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Fit for Live Program 
Background 

• Started in 1995 

• Operating in 5-year periods: 
1995-1999, 2000-2004, 2005-
2009, 2010-2014 

• Main funders: the Ministry of 
Education and Culture, and 
the Ministry of Social Affairs 
and Health 

• Government Resolution on 
development guidelines for 
health-enhancing physical 
activity and nutrition (2008) 

• Government Resolution on 
policies promoting sport and 
physical activity (2009) 

• Government policy program for 
health promotion (2008) 

 

 



Fit for Live Program 

Toward goal 

Government policies 

Themes for KKI 

 sedentary middle-aged men 

 physical activity and healthy 
diet 

 Supportive environment for 
daily physical activity 

 

 

ACTIONS 

Create easily accessible exercise  

services and environment near 

people 

 

 

MAIN GOAL 

Activate and help adult  

population to start physically  

active way of life 



Target population of KKI 

• Sedentary adults 40 - 
65 years old 

• Adventures of Joe 
Finn, campaign for 
men: 30 - 60 -years  

 



15,5 % 

12 % 

18,5 % 

5,4 % 

37,3 % 

11,4 % 

Health enhancing physical activity  among 15-64-year-old Finns (%) 
Tommi Vasankari, UKK-Institute, 2011 

No regular 
physical 
activity 

 l 

Only slow 
intensity 

aerobic PA 
verkkaista 

 

Moderate or 
vigorous aerobic 
PA and or muscle 
strength training, 
but not enough  

At least 2 d/week muscle 
strength training, not 
enough aerobic PAä 

 

Sufficiently aerobic 
PA, not enough 
muscle strength 

training 

 
Sufficiently (according to 

recommendations) 
aerobic PA and muscle strength training 

 

 National Institute for Health and Wellfare, Finland, 2009, and weekly Physical Activity Pie by UKK Institute, 2009   
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Framework 

RESEARCH 

Basis for the  
operations 

Basis for the political decisions 

 Fit For Life 

Basis for the  
operations 

POLICY 



Fit for Life Program (KKI) 
 

• Creates permanent physical activity services which are 
easily accessible for beginners by funding local projects 
 

 Delivers financial support to local projects twice a year 

 Has started and funded over 800 local projects 

 Guided group exersice, starter courses, fitness guidance etc. 

• Creates tailored physical activity campaigns 

– Promotes PA and healthy lifestyle in adults in different needs 

– Provides support, such as materials, TV-programs 

• Combines health promotion and creation of supportive 
environment 

• Increases, and encourages local and regional 
networking 

• Educational opportunities for professionals: Regional 
seminars and symposium days  

 
 

 



Fit for Life Program (KKI) 

KKI network 

Regional office of Finnish  
Sports Federation 
 

KKI office 

Rovaniemi 

Oulu 

Kokkola 
Kajaani 

Seinäjoki 
Jyväskylä 

Kuopio 
Joensuu 

Turku 

Tampere Mikkeli 

Lahti 

Pori 

Imatra 

Kouvola 

Helsinki 



Networking 

• Regional offices of Finnish 
Sports Federation 

• The Finnish Diabetes 
Association 

• Finnish Heart  Association 

• Finnish Rheumatism 
Association 

• Finnish Respiratory 
Association 

•  Finnish Institute of 
Occupational Health 

• Etc 

 

• Ministries 

• NGOs 

• Municipal service 
departments 

• Basic health care 

• Occupational health care  

• Public and private 
organisations 

• Sport clubs 

• Research  centers 

• Educational institutions 

 



 

ADVENTURES OF 
JOE FINN 

CAMPAIGN 
 

 



ADVENTURES OF  JOE FINN CAMPAIGN 

AIMS 

FOR MEN 

 To activate 30 – 60 years old men towards 
regular physical activity and towards healthy 
life-style  

 To provide possibilites and solutions for 
men for their daily living  

AT LOCAL LEVEL 

 To create and increase cross-sectoral 
collaboration in municipalities 

 To improve physical activity counselling and PA 
services for men 

FOR NATIONAL MEDIA 

 To increase publicity 

 

 



ADVENTURES OF JOE 
FINN CAMPAIGN’S 

Style and spirit 

• A low treshold to start 
exercise 

• Even minor physical activity 
is worthwhile 

• Solution focused 

• Manly fashioned 

• The fun and adventure-
aspect are emphazized 
rather than health aspects 



 
Adventures of Joe Finn - 

National campaign partners 



ADVENTURES OF JOE FINN CAMPAIGN 

WHY? 

Nearly 650,000 of 
men should improve 
their physical activity 
and/ or eating habits 

Overweight: 58 % of 
men BMI > 25 kg/m2  

Freetime physical 
activity: 47% of men, 
less than 3 time per 
week 

 
(National Institute for Health and 
Wellfare, Finland: Health 
Behaviour and Health among the 
Finnish Adult Population, Spring 
2010) 

 



 

The biggest difference in Finland 

Men aged 30–59 by socioeconomic group in some European countries 1991–95. 

15 
Mackenbach J. et al.., Int J Epid 2003; 32:830-837 
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ADVENTURES OF JOE FINN 
CAMPAIGN 2010-2011 

SPORT AND HEALTH 
SECTOR: 

Training seminars 2010 

 

 

 

FOR MEN: 

Adventures of Joe Finn 
Lorry Tour 2011 

 

• Building the nationwide campaign 

• Cooperation aiming for health promotion for men 

– Adventures of Joe Finn fitness lorry tour 2011 

– Recruitment channels for men 

• Endorse regional and local cooperation 

– Economical support for projects 

– Physical activity counselling 

• Tools to activate men: www.suomimies.fi, Material 
i.e. a booklet, Fitness tests for men 

 

 

• Communication campaign: TV-series, materials, ads, 
media publicity 

• Local actions aimed for men:  

– PA courses, Physical acitivity counselling 

– KKI projects aimed for men 

• Joe Finn fitness tests 

• Netpage www.suomimies.fi 
 

http://www.suomimies.fi/
http://www.suomimies.fi/


Seminar Tour 2010 

for sport and health 
sector  
 Themes 

• Motivation 
• Nutrition 
• Fitness tests for men  
• Physical activity counselling 
 

 
 

• 19 seminars 
• 1,405 participants 

 41 % social and health 
sector 
 28 % sport sector 

 

    



Adventures of Joe Finn Campaign 2011 
LORRY TOUR     ALTOGETHER 30 EVENTS FOR MEN 
 
Mobile fitness test laboratory – Polar fitness test (heart rate and heart rate 
variability), body composition, hand-grip force, feedback 
 
Actions from partners and local service provides – physical activity 
demonstrations, information about physical activity services, health fitness 
tests, information of healthy diet 
 



Joe Finn Fitness 

tests 

Polar fitness test 

Body composition  

Inbody 720 
 

Hand-grip 
power 
 

. 

• No sweating 
• No humiliation 

• EASY  

Lorry tour 2011:  

10 100 tested men  

 



 Joe Finn Events in towns (18) 

 ACTIONS FROM 
PARTNERS AND 
LOCAL SERVICE 
 

 physical activity 
demonstrations 

 Information about 
physical activity 
services 

 health fitness tests 

 information of 
healthy diet 



Joe Finn Events at Gas Stations (11) 
Target groups: professional vehicle drivers,  men 
stopping at gas station, local men 

  Fitness tests and feedback. In addition, healthy diet guidance by Frisky at vehicle wheel project by 
Finnish Institute of Occupational Health  



RECRUITEMENT CHANNELS 

 MAIN PARTNER OF KKI FOR THE CAMPAIGN 

 A mutual employment pension insurance company, Etera: 

 recruited employees as clients for lorry tour events             

 workers participated the event during their working hours 



 
 

SUPPORTING ELEMENTS 

• Website www.suomimies.fi 

• TV 

• Materials 

• Economical support 
– Funding of local projects by KKI 

– Several development projects for 
Joe Finn 

 

 

ADVENTURES OF JOE FINN 

CAMPAIGN 

http://www.suomimies.fi/


MARKETING AND 
COMMUNICATION CHANNELS 

 www.suomimies.fi, bulletins, 
brochures, training seminar tour, 
events, the truck 

 Brochures for partners of local 
events 

 Main nation wide tabloid and 
magazine; Ilta-Sanomat, Veikkaaja 

 Local advertising: Digital screens, 
Ilta-Sanomat website, newspaper 
advertisements, banderols, posters 

 Magazines for farmers 
 Media connections of the network 
 Social media 
 Personal contacts 

 
 

 

 

http://www.suomimies.fi/


AWARENESS OF THE 
CAMPAIGN, TNS gallup 

 Phone interviews in 
nine event towns 
for 1,400 men (in May 

2011) 

 1/3 had noticed/ 
heart either of the 
campaign or the 
truck tour 

 9/10 considered 
the  campaign as 
useful 

 

 







 

















IMPORTANT 
MESSAGES 

Government support           
broad accceptance 

 

Government policies 
specific themes 

 

Specified target groups 

 tailoring for target 
groups 

 

Focused financial funding 

Strong networking in all 
levels and areas 

 Cross-sectoral work 



 



 Joe Finn Campaign  



Campaign: Carpe diem / 
Take the chance 

 Nationwide promotion 
including physical activity 
and dietary habits since 
2005 

 Guide booklet: Take the 
chance about physical 
activity and dietary habits 
 Delivery 400,000 

 

Local activities 

 public and private 
establishment in 
communities 

 

 

The WHO Counteracting  

Obesity Award 2006 

 

 



Take the chance campaign 2009 
 

 Promote 

 Regional tours 

 Material for sport 
and health sector 

 

 Increase 
cooperation 

Permanent local 
activities within 
different sectors 

 Increase awareness 
and knowledge 

 Inspire 
professionals 

 


