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Introduction
This written report will outline the process and planning that is needed to produce an effective health campaign, while showing the importance of each significant element. It will start by looking into the definitions of the key words used throughout and introduce why campaigns need thorough planning in order to be effective. It will then go on to research background information regarding campaigns, such as why health promotion and preventative initiatives are needed, and how campaigns prove to be useful to do this. It will then look at public health as a whole before looking into public health campaigns and whether they have been successful.
Following on from this it will then look at the characteristics of a campaign, including each element which needs to be considered in the thorough planning process of an effective campaign. In this section it will also consider factors which could hinder the success of an effective campaign, or help it succeed. Continuing on from the important elements in the planning of a campaign, the report will then discuss in further detail the importance of having a target demographic in a campaign, and what factors need to be considered with this element, such as the type of media used for advertisement of the campaign.
The report will then discuss health behaviour, and the theory of planned behaviour, before researching Public Health Wales specifically and how the United Kingdom’s campaigns, standards and methods compared to those from around the world. Finally the report will conclude the information presented to demonstrate a thorough understanding of the consideration required to produce an effective health campaign.

Health campaigns are described as “advocacy initiatives” by Freudenberg (2010) where one or more organisations promote activities targeted towards particular demographics, which are designed to achieve positive changes in practice perceived to influence health.
Campostrini and Gerzeli (2007) defines effectiveness as the successfulness of meeting the objectives of your desired outcome. In terms of public health campaigns, effectiveness is where the exposure of the campaign to individuals of targeted demographics have resulted in a positive change in their health behaviour and lifestyle (United States Senate et al, 2002). There are different ways to measure the effectiveness of a campaign, with some examples being conducting surveys (United States Senate et al, 2002) or using more updated research methods via newer technologies with settings to view data of individuals using the technology (Lazar et al, 2017). An example of this is how Instagram gives business accounts the option to view insights of their page’s activity, such as how many people have viewed and shared their post, what age demographic is more common, and their visitors geographical location is such as their city or country (Instagram, 2020a., Instagram, 2020b).

According to Rose (2005) the success and overall effectiveness in a campaign not only lies in the actual campaign itself but how well it is planned beforehand, with the most effective campaigns being those which have been thoroughly planned from the outset and throughout. Rose (2005) also raises the awareness of just how important communication, not only through the planning process but also the communication between the campaign and its targeted demographic. Rose (2005) also proclaims a valid point that effective campaigns are always well planned and use communication to engage with the public, with these factors playing a large part of whether a campaign would fail or succeed.
Background Information
Health problems are becoming an increasing concern, particularly chronic diseases such as cancer, diabetes, and obesity (Institute of Medicine of the National Academies, 2002), which with the correct knowledge can be prevented (World Health Organisation, 2020). However, there is also an increase of new research about health behaviour in addition to new communication strategies through enhanced technologies such as the media which can be tailored to reach a diverse range of individuals (Institute of Medicine of the National Academies, 2002). This is where campaigns come in useful as due to new techniques and strategies being used, campaigns are able to reach a broader spectrum of people including both their targeted demographic while also informing those who do not necessarily need to be informed (Atkin and Freimuth, 2013), therefore providing preventative measures as well as promotive.

Public health refers to all organised measures, both public and private, to promote health, prevent disease, and prolong life among the population (Royal College of Nursing, 2020). 
Tulchinsky and Varavikova (2014) does however highlight that over the past century there has been many different definitions for public health due to the evolving field of research and needs of the community. Public health has however come a long way throughout history, evolving strategies and methods through scientific knowledge and trial and error, visualising how past societies has dealt with the health of the public to improve future services (Tulchinsky and Varavikova, 2014). It is from doing so that curative and preventive interventions have been developed in an effort to continue improving the health of the communities and overall population (Tulchinsky and Varavikova, 2014).
As well as these curative and preventive interventions, health promotion is also prevalent in today’s health care initiatives with the United Kingdom having drafted education proposals, to make health education compulsory in all schools from September 2020 (Kumar and Preetha, 2012). The documentation has been introduced with the efforts that it will educate children in schools of healthier lifestyle choices, continuing health promotion throughout the United Kingdom (Kumar and Preetha, 2012).

As previously mentioned by Tulchinsky and Varavikova (2014) and Lazar et al (2017), public health has developed significantly from older methods, with more updated methods being available to research the public health of local communities, and more initiatives being brought into the communities throughout the United Kingdom.
BBC News (2018) comments however would contradict the above statements as they question whether public health campaigns and other public awareness initiatives are actually having any desired outcome. It is however stated in the BBC News (2018) argument, that there is a decrease in certain poor lifestyle choices over the last few years, but it is highlighted that this could be a direct result of new policies being introduced, such as the Government banning smoking in enclosed public places and workplaces back in 2007.





Characteristics of Effective Health Campaigns
In order to create a successful health campaign, research of already existing health campaigns can prove to be helpful (Freudenberg, 2010). Researching already existing public health campaigns can help identify their characteristics of effective methods, therefore enabling those who are planning a health campaign to adopt successful outcomes, and re-evaluate less successful methods in an effort to create a more effective health campaign (Freudenberg, 2010).

Some of these characteristics include the campaigns main goals, the target of change they are enforcing, and the kind of tactics and strategies they are using to promote the information (Freudenberg, 2010). It is then the response to these characteristics which can help evaluate the outcome of the health campaign (Freudenberg, 2010). Freudenberg (2010) does however highlight that the intensity and duration of these campaigns can also affect the outcome, as well as the social, economic and political context of the demographic targeted. 
The Institute of Medicine of the National Academies (2002) comments would also support Freudenberg (2010) notes as the Institute of Medicine of the National Academies (2002) states that an understanding of the social and cultural contexts is needed to help shape the behaviour of individuals and families within communities, and needs to be considered when planning a public health campaign to effectively influence individuals in diverse populations. This is because many political, social and economic forces affect the health status of a population, including lifestyle factors such as smoking, alcohol use, and diets (Institute of Medicine of the National Academies, 2002).

Hochbaum (1928) findings would support Freudenberg (2010) comments on the intensity and duration of a campaign having an impact on its effectiveness, as Hochbaum (1928) findings stated that it is the continuing cycle of teaching which can make a campaign successful. This is because when the same information is repeated it persuades more individuals to take more notice to the information being taught to them (Hochbaum, 1928). 
Previous research shows considerable variability on the named elements above in a health campaign, and therefore the association between these characteristics and a campaign structure may yield insights on how the effectiveness can be improved (Freudenberg, 2010).

Despite the pre-planning of a campaign being time consuming in some aspects, according Hochbaum (1928) it is worth the planning in the long run as the outcome will be more successful and reach a larger audience.









Targeted Demographic
The term demographic is defined by Cambridge Dictionary (2020) as the structure of populations, with the term often being used in studies relating to groups with similar interests or things in common. Whilst using demographics can prove to be helpful and resourceful in a range of topic areas, such as studies, health research, and advertisement, demographic segmentation also allows you to be more specific when trying to reach a certain audience within campaign planning (Cambridge Dictionary, 2020., and Tonkin et al, 2010). It is also argued by Parente and Strausbaugh-Hutchinson (2015) that identifying a target demographic for a campaign is a critical decision to make in the planning process, in order for the campaign to be successful in its outcome.

According to Tonkin et al (2010), by creating campaigns with a specific demographic targeted, whether focused on geographic location, age range, or media preference, it enables campaign creators to focus more on the content of the campaign, and manage budgeting more efficiently if necessary. Media preferences are not usually considered as much as other demographic segments, however, consideration of this factor can prove to be helpful for a campaign, as particularly different age groups use different forms of media which can result in whether your target demographic is being reached (Tonkin et al, 2010).

The content of a campaign may depend on which demographic may be fitting for them specifically, however most campaigns will target a specific location or age group as most campaigns are designed to target a group with similar interests rather than everyone as a whole (Parente and Strausbaugh-Hutchinson, 2015). An example of this is how statistically the demographic of those who smoke tobacco tend to come from low income areas (Truth Initiative, 2017), therefore low-income areas being a specific demographic for smoking campaigns to target (Tracey, 2008). However if other demographics such as higher income areas are informed of the campaign, it will not necessarily create negative outcome as it will be promoting a healthier lifestyle (Tracey, 2008).
It is also highlighted by Parente and Strausbaugh-Hutchinson (2015) that these particular demographics already have extensive research published on them based on varying topics, meaning it is easier to find the base of information of the targeted audience. An example of this is how healthcare campaigns which are focused on a specific health problem prevalent within a certain age group or location, will target that demographic specifically in order to try to change the health behaviour of that group (Institute of Medicine of the National Academies, 2002). This information from the Institute of Medicine of the National Academies (2002) would therefore support Tracey (2008) comments on smoking campaigns being targeted to low income areas.

Regarding the type of media to be considered for a targeted demograpic, Knuth et al (2011) highlights a valid point that internet based media networks are often linked to younger generations, however newer research shows that this form of media are now increasingly being used by  all age groups, including those of the older generations. This emphasises the reasoning behind research in the pre planning stage of a campaign, as it is increasingly important due to the developing society of the country (Knuth et al, 2011). Rose (2005) proclaims that campaigns therefore need to ensure they are communicating appropriately to their chosen target demographic, such as media preference, as communication is needed in order to persuade them to act urgently to change their health behaviours. Rose (2005) comments are supported by Hochbaum (1928) as he states that communication between the campaign and the target demographic will be most effective through a well-planned out campaign.







































Health Behaviours
Health behaviour is defined by Gochman (1997) as an individual’s behaviour which is directed by their beliefs, motives, values, health habits, and perceptions, which impact their health. Tracey (2008) provides examples of this behaviour such as smoking tobacco, an unhealthy diet, exceeding recommended amounts of alcohol, and a sedentary lifestyle which can lead to obesity. Health interventions such as health campaigns are most likely to benefit targeted communities by changing their health choices when guided by a health behaviour theory according to Glanz et al (2008). 

Several health campaigns have adopted such health behaviour theories in a desire to maximise positive outcomes (Contento, 2007). This has resulted in success as Contento (2007) findings state that in the long run the positive outcomes of changing certain health behaviours outweigh the negative, therefore reenforcing the positive change throughout communities.

The theory of planned behaviour in particular, focuses on the perceived behavioural control one has, which is where one has the ability to carry out the change in behaviour, and by educating them on the positive reason to change their behaviour (Madsen, 2019). The two should correlate in terms of the theory, and therefore motivate the individual to form a plan to change their lifestyle choices when it comes to their health (Madsen, 2019).
An example of this theory is how despite a high percentage of individuals having stopped smoking after new policies were introduced back in 2007 (BBC News, 2018), according to Brown et al (2014), a public health campaign launched in 2012 which proved successful, had followed a behavioural change theory.





















Public Health Wales
Public Health Wales is a public health organisation, which makes up part of the National Health Service (NHS) in Wales (Public Health Wales, 2020a). Public Health Wales delivers specialist public health services to the Welsh government and supports local health boards in Wales (Wright et al, 2016).

One of the things Public Health Wales does within the NHS in Wales is support local campaigns, and use their platform to educate the country, promote healthy lifestyles and help enforce new change within the NHS system (Public Health Wales, 2020c). An example of this is how they are currently supporting the “Nursing Now” campaign, which is campaigning for better investment in improving standards, regulation and employment conditions for nurses within the National Health Service in Wales (Public Health Wales, 2020c).

The main aim of Public Health Wales is to achieve a healthier future for Wales by supporting and improving services, whilst protecting the public from health threats, and building knowledge within local communities (Public Health Wales, 2020b). Some of the ways Public Health Wales does this is by promoting healthy behaviours, influencing the wider determinants of health, educating the public on health promotion and prevention, and supporting the development of a more sustainable health care system (Public Health Wales, 2020b).

























What Methods and Strategies do other Countries use in Terms of Health Promotion and Campaigns
As previously mentioned throughout this report, health promotion and positive lifestyle choices are very relevant in today’s society around the world, with multiple factors helping or hindering different communities from reaching a more positive lifestyle (Kumar and Preetha, 2012). Health promotion has also advanced in communities around the world, with schools and workplaces especially, adopting health promotion into the learning and working environment (Kumar and Preetha, 2012). 

It is due to updated health promotion advances, and the ongoing development of our technology and systems (Institute of Medicine of the National Academies, 2002) however, that the United States Department of Human and Health Services (2012) proclaims that despite rates of young smokers dropping between the years 1997 and 2010, they found that after 2004 their methods and strategies became outdated and were no longer proving to be effective in promoting health and decreasing rates. One of their strategies to promote health and positive lifestyle choices, were community-based initiatives targeting particular geographic areas, which depending on the location proved to be effective, however the use of a single campaign alone did not prove to be as effective, rather than using both community-based initiatives and a campaign together (United States Department of Human and Health Services, 2012).
America’s motives going forward to continue promoting health, is to not use a single method by itself, but to incorporate policy, campaigns and community-based initiatives together to form a strong strategy for creating large and rapid declines in poor lifestyle choices (United States Department of Human and Health Services, 2012).

The French government however adopted the principle recommendations of the World Health Organisation (2010) alcohol action plan back in 1995, where they began to process the planning for a national campaign on reducing damaging behaviour (Demossier, 2010). One of the target focuses of this campaign was banning the advertisement of wine throughout France, which was carried out in 2004 (Demossier, 2010).

The World Health Organisation (2010) alcohol action plan which provides recommendations, still proves useful today minus the need for certain updates, with it providing varying methods and structures for different countries to follow in terms of promoting health and encouraging positive, providing recommendations for future health campaigns.










Conclusions
To conclude this report, it is clear that there are multiple steps that need to be considered when planning a campaign in order to have a successful, and effective outcome. While there are numerous factors to be considered, and characteristics of a campaign which can help, or hinder, its development and progress, each must be considered with equal importance in order for the targeted demographic to benefit the most. The research shows that despite chronic health problems rising, technology is also evolving with new methods and strategies being available for those planning a campaign, giving the hope that there will be new innovative ways to persuade communities to change their health behaviours and broadcast campaigns. Research also found that a key research tactic is to evaluate previous and already existing campaigns and adapt the most effective strategies.
It was also found in the research of this report, that missing out stages in the planning process and not considering each element can result in a campaign lacking vital information, and could result in the targeted audience being misinformed, or not reaching the target audience at all.

The research has also shown usefulness in undertaking considerate planning and research before conducting a campaign, to not only build the knowledge of the chosen subject, but to enable the campaign creator to evaluate previous and ongoing campaigns to consider what has previously worked well and what has not, giving the campaign the best chance at succeeding.
This includes researching campaigns around the world and not just those created within the United Kingdom, as it gives one the opportunity to seek new methods and structures, which may not have been used within the United Kingdom before.
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