		SUICIDE PREVENTION CAMPAIGNS

Suicide is a complex public health issue that affects individuals, families, and communities worldwide. According to the World Health Organization (2023), over 800,000 people die by suicide every year; furthermore, for every suicide, there are many more suicide attempts. These dramatic statistics underscore the urgent need for effective suicide prevention campaigns. By raising awareness about this issue, it would be possible to provide support and save lives, making people more informed and knowledgeable about this critical public health concern. Suicide prevention campaigns are designed to educate the public about the warning signs of suicide, promote help-seeking behaviours, and reduce the stigma surrounding mental health issues. These campaigns often use a variety of media sources, including television, radio, social media, print materials, and community events, to reach diverse audiences (Brewer, 2011). The efficacy of these campaigns within a variety of media sources is a topic of significant importance, as it directly impacts the success of suicide prevention efforts. This essay will explore the various aspects of some suicide prevention campaigns in context and evaluate their success by comparing different methods applied.
Suicide prevention campaigns have to take into account many aspects. One of the first steps in any health communication campaign is to understand the target audience, considering their demographics, needs, values, social norms, behaviour and attitude, geographic and socioeconomic factors, lifestyle, physical and medical aspects, and many other characteristics (Brewer, 2011). The target audience can be primary or secondary. The primary audience is the audience the campaign seeks to influence. In some cases, media health campaigns may need to target the behaviour of a secondary audience to reach the desired outcome in the primary audience (Glanz et al., 2015)
Any health campaign needs to apply theory to be successful. Various theories try to understand, analyse, and segment the audience of health campaigns. According to the Theory of Reasoned Action (TRA) and Theory of Planned Behaviour (TPB), intention is the best predictor of behaviour, which is determined by attitudes and the perception of the behaviour (Fishbein & Ajzen, 2010). TRA and TPB are used to develop effective behavioural change interventions (Glanz et al., 2015). Social Cognitive Theory (Bandura 1986,2001) and Cultivation Theory (Gerber, 1994) are often applied to entertainment-type education. The Health Belief Model (Maiman & Becker, 1974) focuses on thread perception and behavioural evaluation. The Transtheoretical Model (Prochaska et al., 1992) is one of the dominant stage models in health psychology; firstly, used for “stop smoking” campaigns, this model uses five stages: pre-contemplation, contemplation, preparation, action, and maintenance. These are only a few of the vast Information processing models and behavioural theories.
According to research by Fanjul-Peyró et al. (2020), talking about suicide in media causes concern due to its stigma. Data provided by WHO (World Health Organization, 2023) shows the serious public health problem, suicide being the second highest cause of death among young people aged between 15 and 29 at the global level. This research investigates the shortage of publicity for the prevention of suicide in the last decade in Spain, finding one possible cause, the “Werther Effect” proposed by David Phillips in 1974 (as cited in Fanjul-Peyró et al., 2020), which showcased an increase in the number of suicides in the United States following a publication of news of suicide. On the other hand, the Papageno effect gives evidence of how the positive coverage of suicide in media may help to prevent it.
Each media source offers unique advantages and challenges for suicide prevention campaigns. Television and radio allow for disseminating audiovisual messages to large audiences, while social media platforms enable interactive engagement and real-time communication. Print materials, such as posters and brochures, effectively reach specific locations, such as healthcare facilities and community centres. Measuring the impact of suicide prevention campaigns is essential for determining their efficacy. Evaluation methods may include pre- and post-campaign surveys, analysis of help-seeking behaviours, and tracking of crisis hotline usage. Additionally, qualitative data, such as personal stories of individuals influenced by the campaign, can provide valuable insights into its impact. Evidence from Jenner et al. (2010) suggests that helplines may reach high-risk populations; however, the efficacy is unclear. Research on health awareness campaigns has shown that they effectively transmit information. This study explores how media campaigns raise awareness of suicide prevention by increasing call volumes to the National Suicide Prevention Lifeline hotline number during the time the campaign was active. The results supported evidence of how mediated campaigns improved awareness in contrast to the impact persuasive messages had. 
Based on the current understanding of suicide prevention campaigns, several best practices and recommendations can be identified. These include evidence-based messaging, collaboration with mental health professionals, and ongoing community engagement. Furthermore, campaigns should be part of a comprehensive suicide prevention strategy that addresses risk factors such as access to lethal means and mental healthcare disparities. Examining case studies and success stories of suicide prevention campaigns can provide valuable insights into practical strategies and outcomes. Oliver et al. (2008) study explores the effectiveness of an awareness/prevention campaign in Cleveland and surrounding Cuyahoga County. The campaign message was: “Suicide Is Preventable. Its Causes Are Treatable. For immediate help, call (emergency number).” This message was created using a gender-balanced, ethnically diverse group that included suicide survivors and family members of individuals who died by suicide. The result suggested that media campaigns influenced the number of calls to the crisis hotline. However, several limitations were present, like the possibility that other events in Cuyahoga County have led to the change observed in the suicide calls. Although there was a change observed in the calls from the beginning to the end, this suggests that the campaign had some effect. This study indicated that a comparison group could be beneficial in measuring the influence of prevention campaign activities on calls and include questions about the exposure of the callers to the media campaigns.
A study conducted by Ono et al. (2013) looks at the effectiveness of a community-based multimodal intervention for suicide prevention in rural areas with high suicide rates and in highly populated areas near metropolitan cities, as the suicide rates have increased in these areas before the study.  The community-based multimodal intervention to prevent suicide was developed focused on depressive elderly living in rural areas of Japan.  The intervention was multilevel and multimodal.  The results showed effectiveness for males and older people in rural areas.
Research conducted by Silk et al. (2017) looks at a college campus social norms campaign that uses peer and celebrity sources to promote help-seeking among college students as a suicide prevention strategy. The social norms approach (Perkins & Berkowitz,1986) explains that if people's attitudes and behaviours do not match their peers in any given social situation, they will experience cognitive dissonance and may be persuaded to act out the norm. Evidence found by Downs and Eisenberg (2012) supports the social norms approach to reduce stigma within the context of mental health help-seeking; however, the effectiveness of social norms comes with controversy. Several studies support the capability of social norms messages to influence attitudes, intentions, and behaviours. However, the target audience characteristics, the antecedents for the behaviour under consideration and contextual conditions must be assumed to facilitate the success of social norms campaigns. Past mental health campaigns have used peer and celebrity sources. However, research has not determined which support is most persuasive within the social norms approach. This study suggests exploring interactions between social norm sources and channels to understand how to improve the social norms approach. Social contact is an effective communication channel; if messages are given face to face, they will have a more substantial effect.
Authors Darcy Haag Granello et al. (2022) explore suicide and self-injury in schools in the United States, where the rates of suicide among children and young people are dramatic, being the third leading cause of death for people between the ages of 10 and 24, with over 6 000 deaths in this age bracket each year, with a notorious increase since the pandemic in 2020. According to the authors, there is research to showcase that suicide prevention works best when there is a team approach. Suicide Prevention Is a Shared Responsibility. Historically, in the U.S., for decades, boys and men have been more likely to die by suicide than girls and women, this being consistent across all age groups. However, in the last decade, this gap in sex/gender suicide deaths is beginning to close, and more girls, particularly in middle school, are dying by suicide. Men and boys are clearly at higher risk for suicide death for different reasons, such as the more lethal means used by boys and the stigma of gender expectations where it is more unlikely for a male to seek mental health care. Suicide rates for young girls are increasing; according to the CDC,2019, girls think about suicide, plan for suicide and attempt suicide 2-3 times more than boys, although boys die by suicide more often.  Believed reasons for this increase could be the higher rate of depression in girls, which has triplicated by 59% in the last decade (CDC, 2017). Lastly, multiple studies have stated that the pandemic was particularly hard on girls. Transgender youth have noticeably higher rates of suicidal thoughts and attempts. According to Toomy et al. (2018), 50% of transgender adolescents report a suicide attempt. Significant suicidal attempts, thoughts and deaths of trans youth could be reduced significantly if strategies to improve mental health and well-being could be implemented. Campaigns like “It Gets Better” have succeeded, with over 50 million views and over 50,000 videos online. Even though this kind of campaign has been criticised for being oversimplistic, this kind of approach has a positive influence on reducing suicidal thoughts and behaviours among young people who identify as LGBQQ+.
According to Darcy Haag Granello et al. (2022), it is often assumed that a young person who has attempted suicide or has died by suicide is looking for answers, but understanding suicide is never simple. It is essential to understand that everyone's pathway to a suicidal crisis is different, and when only the last small part of their story is told, there is a failure to understand the true nature of suicide risk. For school personnel to understand who is at risk and decide about prevention programming and intervention needs, it is essential to know the most common risk factors for suicide in children and adolescents. It is critical to start prevention programming with a big-picture approach; understanding the bigger picture of the risks of these groups can help school personnel begin the creation of appropriate suicide prevention programming for their schools. School-based suicide programming has the potential to save the lives of students who might be at risk., by teaching how to identify risk factors and warning signs and how to intervene. It might be beneficial to the students at risk when people they interact with daily at school have a basic understanding of suicide risk and are willing to intervene competently and confidently.  Results can be dramatic when the suicide prevention programming is part of a more significant effort to promote the mental health of the student. The standard universal approaches used are staff, student, and parent education, peer-to-peer engagement, anti-stigma campaigns, and school-based mental health screening. Universal prevention models are based on a public health approach believed to limit stigma, increase help-seeking, and promote strategies for reaching out to at-risk people.
In conclusion, the efficacy of suicide prevention campaigns within a variety of media sources is a multifaceted and dynamic area of study. By understanding the design, implementation, impact, challenges, and best practices of these campaigns, it would be possible to work towards developing more effective strategies to prevent suicide and promote mental well-being in our communities. Researchers, policymakers, and practitioners must continue collaborating and innovating in this critical field to save lives and support those in need.
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