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Spring Back Campaign Report November 2022  

 

1.0 Introduction 

 

This report intends to reflect on and provide a recount of the Spring Back campaign that took place in 

Taranaki in October 2022. To report on the entirety of the campaign from planning through to 

completion, key sections will highlight the work completed in each of the phases. As a promotional 

campaign, Spring Back encouraged social and community connectedness among elders/kaumātua in 

Taranaki, by reminding them of the activities that run in their local area and by encouraging others to 

help their fellow elderly/kaumātua get involved. This report will begin by explaining the context and 

rationale behind Spring Back, followed by a discussion of each of the phases, limitations and 

recommendations for future action. 

How social isolation and loneliness are defined and conceptualised in this report is important given 

the target group and the context of COVID-19. Though social isolation and loneliness are terms often 

used interchangeably, it is important to make a distinction between the two. Social isolation is defined 

as having an objective lack of meaningful communication and social relationships, or having infrequent 

social contact.  While loneliness on the other hand refers to the state of distress or discomfort that 

results when one perceives a gap between one’s desires for social connection and actual experiences 

of it. Such definitions were considered in the context of this project and ultimately influenced the 

content that was produced.  

The limitations of Spring Back are discussed toward the end of the report. The limitation section 

considers the areas of improvement for Spring Back, but more importantly, the discussion intends to 

inspire recommendations for future action in the community.  

2.0 Context and rationale  

Social isolation and loneliness among the elderly/kaumātua are ongoing issues that for many years 

have impacted people in both urban and rural communities. These issues still remain a problem in 

many communities, however the context has changed. Elderly persons have been staying inside their 

homes more often due to the 2020 and 2021 COVID-19 lockdowns. During this time, the 

elderly/kaumātua felt more at risk of infection therefore it was sensible to stay inside. These 

lockdowns had/are still having major consequences on all aspects of one’s health, particularly among 

the elderly due to potential co-morbidities or other health concerns. Because of this, community-led 

initiatives have become increasingly valuable to the restoration of social and community 

connectedness among the ageing population as part of the COVID-19 response. 
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Social isolation and loneliness significantly impact all aspects of individual and whānau health. Medical 

professionals state that: The elderly belong to the at-risk group for COVID-19 and for suffering 

morbidity and mortality as a result of “withdrawal from social interactions and mental stimulation” 

(Eisendle et al, 2020). Furthermore, current literature suggests that infrequent social interactions and 

the perceived feeling of loneliness can increase one’s vulnerability to developing vascular and 

neurological diseases and premature mortality (Eisendle et al, 2020). While others, Courtin and Knapp 

(2015) assert that the health impacts of social isolation and loneliness are equivalent to the health 

risks associated with smoking and obesity. Devastating health and well-being consequences caused 

by social isolation and loneliness was one aspect that motivated the WHO Age Friendly New Plymouth 

group to implement a regional promotional campaign.  

Spring Back was supported by the WHO Age Friendly New Plymouth group.  This group consists of key 

community organisations that are actively involved with the elderly population in New Plymouth and 

throughout Taranaki. Such organisations involved in this group are of the likes of; Age Concern, 

Bishop’s Action Foundation, CCS Disability Action, Grey Power, New Plymouth District Council, 

Positively Ageing, Sport Taranaki, Taranaki Disability Information Centre, Te Whatu Ora – Taranaki and 

Volunteering New Plymouth.  

        3.0 Discussion  

During the initial planning stage of the campaign, the four phases were outlined in a PowerPoint 

presentation and then delivered to the group. Each phase included the partners responsibilities and 

their relevance in achieving the aims and objectives of Spring Back. Each of the strategies mentioned 

in this report are linked to these four phases.   

 3.1 Planning  

The initial planning of Spring Back took place at the WHO Age Friendly group meetings. Following the 

first two meetings, a PowerPoint presentation with an outline of the timeline for Spring Back was 

delivered to partners.  Delivering a presentation to the group was imperative to the cohesiveness and 

success of the campaign messaging. It ensured that partners had an opportunity to communicate their 

thoughts regarding proposed ideas and actions, raise any concerns and provide feedback.  

The aims and objectives of Spring Back were established based on the context and rationale of Spring 

Back. As a group, we decided on one overarching aim followed by a list of sub-aims and outlined six 

objectives. They are as follow: 

Aim: To encourage and support elderly out of their homes and to re-engage them in social activities 

by:  
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1. Reminding the elderly of activities and services that already exist. 

2. Encouraging families and community to maintain social connections and reach out to others.  

3. Encourage providers, clubs, and organisations to re-engage with their members and potential 

members to support participation in their activities and programmes. 

4. Help connect people with programmes and activities in the community, Taranaki-Wide. 

5. Generically promote the importance of social interaction and activities.  

Objectives: 

1. Raise awareness of current programmes and activities around the region. 

2. Raise awareness of clubs and societies.  

3. Remind the elderly of their outdoor spaces and places (Parks, walkways, beaches). 

4. To provide resources that Māori and other ethnic groups can utilise and promote. 

5. Encourage family, friends and neighbours to actively support elderly out of their homes. 

6. Work with current providers and groups to get them actively promoting and supporting 

elderly into their activities.  

The health and safety of the elderly is of great importance to the group partners. It was recognised 

early on that the campaign message had to align with health advice and legislation. To ensure that 

Spring Back adhered to COVID-19 mandates and restrictions, the group chose to follow the health 

advice from Te Whatu Ora – Taranaki and government legislation. This meant that the launch date 

initially proposed had to be flexible if suddenly the governmental health advice and legislation had 

changed due to a spike in case numbers.  

A key step involved in the planning of Spring Back was establishing a budget. The budget came from 

the New Plymouth District Council’s funding for the WHO Age Friendly city accreditation, with some 

funding support from the Bishop’s Action Foundation. The allocated budget for Spring Back was 

$3,000. The majority of this amount was spent on advertising in the four newspapers (South Taranaki 

Star, North Taranaki Mid-week, Stratford Press, and Ōpunake and Coastal news). The printing of the 

posters was agreed to be completed internally, therefore it was excluded from the budget figure.  
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3.2 Collaboration and engagement  

Collaboration with partners and key stakeholders was a significant component of Spring Back that 

acted as a medium for the promotion of campaign material while also providing an opportunity for 

community organisations to engage more elderly in their services. Collaboration often took place in 

the form of konohi ki te konohi (face- to-face) or zoom meetings with community organisations, 

stakeholders and the WHO Age Friendly group.  

Building partnerships to invoke collaboration was essential during phase one in July. To reach and 

promote throughout Taranaki, the campaign coordinator met with the South Taranaki District Council 

and the Stratford District council Community team managers to get the councils on board. Most 

importantly, we reached out to the managers of the libraries in the three districts. Libraries are 

community hubs that run activities for the elderly and provide access/connections to many other 

services. This partnership enabled us to reach more elderly and promote the library’s services. 

To hear from the elderly and to gather advice, tips, and motivational quotes for newspaper articles, 

the campaign coordinator visited Age Concern social groups in New Plymouth, Stratford and Hāwera. 

The group's input was then published as separate articles in the North Taranaki Mid-week (Appendix 

VI) and the Stratford Press (Appendix VII).  

 3.3 Design  

Canva and Photoshop were two invaluable resources used to create the Spring Back content. The first 

design created on Canva was the Spring Back logo. The name 'Spring Back' was chosen as a means of 

promoting ways to 'spring back' into life after the highly disruptive lockdowns. Spring is known to be 

the month of growth and transformation as many plants begin to bloom and new life takes place. 

Changing or reintroducing the social habits of elderly/kaumātua was recognised as a challenge for the 

campaign. Therefore, it was more beneficial and constructive to encourage this change when the 

weather was warmer for outdoor activities and people were more motivated to get out of their 

homes.  

The design includes a native flowering Harakeke, placed in the centre of the logo as a metaphor to 

explain the purpose of Spring Back. Harakeke grow flowers in Spring that produce an abundance of 

nectar. The nectar then attracts the likes of Tūī, providing it with nutrients for sustenance. Similarly, 

Spring Back intends to display activities (flowers) from community organisations (Harakeke flax) to 

attract community members (Tūi) to places and spaces that provide them with sustenance for a better 

well-being.  
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The meaning of Spring Back was translated into te reo Māori to reflect a te ao Māori understanding of 

the campaign message. Piki ake te ora roughly translates to “climb back into health”. Although this is 

not a direct translation, it portrays a similar message. The logo was completed in phase one for all 

draft material in phase two.  

Other pieces of design content created were a poster with ten tips to encourage social and community 

connectedness and a campaign teaser. The poster and teaser were both created on Canva and then 

circulated in either physical or electronic form around various groups. These pieces of design took 

place in August and September ahead of the promotion.  

3.4 Promotion  

Phase three, which focused primarily on the promotion of activities and the campaign in general, took 

place in September and October.  Given that the proposed launch date was October 1st (The 

International Day of the Older Person), September was an ideal time to distribute the material around 

the community. However, promotion was ongoing throughout October to help engage people with 

the campaign message and to promote October activities. By circulating promotional teasers one 

month in advance of the launch, the elderly had more time to consider the campaign message before 

making habitual changes the following month. One approach we took to ensure the campaign 

message got out was to use as many promotional streams as possible.  Below is a compilation of the 

types of promotion undertaken.  

- Promotional teaser in the North Taranaki Mid-Week, Ōpunake and Coastal news, and the 

South Taranaki Star.  

- Tips poster displayed at Puke Ariki library, Stratford library and the South Taranaki district 

libraries. 

- Poster with 10 tips of ways to encourage social and community connectedness was circulated 

around partners and community groups e.g. Safe Communities, Mahia Mai and Coastal Health 

Care. 

- 10 individual tips with captions were posted each week of October on NPiS Facebook page. 

- Posters at the Stratford International Day of the Older Person’s event, Community Expo and 

the Ageing Forum. 

- Radio announcement on Moore FM and Spring Back discussion on Access Radio 

- LinkedIn post  

Spring Back promotional material was distributed far and wide throughout the community.  An email 

group consisting of WHO Age Friendly partners and many community organisations were sent a copy 
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of the poster (Appendix I) and the logo (Appendix II). Additionally, the partners received a 

promotional teaser template (Appendix III) that they could manipulate slightly to include their 

organisation’s name and then publish in their monthly newsletters. All of the recipients were then 

asked to internally print and display the posters on their noticeboards and distribute through their 

personal and professional networks to promote the message.  

The promotion of the campaign was delivered in person to community groups. As part of the 

community engagement for Spring Back, the campaign coordinator spoke at the Ōpunake Tainui Day 

Centre programme and the Women’s Club meeting. These face-to-face deliveries informed the elderly 

of Spring Back’s purpose and the rationale behind it, as well as tips on how to get themselves/others 

involved. To support the presentation, the audience were given tips posters to take home and were 

encouraged to share with friends and family.  

Feedback 

Anecdotal feedback was important when determining the impact of Spring Back in the community. 

Although intentionally gathering feedback was not part of the evaluation of the campaign, it is worth 

highlighting the positive outcomes that Spring back has helped to achieve. One scenario where the 

Spring Back campaign has helped emphasises the importance of community connection and social 

interactions to support one’s health. An elderly couple were connected into an active ageing class 

offered by Sport Taranaki to help strengthen their muscles and bones, improve cognition responses 

and social connections. Feedback from the couple about how much they were enjoying the class had 

been passed on anecdotally. The couple have scheduled the session into their diary, put aside some 

spare money for the class and look forward to attending it each week. They enjoy socialising with 

others there and feel physically stronger after attending only a couple of classes. Not only are the 

older couple happy about going, their GP has approved of their actions and believes it was “the best 

thing they could have done for their health”.  

Limitations            

Upon reflection, it became evident that the use of te ao Māori and te reo Māori in Spring Back content 

could have been used more. Ideally, Spring Back content would have been available in both English 

and te reo, therefore being accessible to and inclusive of te ao Māori.  Although offering Māori content 

was a sub-aim of the campaign, this was not achieved. This matter has prompted ideas to invite Māori 

to join the group to ensure that all planning and produced work is culturally inclusive in the context of 

Aotearoa. This idea will be discussed further in the recommendation section below. 
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During the promotion and community engagement phases, there was a misunderstanding among 

community members regarding the campaign’s intent. The confusion was around people thinking that 

Spring Back would hold an event. Although this was clarified when mentioned, it added unnecessary 

confusion. Whether this factor impacted the campaign message or not, is difficult to determine. To 

avoid misunderstandings, the material could be tested on the elderly to gauge their understanding of 

the campaign’s intent.  

Recommendations    

The COVID-19 pandemic has raised awareness of the importance of social and community connections 

for achieving good health and wellbeing and has highlighted the need for more community-led 

initiatives such as Spring Back to grow and continue.  

The continuity of Spring Back should be considered by group partners.  

• Spring Back has the potential to become an annual campaign in Taranaki aligned with the 

International Day of the Older Person. The current resources could be utilised for the following 

year and the years to come.  

• The resources could be tweaked so that they are used by partner groups all year round 

In line with the limitations mentioned above, one recommendation that would benefit the group 

members and the community, is to invite a Māori champion to the group meetings. Increasing the 

diversity in perspectives and having a strong advocate/representative for Māori voice is important to 

ensure we are carrying out our obligations under Te tiriti o Waitangi.  For instance, this could 

potentially look like inviting a community-based employee from Tui ora or Mahia Mai to join the 

group. While having a Māori champion would be incredibly beneficial to the community and the future 

projects delivered, there are alternative ways to ensure content in te reo Māori. The group could 

commission a translator at Te Wananga o Aotearoa to translate the texts for promotional content 

from English into te reo Māori.  

In regards to the campaign clarity that was discussed during the limitation section, one 

recommendation that could increase the effectiveness of the campaign material in the future, would 

be to include further testing of material on the elderly/kaumātua. The purpose of this action is to 

ensure that the elderly have a clear understanding of the campaign’s intent to avoid any unnecessary 

confusion. Ideally, the testing would take place prior to the use of the material being utilised in the 

future.  
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[Appendix I]                                   [Appendix II] 

                   

[Appendix III]                                  [Appendix IV]  
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[Appendix V] 

 

[Appendix VI] 
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[Appendix VII] 
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