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About Farmstrong )

Farmstrong is a rural wellbeing programme for farmers
and growers to help them Live Well to Farm Well. Our
aimis to help farmers, their teams and families stay in
great shape and get more out of life and work.

Why does NZ need a rural wellbeing
programme?

The ups and downs of farming present many challenges to the
wellbeing of rural communities. Farmers and growers told us

that they have systems in place to look after their land, stock and
equipment, but not much to help themselves to stay in good shape.

How does Farmstrong help?

Farmstrong launched on 3 June 2015 to share practical ways to
improve wellbeing on the farm. Farmstrong:

shares relevant research and science for improving health
and wellbeing on the farm

supports and creates events, tools and resources that help

farmers, employees and farming families make improvements ¥4

assists farmers to share what works for them with other

tracks how we are doing and shows areas where we are
making progress
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When Farmstrong was just an idea we listened to over
400 farmers and growers about what the biggest
challenges and barriers were to their wellbeing. 47%
said the biggest challenge was getting time off the
farm to achieve a work-life balance.

We also asked what topics they were most interested

in to improve their wellbeing.

35% wanted to know how to manage

tiredness and fatigue

all the time.

‘ 9% how to stop worrying about work

31% how to manage stress

’ 34% how to get the best out of

employees

Other things
farmers told us

Farmers said they were keen to
discover the practical things that
other farmers did, so they could
see if they would work for them.
They also said that we needed to
be online and at the events that
farmers are already going to.

What we ma

These insights shaped w
supported in our first year. These w
a website and social media platforms
to share online information and
farmer stories, tools and resources.
We attended national and regional
agricultural events and partnered
with a rural music and comedy tour
to give farming families a break. We
also launched two key initiatives: the
Farmstrong Challenge and Healthy
Thinking workshops.




The core idea behind
Farmstrong

Farmers and growers are the most
important asset on the farm. Investing
in your wellbeing, so you have some to
draw on during challenging times, helps
you to farm well during the ups and
downs. If you don’t take time off for
wellness, you will eventually be forced to
take time out for illness.
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IfI don’t look-after myself, Lean’t look

- AR

after my-family, ourteam our farm.

How can you do this?

Small, daily habits such as having breaks
and time off, sleeping well, eating well,
spending time with family and friends,
physical movement and exercise and
using healthy thinking strategies to deal
with difficult situations, all collectively
contribute to increase your wellbeing.
Every bit helps. Farmstrong can help you
find out the things you need to work on
and what works best for you.

Acknowledgements
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We bS | te farmstrong.co.nz

We averaged 1,000 new visitors to
the website each week, with a
total of 51,451 visitors during

the year. On average people spent

1 min 22 seconds on the site with NEW VISITORS EACH WEEK

22% being repeat visitors.

o | | HEAR MORE

The most regularly visited pages were
‘Are you sleep deprived?’, “Farmstrong
Challenge” and “Committing to get fit'.

2,452 people spent 5 minutes or

more on the Farmstrong website. VISITORS DURING THE YEAR

£ £ !'ve used strategies from £ £ The website has given
the website to help others us discussion points as
In our community and a couple to make sure
as a starting point for a that we are looking
conversation with some afterourselves. 959
people that | normally
wouldn’t have had. 33
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. - £ € Being good at social media
O C l a e l a means their messages
e and timely reminders are
A key part of Farmstrong is building two-way

conversation with farmers and their families using social accessible and easy to
media. Activities on Facebook and Twitter include regular share. Go Fa rmstrong! I , ,
reminders, competitions and giveaways for Farmstrong

events and merchandise, question and answer sessions

to shape the development of Farmstrong resources and

quick tips on key topics such as healthy thinking, taking

breaks, exercise and sleeping.

g5 Like

£ £ Farmstrong helps people
talk about these things and
realise they are not alonein
any of the struggles they're
having out there. 33
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Farmstrong has

6,205

FACEBOOK FANS

Facebook posts are great.

Facebook Promoted Posts

1,101

TWITTER FOLLOWERS

= Farmstrong

Whether he's on the farm or field, Sam is keen
to share his strategies on managing pressure &
ooking after yourself

Top mention eamed 140 engagements

‘ Tim Parsons

@Farmstrong_NZ time to get off farm and
clear head. With @Fonterra watching on
pic.twitter.com/w7VQGQnNkIX

LE
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Resources

Farmers stories on the practical things
that work, a bit on the science of wellbeing
and why it is important, plus a practical
self-check tool, underpin our approach to
producing Farmstrong resources.

P ANRTITH e

The following resources were produced
and can be viewed and downloaded from
Farmstrong.co.nz.

« Printresources on “Give Yourself a
Break” and “Sleep Well”

« Podcast answering farmers questions
onsleep

« Five farmer video stories on what they
do to keep in good shape

« Two topic videos on “Give Yourself a
break” and “Focus on Fitness”

« Fivevideos on Healthy Thinking (an
online teaching resource)

« Print material from the Healthy
Thinking workshops

« Onevideo on “Knowing Your Numbers’
about health checks.

ysTRONG

SLEEP WELL

'’
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Workshops

Being able to manage your emotions, particularly
with the ups and downs of farming, is a skill that
can be learnt.

Farmstrong, in partnership with Dr Tom Mulholland
from the Healthy Thinking Institute, rolled out a
series of workshops around the country to share
tools that can be used on the farm to help you be a
healthy thinker.

In total 31 workshops were attended by 1,122
farmers, growers and rural professionals.

23 were between 2-3 hours,
attended by 962.

8 were two-day workshops attended by
160 farmers, many of whom went on

to become local supporters sharing
Farmstrong messages, tools and
resources with other farmers.
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THE FARMSTRONG CHALLENGE

11 Farmstrong and Fit4Farming have helped my dad become
a happier person and | am very thankful for all their help. 33

| Sl
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L MR T £E cyclingand exercise
SORAT helps with making
decnsron&on the farm. ,,

=

.‘_r"?;-u‘h&
o : \"HLF 4‘,.

£ EThe bigbenefit of
being fitand active is
thatitclears the mind. 78 =
When I'm out riding,
| have time to think
about what | want to
achieve. It gives you
afreshoutlook. 99
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The aim of the Farmstrong Challenge
was to encourage as many rural New
Zealanders as possible to become
active by walking, running or cycling.
We invited people to pledge and
record their kilometres over a 12
month period.

The Challenge collectively achieved
1,003 people travelling 633,216
kilometres. Many joined one of the
105 teams created as part of the
Challenge. The Fit4Farming team,
a core group of 20 famers led by

lan Handcock cycled for 16 days
from Ngatea in the North Island

to Invercargil in the South. Riders
joined them along the way including
at the six event days they hosted
where over 600 famers and their
families participated in walk, run and
cycle events.

The idea for the Challenge and the
rural cycle tour came about through
a partnership between Farmstrong
and Fit4Farming.

£ £ We implemented a team exercise programme.
Everybody has joined in and | believe mentally we're
seeing better coping with this ongoing drought. 35

£ £ They have motivated
me to exercise more
regularly which takes my
mind off work stress. 39
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Field Days

We took Farmstrong to where farmers go. The various field days attended were: Mystery Creek (2015
and 2016), Canterbury A&P Show, (2015), Southern Agricultural Field Days (2016 Waimumu, near

Gore), Central Districts Field Days (2016 Fielding) and the Northland Field Days, (2016 Dargaville)
LD ]

—— o

£ £ Atthe event days people share their stories and talk about the issues on their At National Fieldays:

mind. It helps them open up. We've all got a story to tell and the more we . 376 people competed in the
connect with others, the easier it is to manage stress and fatigue. § § two-minute cycle challenge
SarHER — " [— « 70 took up the opportunity to
l B ' ' get a health check (48 men and
22 women)

Each person was given advice
and a copy of their results to
pass on to their doctor

485 played Mindball

462 received a 10-minute neck
and shoulder massage.
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I = 5 9 .
' O | ' l y O u r £ £ Top class show. The comedy hit
the nail on the head with these

Our messages of taking ti DONT|

connecting with others a vmg alaugh il country people. Bloody good. 33
came to life through our sponsorships

of musician Mel Parsons with actors

Amelia. Dunbar and EmmaNewbornwhe

transformed working woolsheds into

show spaces for an unforgettablw ‘ : It was alovelymixture
music and comedy in the.countr i of reallyggood music

22 woolshed shows across the South % | and comedy. Coming
Island were attended by 3,150. to awoolshed and

seeing a show like this
was good fun.

. DOUBLE BILL SHOW 016
TOUR%W
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Media Coverage g

30 media outlets and publications ran 659
Farmstrong stories in TV, radio and print.
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Impact results first year

Within five months of launching 32% of farmers had €€ The Farmstrong message is vital. It gets

recall of Farmstrong and our messages (random - AR

telephone survey of 400 farmers Nov 2015) people talkmg_ andthinking. Y_OU need that
strong commitment to keeping yourself well

Farmers and Growers PartiCipation Rates because the farming environment can be

In our first year, around 5,500 farmers and growers bloody challenging ,,
participated in Farmstrong. '

YEAR ONE IMPACT

£ £ Now | use the Arandom survey offaimiownersiand growers J Farmstrong uses a Results-Based

A Results-Based Approach

. revealed that those who participated in o
Hea |thy Thinki ﬂg Farmstrong had higher levels of improvement Accountability Framework to report

toolsin my day- in their “ability to cope with the ups and downs on progress. This 'S_de8|gned t(?

: of farming” compared to those who hadn’t. measure the quantity and quality of
to-day farming On average there was 38% improvement for the work done and the impact it had,
activities. It helps Farmstrong participants. so we can tell if farmers, their teams

me deal with Results also showed that the more you participated and families are better off.

in Farmstrong, the more you benefited. In a

thiﬂgS and move four month, post-workshop, follow-up, 71% of
on to the next farmers who attendgd a two-day Hgalﬂthy jl'hln.k.mg
workshop reported improvements in “their ability >

chal Ienge. , , to cope with the ups and downs of farming.” This
was almost 50% higher than a random sample of
farmers answering the same question.
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CONTINUES

After doing the workshop
| came back and passed
on the tools to the guys
who work here. It gives
you the knowledge to
talk about these things in
a roadside conversation.

Excellent concept. It has
made a huge impact on
our family life. Have had
arenewed enthusiasm in
farming since completing
the Farmstrong Healthy
Thinking workshop.

Farmer to Farmer

Farmers who attended
the two-day workshop,
in a four month follow-
up survey, reported You have better
sharing Farmstrong relationships with the
and Healthy Thinking | people you work with and
messages-with 3,800 - S - you find you are actually
other people. : - I listening to them rather
than barking at them.
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Plans for our next 12 months

Increase our reach in rural communities through , : : )
resources featuring new Farmstrong Ambassador Sam “ 've been rea”y |m|oressed with what Farmstrong S

Whitelock. achieved in its first year, so when the opportunity
Continue to share practical tips, advice and farmer . . .
stories, distributed via web, social, print and news Came up fOI’ me to get Involved | Jumped atIt. ,,

media.

call to action to “find out what works for you and lock it in”,
visit Farmstrong.org.nz

+  Wewillalso grow participation in Farmstrong via
promotions and competitions such as “win Sam for
day” or ‘tickets to the North Island rural comedy tour”.
Drawing on the science of wellbeing produce tools
and resources on topics that farmers and growers
are interested in and that are relevant to the farming -
calendar
Share our tools and resources at National and Regional
Field Days and rural forums
Support community initiatives that increase social
connection, physical activity and time off
Seek interest for Healthy Thinking and other topic
workshops
Explore opportunities with potential partners to
collaborate
Continue to track and measure progress using
Farmstrongs nine wellbeing dashboard measures

e

Keep interested parties up to date through a bi-
“ o
‘_.r

"=

i
monthly e-newsletter.
Central to all our coommunications will be our invitation and

L
L

{
A
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