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Over the next few 
minutes, I will

• Give you my perspective as DPH in 
Hull 

• Consider how we reframe the issues 
to counter commercial discourse

• Provide a couple of examples at YH 
level of good practice

• Finally some reflections on actions 
we can take at Place and at regional 
level. 



Why all this matters for Hull
• Health harms from commercially marketed 

products have a legacy of harm that has continued 
for generations 

• Prevalence of smoking 26% (over 1/3 in manual 
occupations- a consequence of marketing as symbol 
of masculinity and then of female emancipation

• Smoking contributes to massive inequalities in life 
expectancy and healthy life expectancy, increased 
financial insecurity and impacts enormously, on our 
economy 

• Tobacco companies continue to frame their product 
to undermine public trust in public health 
messaging and protect future revenue

• Strategies not unique to Tobacco



Why is it that, while we 
know it’s the big 
population level 
interventions that have 
the biggest impact we 
have a tendency to drift 
back to implement 
individual ‘lifestyle’ 
behavioural 
interventions?



Framing the Narrative- “a matter of life and 
death” (Health Foundation)
Stick to your story (not theirs) 

Don’t engage with opposition arguments or myths. What you fight you 
feed. Instead tell your values-based story.

Focus on industry behaviours not individual behaviours 

One way to shift blame away from individuals and towards harmful 
industries, is to position industry as the central actor in our messaging 
as much as possible.

Frame government as the solution (not industry)

It’s the role of industry to maximise their profits, but it’s the role of 
government to set the rules by which they operate. If we want industry 
to cause less harm, then it’s the role of government and regulatory 
bodies to make sure that happens



The Narrative- commercial activists 
shaping how health issues are framed
We’re concerned Britons are drinking more during lockdowns.

We’re concerned the alcohol industry has ramped up marketing 
during lockdowns. 

Nobody wants unhealthy industries that profit from products such 
as alcohol and junk food to sponsor sport. 

Nobody wants harmful industries that profit from products such 
as alcohol and junk food to sponsor sport. 

Sadly, we’re not surprised the gambling industry is trying to 
undermine these common sense regulations. 

Sadly, we’re not surprised the gambling industry is trying to 
undermine these common sense protections.

Healthy persuasion, VicHealth 2020



Examples of action from YHDPH 
• Breathe 2025 -On limited budget made a huge 

difference on tobacco harm

• Prioritised action on commercial determinants 
including Gambling, harmful food and alcohol 

• Held the first UK summit on commercial 
determinants hosted by YHADPH in 2022

• OHID, YHADPH and School of Public Health -
Working with ASH, obesity alliance and alcohol 
health alliance to align our actions and frame the 
narrative to influence policy makers



Some things to 
consider?

How do we galvanise a social movement 
beyond public health- Westminster more 
likely to act if local voices are strong 

Continued narrative of individual lifestyle and 
personal choices plays into commercial 
company's hands

Lobbying for legislative powers that assist us 
in further restricting advertising in place

Potential of Health Disparities White Paper

Harnessing collective voice of Integrated Care 
Boards and Partnership's 


