CAMPAIGN EVALUATION SHOWS INCREASE IN AWARENESS
OF SIGNS OF STROKE
PRESS RELEASE
The Stroke F.A.S.T campaign is a partnership between Ministry of Health, Te Hiringa Hauora |
Health Promotion Agency, and the Stroke Foundation NZ. Internationally renowned, the F.A.S.T
mnemonic helps people recognise the key signs of stroke, and prompts people to call 111
immediately.
F.A.S.T stands for:
•

F – Face drooping

•

A – Arm weakness

•

S – Speech difficulty

•

T – Take action

This evaluation highlights the long term impact of the successive campaigns, run since 2016. The
St John Ambulance Service data from 111 calls has demonstrated the impact of consecutive
campaigns, with an increase in the number of 111 calls for suspected stroke, and the average
number of daily calls has increased over time. This analysis indicates the increase in calls is likely
due to the impact of successive national campaigns, rather than an underlying positive trend over
time.
This evaluation shows the effectiveness of the campaign, particularly around the increasing
awareness of signs of stroke for Pacific peoples. The increased awareness of the signs of stroke
promoted in the F.A.S.T message is now similar for Māori, Pacific peoples, and non-Māori/nonPacific respondents. There is still a need to improve awareness that any one of the key signs of
stroke is required to call 111, as 41% of survey respondents still believe more than one sign is
required, or are unsure.
Jo Lambert, CEO of Stroke Foundation NZ says seeing that the campaign has boosted awareness
of the signs of stroke for Māori and Pacific communities is a huge win in the fight against health
inequity.
“Our Māori and Pacific communities experience more severe strokes and at a younger age than
NZ Europeans, and therefore live with the impacts for longer. Time really is of the essence when it
comes to limiting the effects of stroke, and so getting to hospital as soon as someone recognises
the signs of stroke is absolutely critical. Knowing and acting on F.A.S.T really does save lives.
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This campaign used a story-telling approach and the primary audiences were those within
proximity to at-risk Māori and Pacific peoples aged 40 to 65-years-old, and priority DHB regions:
Northland, Counties Manukau, Waikato, Lakes, Tairāwhiti and Whanganui.
For further information or comment contact Nicole Adamson, Senior Communications
Advisor, Te Hiringa Hauora n.adamson@hpa.org.nz
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