Community Care and Development- Assignment 2.

This is a report outlining the work that is essentially needed to be done and the process that is to be followed to produce a highly effective campaign. The Collins dictionary (2019) defines a campaign as an organised and highly planned set of activities that people carry out over a period of time in order to reach change or even broaden recognition whether it be social or political change. There are many types of campaigns that are produced to hit certain target audiences, e.g. campaigns for a younger target audience tent to be on social networking websites.  Kotler (2005) says a target audience is the intended audience or readership of a publication, advertisement, or other messages. In marketing and advertising, it is a particular group of customers within the set target market, identified as the targets or recipients for a particular advertisement or message. In this report it will explain how campaigns are used in different communities. According to The Blackwell Encyclopaedia of Sociology (2007) a community is a social unit, a group of individuals with things in common such as norms, religion, values, characteristics, or identity. Communities can also be decided by the areas individuals live, whether it be a country, village, town, or neighbourhood or in cyber space through communication systems this could be gaming or social media chat rooms. Long-lasting relations that grow beyond direct family ties can also give a sense of community, important to their individuality, practice, and roles in social societies such as family, home, work, government, or as a society on the whole. The report will go on to explain how campaigns effectiveness are measured by looking at the success rate and will finish with recommendations on how campaigns can be improved and become more effective for a higher amount of change in the communities. 

What is the problem? 
Campaigns are needed to raise awareness of situations individuals are going through that are repeated throughout communities. For reference purposes the homeless community as it is a highly known situation, there is a staggering amount of people living on the streets in a number of cities. Shelter (2018) says the definition of homelessness is an individual not having a home. When people think of homelessness they think of people having nowhere to stay and are living on the streets, however you can be identified as homeless even if you have a roof over your head. You can be classed as homeless if you live in a house, but it is not suitable due to stability, if you are sofa surfing (staying with numerous people for a night or two at a time) or if you are squatting (staying without any legal rights). The main purpose of a campaign is to raise awareness, so much awareness that things start to get done to resolve the situation. According to Climate ADAPT (2015) public awareness is majorly important to raise enthusiasm and support, promote self-deployment and action, as well as increase knowledge on local events and resources available. Raising political awareness is important as politicians and makers of policies are in charge of the process of change. Raising awareness needs ways of useful and positive communication to successfully reach the wanted outcome. The main aim for most campaigns is to successfully achieve permanent changes in individuals acts and thought processes. Raising awareness focuses on the knowledge individuals and organisations can receive. The point of all of this is to make sure all local and non-local societies understand the influences these issues have and can take action to respond and change.
A campaign can also introduce active programs that can make change actually happen and heighten how effective the overall outcome is. People respond more to physical interaction rather than verbal or written resources, by going out into communities there is more of a chance people will respond and find interest in the campaign and how it affects them.

How big is the problem? 
By asking individuals and communities about problems that they face day to day or witness would allow statistics to see how big of a problem something is and to decide how effective it would be to create a campaign around those topics. Going back to homelessness, it is basically a norm in most communities. By making a chart and going to area in which it is known homelessness is an issue it would be easy to get the statistics needed to make a campaign. By going out into the homelessness community it would be a good way to receive ideas on how to help and what they need to make sure their quality of life on the streets improve. According to Barcaccia (2013) Quality of life is the overall well-being of individuals and organizations, outlining negative and positive features of life. It observes life satisfaction, including everything from physical health, family, education, employment, wealth, safety, security to freedom, religious beliefs, and the environment.
Homelessness effects all communities. Homeless individuals sometimes ask for money for food or clothes however people stereotype the homeless as substance abusers, unfit and scroungers. According to Oxford (2020) a stereotype is an idea or persona that is widely known and automatically thought of a person or community, for example, young people with a hood up on jacket is up to no good. These stereotypes are not always correct and due to these stereotypes people refuse to help. 

What is currently being done? 
Campaigns are being advertised to people through a number of different sources. Tarver (2019) says campaigns are promoting different products through a variety of types of media, such as television adverts, radio stations, as well as online or physical leaflets. Campaigns can also be advertised, including demonstrations, digital conferences and interactively. Depending on what a campaigns goal is dictates how much advertisement is needed and what the most effective approach would be.
There have been many campaigns that have led to charities being made for the cause. According to Oxford (2020) a charity is an organisation that is set up to help and fund those in need. For the homeless there is a campaign called the food bank. A foodbank is a safe place individuals can go to receive food; the food is collected from various places where people have donated to the campaign. According to The Trussell Trust (2020) there are over 1,200 food bank centres in the network. The services provided by food banks may vary from area to area as they react to the needs of their community to provide help and support to local people in crisis. Food banks rely on the support of local communities to help end hunger. Another organisation that helps the homeless is the Salvation Army. According to BBC (2009) The Salvation Army is a Protestant quantity of the Christian Church with over 1.6 million members in 109 countries. In the UK there are over 800 Salvation Army parishes. The Salvation Army is famous for its work with people who have fallen on hard times: it offers help to the elderly, the young, offenders, drug addicts and disabled people; it provides food and shelter for the homeless and organises and runs food supply centres.
These campaigns and charities have been advertised through television, the way their campaign is, the people that support them receive a sense of pride for helping the people in their community. Most individuals that are supported by these kind of campaigns end up getting their lives back on track then give back to their community. People of todays generation are starting to realise that they could be the ones in need one day and would like people to help them then so they should help those in need now.
Campaigns like the ones previously mentioned have had a big impact that has positively changed people’s attitudes and behaviours. By advertising and giving examples that people can follow easily and effortlessly to make change. Showing what the change in people’s attitudes and behaviours is doing is motivating people to do more, all people really need to make a change is a reason and ways of how to do so. 

What can be done to make change? (1000/800)
Changing individuals’ mind on something that they have been doing for a long time can be tough. To change an individual’s behaviour can not be done by anyone but said individual. There are many theories behind behaviour change and how to change habits. One theory is the Health Belief Module. According to Boskey (2019) The Health Belief Model (HBM) is a instrument that experts have used for many years to try and envisage health behaviours. It was initially developed in the 1950s and further updated in the 1980s. The example is based on the theory that an individual has to be willing to change their health behaviours is mostly due to the following factors:
Perceived Susceptibility- an individual will not change their health behaviours unless they believe that they themselves are at risk.
Perceived Severity- The possibility of a person changing his or her health behaviours to prevent an effect differs on how serious he or she considers the outcome to be.
Perceived Benefits- It is difficult to persuade someone to change a behaviour if there is not an advantage in it for them. People do not want to give up something they enjoy if they do not also get a little in return as a prize.
Perceived Barriers- Some of the major reasons people do not change their health behaviours is because they think it will be too difficult and think they will not have the ability to stick with it in the first place. Sometimes it is not just a matter of physical difficulty, but social difficulty as well. If their friendship group does it then it will constantly be a tempt. Changing your health behaviours can mean a lot of effort, money, and time.
This theory shows that some individuals will not change their behaviour to help their health if they are in denial about how serious it can affect their health. Some will know people that have had serious consequences through their habits and behaviours but will think that it would never happen to them. Others feel like they could change their behaviour but not in the long run so will not attempt it.
Another theory is Cognitive Behavioural Therapy. The NHS (2019) says Cognitive Behavioural Therapy (CBT) is a talking therapy that is set out to help you handle your challenges by changing the way you think and act. Cognitive Behavioural Therapy is based on the theory that your opinions, feelings, physical perceptions and actions are connected, and that depressing thoughts and feelings can make you feel trapped in a vicious sequence. Cognitive Behavioural Therapy aims to help you deal with situations that make you feel stuck and overpowered problems in a more positive way by breaking them down into smaller problems to help you deal with it step by step. While participating in the therapy you are shown how to change these negative patterns to improve the way you feel. Unlike some other talking treatments, this therapy deals with your current problems, rather than bringing up problems from your past this also helps you move on from those past issues. Cognitive Behavioural Therapy has been shown to be an effective way of treating a number of different mental health conditions. Common conditions like depression or anxiety disorders, and not so common conditions like Bipolar Disorder, different Personality Disorders but mainly borderline, Eating Disorders such as Anorexia and Bulimia, as well as Obsessive Compulsive Disorders.
This theory is thought to be able to change behaviours and habits by talking about them and talking about why an individual does not want to change their behaviour for their health. Some individuals are scared to change their behaviours due to it being their guard or barrier to reality.
[bookmark: _GoBack]Finally, the Theory of Planned Behaviour. According to Ajzen (1991) In psychology, the theory of planned behaviour (TPB) is a theory that links one's beliefs and behaviour. The theory says that mindsets regarding behaviour, personal norms, and perceived behavioural control, together shape an individual's behavioural goals and behaviours. The Theory of Planned Behaviour has been used successfully to expect and explain a wide range of health behaviours and purposes including smoking, drinking, health services use, breastfeeding, and substance use, as well as much more. The Theory of Planned Behaviour says that behavioural success depends on both inspiration and capability. It differentiates between three beliefs - behavioural, normative, and control. 
Attitudes – to the amount a person has a positive or negative assessment of the behaviour of concern. It involves a consideration of the outcomes of performing the behaviour.
Behavioural intention - the motivation that can influence a presented behaviour, the stronger the intention to perform the behaviour, the more likely the behaviour will be achieved.
Subjective norms - the belief about whether most people approve or disapprove of the behaviour. It relates to a person's beliefs about whether peers and people of importance to the person think he or she should engage in the behaviour.  
In this theory it is thought that an induvial need to have the attitude to make change and wants to try to change their behaviour. However, it also says that the people around them can impact their attitude to make change in their behaviour whether it be positive or negative.

Measuring the effectiveness. 
To measure the effectiveness is an important part of any campaign as you need to make sure the campaign is working. You also need to make sure that the campaign is being properly advertised to the communities. NCVO (2017) Monitoring and evaluating your campaign as it expands will enable you to see if you are on track and reaching your monthly goals, it can show the successes you are having with the campaign and it can help you see where the areas are that need to change. Monitoring is an important aspect as it helps regularly measure and assess what is going on during the time of your campaign and as your campaign is expanding, it helps you improve from the findings and can help when adapting your campaign strategy. Evaluating certain aspects of a campaign can show learning outcomes that can help improve and stabilise future work within the campaign.
Measuring the influence of activities is more likely to show how effective the campaign is rather than monitoring the number of events and advertisements that have been established. 
By asking people that are in the community how they feel about the campaign is the best form of measuring the effectiveness as it is coming straight from the target audience. Oxford (2020) defines a questionnaire as a collection of printed or written questions with a multiple choice of answers, designed for the purpose of an analysis or statistical study. Going back to NCVO (2017) it says that when it comes to a questionnaire for a campaign key questions to ask would be, what are we doing well and what should we continue doing? and What are we doing not so well or badly, and what can we improve? By doing questionnaires you can look more into what you need to improve on and what parts of the campaign to keep the same as it is having the biggest effect.
To improve effectiveness with campaigns the campaigns have to be flexible in order to be appropriate for different communities and target audiences, for example, different terminology and activities for different age groups. Using fear tactics in a campaign for an older audience to elicit action, reaction or a response will be more effective than just a simple health scare. As an opposite, for another target audience you can use sympathy, compassion and empathy by telling a story on the subject directly through a portrayed incident to achieve the same outcome. Combining these two aspects would enhance the saturation of any target group giving a wider and more broad appeal to the identified group that the communication is meant for.
By doing this report you can see that a campaign is an important part of gaining change in individuals and communities’ attitude about certain issues. This report has been using homelessness as an example all the way through. By going out in the communities and asking the actual individuals that the campaigns are targeting will show the best results on how effective the campaign is and what parts of the campaigns should be improved on. the report goes into great detail on the theories behind an individual’s behaviour and how to change a person’s attitude, by campaigns looking into the theories they could learn a technique to gain the audiences attention and interest them in trying to change.
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