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This paper will be examining a particular charity campaign while scrutinising why it has been created, published, the impact it had finally, what the outcome results were.  A campaign can be defined as a development of a specific, strategic progression to generate and promote a charity, healthy lifestyle awareness, services, businesses or even politically (Putte, 2009). Creating a productive, successful campaign to address the chosen topic whether it be across a national demographic or even globally with an inclusive approach to create awareness and support is vital (WHO 2021). Starting any campaign must be done by carefully addressing all areas connected to the chosen topic while taking time to make sure that it is one that will not cause intentional untoward offence to others. To make sure the campaign is a success, promotion must be paramount when in the first instance of the campaign, direct bold thought-provoking images and statements will gain the most responses (Zhao, 2020). Launching a campaign at the right time in the correct manor is vital for its success, for example in the case of child abuse people tend to be more generous around the Christmas than any other time (Rose, 2010). The deliverance of the campaign can be exhibited in multiple ways with all being centred towards the demographic which the campaign is aimed at. Media marketing, direct verbal deliverance to a target audience, or more traditional mediums of leaflets, direct postal mailing, radio broadcasted advertising and television adverts as well as all forms of social media are vital ways of delivering a message (Barnard, A. and Parker, C 2012). 

· Individual chosen area
The chosen area for the assignment will be child protection, in particular the campaign established and delivered through the National Society of the Prevention of Cruelty to Children (NSPCC). There has to date been multiple campaigns to address different aspects of child protection and safeguarding, with the most publicised and interactive one being the Full Stop campaign launched in 1999 (NSPCC 2021). The topic of child protection and safeguarding is one that needs to have as much coverage as possible to achieve the desired outcome and reduce the numbers affected significantly. In England and Wales there is a recorded twenty-four thousand eight hundred and ninety-four children and young people being subjected to forms of cruelty in 2020 to 2021, it is a rise of two thousand five hundred and ninety form the 2019/2020 period (Statista. 2021).

· How are we aware that this matter needs addressing?
Child protection and safeguarding has been a large issue over the centuries across the United Kingdom, although the introduction of relevant laws, legislations and governing bodies have been paramount to the decline in reported cases (Petersen, Joseph and Feit, 2014). There is rarely a week that a child protection case is not being publicised within the news, radio or newspapers reporting for the United Kingdom. 2020 in Wales saw two thousand, three hundred and ten children being placed on the at risk register due to neglect or physical harm (Statswales.gov.wales. 2021).  

· Is it a good idea?
Having the ability to increase the awareness while also supporting child protection and safeguarding will undoubtably be forever needed (Daro and Dodge, 2009). The NSPCC raised £117.6 million during 2019/2020 alone through fundraising national campaigns, individual fundraising or charity events. That amount of donations clarify that there is a positive impact from campaigning and a definite need for them (Wise, 2005). Previous to the NSPCC campaigns heading up to 2014 it was not illegal for an adult to send sexually explicate messages to a minor as online grooming was not considered a crime, with full stop campaign highlight the issue fifty thousand people petitioned for it to become a criminal offence (GOV.UK. 2021).

· What demographic is it centred towards?
Addressing the correct demographic is vital when running any form of advertising or campaign, for instance it would not be affective to have a healthy eating campaign in a pub, nor would a childhood obesity be worth aiming at the elderly (Wakefield, Loken and Hornik, 2010).  Kashif, M., Sarifuddin, S. and Hassan, A. (2015) highlight the importance of campaigns being directed at the most relevant party to gain as significant outcome financially possible. The NSPCC campaigns are predominately centred towards the adult demographic as they are the ones who can make the biggest impact by financial donations, addressing concerns and being able to be proactive in making changes. Nonetheless, the campaign also had a message that was focused towards showing children that there is support if they want to speak out also what actions are not appropriate to dealing with (The Telegraph. 2021). The NSPCC campaign was advertised across the whole of the United Kingdom as there is no individual area that is not affected by child protection issues of any kind. 

· Has a similar campaign been previously produced?
There are many organisations and charities who all spread the word of the significance of child protection and safeguarding through campaigning in a similar way to the NSPCC. In 1986, Esther Rantzen highlighted the matter of child protection, which previously had not had any level of publicity on the television show she hosted called ‘That’s life’. Harrison, (2000) informs that following on, a programme called ‘Childwatch’ was launched which explored all areas of child protection was discussed, on the back of this ChildLine was created. ChildLine received fifty thousand young people attempted to phone the charity to seek support and advice, viewers who saw the plight of the volunteers taking the calls donated thousands of pounds to help fund the call centre and train staff appropriately (BBC 2021). Although it was a successful campaign it did not come close to gaining the interaction that the Full Stop campaign did.

· Were previous campaigns effective?
ChildLine’s campaign made it possible for an estimated one hundred and fifteen thousand children be able to access counselling, support and in cases police involvement in 1993. In addition, The Children’s Society created a campaign to highlight and attempt to reduce the numbers of sexually exploited children (Childrenssociety.org.uk. 2021). Although it delivered a positive message the publicity and impact was not as great as the NSPCC campaign, this could be due to the fact they are not as well known, or do not have celebrity endorsement of ChildLine. Another child protection campaign was launched by Action for Children who fronted spreading the message of child neglect and encouraging children effected by it to speak out. With the backing of the public, some members of parliament and specific professionals who tirelessly battled to highlight the message made it was possible to pass a law so that in England and Wales sustained emotional abuse is classed as a crime (Action for children 2021). Each campaign displayed their own positive outcome with different goals however all delivering the message in the same media based format. 

· Where there are failings in the campaign?
The NSPCC were criticised by Guardian journalist Patrick Butler (Guardian 2007) when he expressed that they glamourised the Full Stop campaign by making it into a celebrity attraction. Butler emphasised that instead of the campaign being about unheard youngsters seeking support and guidance it had become a platform for celebrities to show willingness to donate to the cause for publicity. The television adverts which were the core of the full stop campaign, it was a collection of black and white videos showing children being subjected to unsanitary, deprived home lives and threats of violence. The campaign was depicted to some members of public as addressing the reality of the unseen side of child abuse which was unknown to many. Grebitus and Bruhn, (2011) discuss that using such bold images and information when projecting a sensitive topic is done so based on appealing to the psychological side of an individual and often will get the desired outcome of morality.   

· In what way is the campaigns message conveyed?
Promoting campaigns in the correct and appropriate manner with a message that shows direct and bold impact is essential to gain the desired outcome. By using an emotional trigger undoubtably evokes a reaction and gets the message delivered (Homer, 2021). Goddard and Saunders, (2001) address the reality that media is an indispensable when attempting to grow the awareness of any topic especially when addressing child protection which is very much needed. Discussing any matter that can be considered upsetting, disturbing and highlights seriously vulnerable issues, is vital but not always addressed to the level that is needed be because of censorship to avoid potentially offending others (Gough 1996). 

· What metrics are used through this campaign >
For any campaign to grow and reached full potential, marketing strategies need to be examined and put in place to get the message across, build brand awareness and gain public involvement. Hopkins, (1996) explored that as society adapts with the ever-changing world of technology and media the deliverance of information must also make adaptions. The NSPCC Full stop campaign was delivered through many different avenues when it was launched, all relevant to the demographic and the style of advertising at the time. The main form of advertising would have been in newspapers, magazines, leaflets, radio advertisements, posters and even large billboards in built up areas (Boddewyn, 1982). Full Stop campaign was delivered in an era where technology was not so advanced and social media had not been developed, so was delivered very differently to what we would see now. As society has evolved with the ever-changing demands, inventions and new ways of communication, the change in advertisements or delivering a message to has to adapt and evolve to coincide with the public consumers media habits (Sama, 2019). Currently forms of social media are more popular than any other form of communication, such as Facebook, Twitter, Instagram, TikTok and YouTube other modern way of delivering, exchanging, and gathering information. With this information to consider when planning a campaign all forms of marketing must be done in an alternative manner if it was to run now. When considering the metrics of the Full Stop campaign there was vast growth in the numbers of engaged donators, supporters and publicity for the campaign whilst in its primary months. Being aware that although achieving large numbers of interactions with an audience is what is desired, ultimately any interaction can have great impact (Forbes 2021). 

· How did the campaign perform overall?
At the time of NSPCC’s Full Stop campaign the impact was more than could have considered possible with large numbers of the general public engaging with the campaign. The campaign raised awareness that child abuse is unfortunately inevitable but addressed the aim on to educating younger people about what is appropriate actions to receive from an adult whilst raising awareness of the support and help that they could access if needed. An alternative approach which was to show NSPCC did not claim to have a resolution for the problem of child abuse and neglect but that on certain levels it can be preventable was something very new for a marketing campaign connected to charity. Follow up impact from the campaign was overwhelming, a total of twenty-one thousand people signed the full stop petition to give the child a stronger voice in the prosecution process. Within the first month of the campaign being launched a staggering twenty-three million charity pledge packs were delivered to households across the whole of the UK with result of five hundred and fifty thousand people committed to help financially support the campaign (Sofii.org. 2021). The publicity of the campaign’s full stop badges also brought with it eighty-five million pound in donations within a four year, making it the largest financial instalment to the NSPCC income (NSPCC. 2021b). The overall statistics of the campaign show the great impact it had in the time it was active, the first years projected numbers was to reach set targets of eighty-three thousand additional fundraisers however generated one hundred thousand. Similarly, the target of adding seventy-five thousand new financial donors was overtaken by twenty eight thousand extra donors, the NSPCC projected to take on forty three thousand people to highlight their campaign but a staggering one hundred and forty-one thousand people came forward (Third sector 2021). 
The NSPCC is a charity which continuously supports so many children and families in need whilst striving to end child cruelty so all children can feel safe, loved, protected and fulfil their own full potential and this campaign has supplied a multitude of avenues to make it possible.
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