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Every Moment Matters



National Pre-Post Campaign Survey
Stream 1: General public awareness campaign

Aim: Compare awareness, knowledge, attitudes and behavioural intentions 
relating to alcohol and pregnancy pre-post campaign

Pre-campaign data collection: 
October 2021
N=2,991

Post-campaign data collection:
October 2023
N=3,116



National Pre-Post Campaign Surveys
Method
• Nationally representative sample of the Australian general population 

• Aged 18 years and older

• Probability-based panel
• Panel members were randomly recruited through their landline or mobile 

telephone, not self-selected volunteers. 

• Data are weighted and representative of the Australian population.

• Online or Computer Assisted Telephone Interviewing.
• Average survey length: 16 minutes
• 97% completed survey online



N=3,116

Among all Australians (18+)

Recognised campaign

46%

Campaign Recognition (Post-Campaign)
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Awareness of FASD

There was a significant increase in the proportion of Australians who had heard 
of Fetal Alcohol Spectrum Disorder (FASD) 
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consume alcohol during pregnancy significantly increased

*
* <.05

69%

73%
0% 20% 40% 60% 80% 100%

Pre-campaign

Post-campaign

No safe type of alcohol:

*

68%

74%
0% 20% 40% 60% 80% 100%

Pre-campaign

Post-campaign

No safe time to consume alcohol:

*

Knowledge



Knowledge of the risks of alcohol consumption during pregnancy significantly 
increased

* <.05

Agreement with Campaign Messages
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It is best to abstain from alcohol completely during
pregnancy to protect the health of the baby
Drinking alcohol during pregnancy can damage the
developing brain of a baby

Drinking alcohol during pregnancy can cause lifelong
disabilities for the baby

FASD can be prevented by not drinking any alcohol
from the moment women start trying for a baby
Drinking alcohol during pregnancy can damage the
developing organs of a baby

Women should stop drinking alcohol when trying to
conceive
Any alcohol a pregnant woman drinks passes to the
baby, at every stage of pregnancy
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It is best to abstain from alcohol completely 
during pregnancy to protect the health of the baby

Drinking alcohol during pregnancy can damage the 
developing brain of a baby

Drinking alcohol during pregnancy can cause 
lifelong disabilities for the baby

FASD can be prevented by not drinking any 
alcohol from the moment women start trying

Drinking alcohol during pregnancy can damage the 
developing organs of a baby

Women should stop drinking alcohol when trying 
to conceive

Any alcohol a pregnant woman drinks passes to 
the baby, at every stage of pregnancy



Intentions & Behaviour
Alcohol consumption when trying to conceive

Intention
Among women planning pregnancy in the next two years:

• Significant increase in intention to abstain from alcohol when trying to conceive 
• Would abstain from alcohol:

• Pre-campaign: 34%, Post-campaign (seen campaign): 54% (p=.040)



Intentions & Behaviour
Alcohol consumption when trying to conceive

Intention
Among women planning pregnancy in the next two years:

• Significant increase in intention to abstain from alcohol when trying to conceive 
• Would abstain from alcohol:

• Pre-campaign: 34%, Post-campaign (seen campaign): 54% (p=.040)

Behaviour
Among women who planned their most recent pregnancy:

• Significant increase in abstinence from alcohol when trying to conceive 
• Abstained from alcohol:

• Pre-campaign: 31%, Post-campaign (seen campaign): 58% (p=.014)



Intentions & Behaviour
Alcohol consumption after pregnancy confirmation

Intention
Among women planning pregnancy in the next two years & currently trying to 
conceive:

• No significant change in intention to abstain from alcohol after pregnancy 
confirmation

• Would abstain from alcohol:
• Pre-campaign: 84%, Post-campaign (seen campaign): 87% (p=.608)



Intentions & Behaviour
Alcohol consumption after pregnancy confirmation

Intention
Among women planning pregnancy in the next two years & currently trying to 
conceive:

• No significant change in intention to abstain from alcohol after pregnancy 
confirmation

• Would abstain from alcohol:
• Pre-campaign: 84%, Post-campaign (seen campaign): 87% (p=.608)

Behaviour
Among women who were currently/recently pregnant:

• No significant change in abstinence from alcohol after pregnancy confirmation
• Abstained from alcohol:

• Pre-campaign: 66%, Post-campaign (seen campaign): 80% (p=.082)
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Partners would: 
Support their partner to stop or cut back on their alcohol use during 
pregnancy:

Partner support for alcohol-free pregnancy significantly increased

*

* <.05
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The Every Moment Matters Campaign achieved: 

• Moderate Campaign recognition (46% of general population)
• Higher among Campaign target audiences (65% of women trying to conceive)

• Significant increases in knowledge, behaviour and intention to 
abstain from alcohol when trying to conceive 

• Successfully engaged partners resulting in significant increases in 
partner support for alcohol-free pregnancy

Key Evaluation Outcomes

Thank you
Joanna.Caruso@sahmri.com
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