE DONATION OF 1 00 PAIRS OF PERIOD UNDERWEAR
TARS FOUNDATION AND BONDS, IN Phone: (03) 9453 8982 Mobile: 0451 914 128
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WOMEN’S HEALTH WEEK 2020: OUTCOMES
EVALUATION AND IMP ACT
A post-campaign evaluation survey of women who took part in Women’s Health Week
2020 found that:

97%

said the event they attended was informative

94%

viewed the daily health content

As a result of the information they received from Jean Hailes:

32%

are more likely to make an appointment for a health check or screening

39%

are more likely to speak to their doctor or other health professional

58%

said they would be more physically active

59%

plan to improve their diet

74%

said they would be kinder to themselves

“After learning that women are at significant
risk of heart disease particularly after menopause,
I made an appointment with my GP for a check-up.”
RANI, SA
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