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In 2012, the Federation created 
the national diabetes prevention 

week to embody its mission 
statement of commitment to 

information, support and 
preventative measures.

In France, diabetes affects 6.13 % of the population,

▪ But estimates put people currently unaware that
they are living with diabetes at around 700 000
individuals.

▪ 4 million people live with diagnosed diabetes in
France.

What are the overarching goals of the 
initiative and the needs it aims to address?



People suffer from a lack of information on the
principal risk-factors increasing the risks of type
2 diabetes.

The lack of information manifests itself in a
couple of ways:

▪ A delay in diagnosis

▪ Discovery of the illness through symptoms, 
rather than through proactive check-ups

▪ Non-compliance with dietary requirements 

National diabetes prevention week

That is why the main objectives are :

▪ To encourage people to adopt prevention 
behaviours, trough healthy diets, physical 
activity 

▪ To increase the knowledge on diabetes 



These last 3 years



The Federation creates toolkits for its local
associations and it is in the field that these
associations meet the general public.

Toolkits



Key 
performance 

indicators

▪ Actions in the field: mobilisation of local associations

and mapping on the website

▪ FINDRISC test and traffic on the contrelediabete website

▪ Press impact, through quantitative and qualitative

impact reports, regional daily press, media

mapping, potential audience, etc

▪ What our social media results are, including posts by

various partners



Is the initiative implemented by the association alone, or conducted in 
collaboration with other stakeholders?

Institutional actors like:

Local communities, including more than 207 
mayor’s offices to relay the campaign.

Our preexisting stakeholders:

The local associations



Takeaways



The main challenges and/or barriers 

▪ Budget management

▪ It is crucial to plan for and anticipate the needs of our network

▪ To be able to adapt to exceptional circumstances

▪ A big question is also how to reach a wider audience, in particular, with social media?



The main opportunities 

▪ How, year after year, we engage with new stakeholders, generating more income for this

just cause.

▪ Our own network (local associations) that makes the success of the campaign.



What are the main results of the 
initiative? 

▪ Making diabetes known by raising awareness because it is important that everyone

understands their individual risk of diabetes

▪ The traffic to the website climbed higher and helped extend the impact of the campaign.

▪ This week optimizes the visibility of risks factors



Suggestions I 
would like to 

share

▪ It’s a big job in terms of logistics between the Federation’s

different teams.

▪ Transparency is crucial. The paper trail and decision-making

process on all ends and for all different concerned parties

must be made clear.

▪ Public relations are extremely important, as positive media

opinion is key.

▪ Budget optimisation is also key, through careful planning

and surveillance.



Contact: 
Alexia Chavet / +331 84 79 21 35

a.charvet@federationdesdiabetiques.org

Merci !
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