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The health communication campaign 
“Mamma Beve Bimbo Beve” (Mummy Drinks Baby Drinks).

A communication plan to raise awareness of FASD in Italy



• In Italy alcoholic beverages, especially wine, have 
an important economic and cultural connotation. 
Currently about 60% of women of child-bearing 
age drink alcoholic beverages, at least occasionally 
(Italian National Institute of Statistics, 2011)

• In Italy, a recent prospective study to evaluate FAS 
and FASD in school-aged children has estimated a 
prevalence of FAS between 4.0 and 12.0 cases per 
1000, and between 23.1 and 62.6 per 1000 of FASD
(May AP, Fiorentino D, Coriale G et al.. Prevalence of children with severe Fetal Alcohol Spectrum 
Disorders in Communities near Rome, Italy: new estimated rates are higher than previous estimates. 
Int J Environ Res Public Health. 2011; 8: 2331-51)



In May 2010 the Italian 
Local Health Authority of Treviso (Veneto Region) 

launched the health communication campaign 
“Mamma Beve, Bimbo Beve” 

(“Mummy Drinks, Baby Drinks”) 



The 
Local Health
Authority 
of Treviso 
area (over 400 000 inhabitants) 



Prosecco hills around Treviso, Italy

Why the “Mamma Beve Bimbo 
Beve” campaign?



THE  STRATEGY

A multilevel approach

 Levels of knowledge
 Opinions
 Behaviours

RESEARCH INFORMATION 
AND EDUCATION 

 Social marketing 
 Training the trainers
 Implementation of public 

and private networks

Target: local community and professionals involved in FASD prevention
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2009
RESEARCH



Health concerns:
1 - alcohol use among young women
2 - positive attitudes towards alcohol use

during pregnancy



1 - Alcohol consumption among young women

In 2009 we investigated alcohol use habits in a sample 
of 344 driving school students in the Treviso area: 134 
were women aged 19-20 years

Results of the survey:
 89% of women aged 19-20 years drank alcoholic

beverages
 49% sometimes took 6 or more drinks in one

occasion (“binge drinking”)

 29% were at risk for alcohol use (total AUDIT-C test score 
>=4)

(Reference: Bazzo S. [Fetal Alcohol Spectrum Disorder (FASD): a prevention project targeted to healthcare
professionals, young people and pregnant women]. PhD Thesis, 2011. http://hdl.handle.net/10077/4491)



2 - Positive attitudes towards alcohol use 
during pregnancy

Survey on opinions and attitudes of health care professionals
working in pregnancy and child care services of the Local
Health Unit (n=380), of family physicians and pediatricians
(n=135). Years 2009-2010

 One out of four thought that a woman can drink alcohol
daily during pregnancy

 26% of midwives, 12% of physicians of the Local Health
Unit, 14% of general pratictionners and family 
pediatricians suggested to abstain from alcohol
consumption during pregnancy

References:
- Bazzo S, Riscica P, Battistella G et al.. [Alcohol use during pregnancy and breastfeeding: opinions and experiences

of general practitioners and pediatricians in the Local Health Unit 9 of Treviso (Veneto Region)]. Alcologia. 2012; 
14: 21-28 

- Bazzo S, Riscica P, Battistella G et al.. [Alcohol use during pregnancy and breastfeeding: opinions and experiences
of healthcare professionals working in the Local Health Unit 9 of Treviso (Veneto Region)]. Alcologia. 2011; 12: 28-
34 



2010
AWARENESS



The “Mamma Beve, Bimbo 
Beve” campaign (2010)

Strategy: social  marketing
Context: community
Aim: raising awareness of the 
effects of alcohol use during
pregnancy



Target: mothers and potential mothers + family  members

Objective: efficacy of the message for all ages (primarily 
20-40 years old)



Distribution: targeted, pre-pregnancy and general

Starting budget of communication: 0€





The campaign



THE BUZZ OF THE WEB



2011
MAINTENANCE
OF AWARENESS
(heading to empowerment)



Facts
No money from the health system…
Strong network of partners

Develop a strategy

Actions
Local testimonial: comedians, sportsmen

SHORT MOVIE about alcohol during  
pregnancy involving the citizens of Treviso











Training of healthcare professionals on 
FASD

PhD Thesis University of Trieste:
“Fetal Alcohol Spectrum Disorder (FASD): 
A prevention project targeted to health 
professionals, young people, pregnant 
women“  (S. Bazzo)



2011-2012
EVALUATION
and PUBLICATIONS



Prevention program 2010-2012 “GENITORI PIU’" (Veneto Region)

Implementation of a guideline for healthcare professionals on alcohol and 
pregnancy



EVALUATION:

Sample: 690 parents

84% of the sample remembered
the image

93% remembered the health 
message driven by the image

55% of those who have already 
seen the picture said that it 
suggests at least one of the two 
behaviors recommended by the 
campaign

Communicative efficacy

Reference: Bazzo S, et al. Evaluation of the Impact 
of the Image Used in a Communication Campaign to 
Raise Awareness about the Effects of Alcohol Use 
During Pregnancy. Alcohol Alcohol 2012; 47 (6): 
657-662.



2012
EMPOWERMENT



COMMUNICATION
Facts
No money from the health system… !!!!
Facebook profile
New sponsor and partners
Empowerment of the local community

Actions
From shock to involvement
Integrated communication
Connect territory with the Web
Give a role to the citizen: ambassador



The 
child at 

the 
center

The citizens 
become the 

ambassadors of the 
message

EMPOWERMENT!

Edutainment
event in the 
territory to 
personally 
involve the 

citizen

Costs covered 
by SPONSORS

Social 
marketing



How to communicate to the target?
contact within the context
multichannel tools
cause - related marketing
Teasing video



DISCOTEQUE

WEB PAGE/ACTION PAGE

CINEMA

SOCIAL MEDIA 



DELIVERING EMPOWERMENT: THE VIRAL ACTION



Take a nice photo with 
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Upload it at 
www.mamaday.it

and become

ambassador



Then come to the M’Ama Day in a Cabaret event  



to decide the winner, have fun and be protagonist in 
the video testimoniance!



The 
“project”The 

sponsor

The Best local
ambassador

The “most 
important”

Photo Summary: endorsement and empowerment



Facts
No money from the health system… !!!!
Continue the empowerment process

Actions
Local TV appaerance
Using spot video
Social media campaign
Give a role to the citizen: ambassador
Zero budget action

FASD AWARENESS DAY 

9-09-2012, 9-09-2013



FASD AWARENESS DAY 
9-09-2012, 9-09-2013

TV

SOCIAL MEDIA



If your company had no money for that,
do you have a magic wand???

No, luckily we have a social marketing
system



Communication 
Agency

Visual

Event’s and 
video ‘s support

Discoteques’  union

Bars‘  union
Commerce ‘s union Scientific partners

Institutions
City hall
Province
Veneto Region

Health Ministery’s 
project

SPONSORS & PARTNERS 2012

Economic  sponsor



SPONSORS & PARTNERS 2011



SPONSORS & PARTNERS 2010
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Range   of 
message

WHAT WE HAVE LEARNT  
FROM THIS EXPERIENCE?
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PhD Thesis

… and 
now?





C = n (n-1) / 2 

n=10 C=45

n=50 C=1225

n=100 C=4950

n=1000 C=499500

(http://www.mrexcel.com/forum/showthread.php?t=69118)

If organized:

Awareness 

Involvement

Personal 
communication 

Low budget action

The NETWORK EFFECT



Contacts

Project

www.mammabevebimbobeve.it

www.facebook.com/mammabevebimbobeve

@mamadayTV

http://www.youtube.com/mammabevebimbobeve

sefania.bazzo@gmail.com
fmarini@ulss.tv.it

Thank you!
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