‘Using psychological theory and evidence, consider the efficacy of health promotion campaigns within a variety of media sources (e.g. television, internet, social media).’

Media is a significant aspect of the twenty-first century, featuring as a central characteristic in daily community life (Stever, 2021). Media is a source of information and social connection, enabling communication other than face to face with larger audiences through sources of the television, websites, radio broadcasts etc. (Stever, 2021). Media psychology not only aims to investigate the effects of media, but it also attempts to develop media using psychological principles and establish appearances within the media to educate the population Luskin (2013, as cited in Ferguson, 2015). Health promotion campaigns are an example presented across a range of media sources. World Health organisation defined health as the state of complete physical, social and mental well-being, not only the absence of illness and disease (1948, as cited in Koelen & Van den Ban, 2023). Health promotion campaigns aim to enhance positive health outcomes and prevent ill health within the population through a set of techniques concerned with advocacy and community mobilisation (Sharma, 2021). The planned and systematic construction provides opportunities to increase awareness and knowledge regarding individual and community health aiming to influence improved control of attitudes, behaviour and decision processes of the population regarding quality health outcomes (Sharma, 2021). In psychology, there are several theories surrounding media and health promotion. This essay will aim to consider the efficacy of a range of health promotion campaigns within a variety of media sources using psychological theory and evidence. 
Change4Life is a health communication campaign developed by the Department of the Health of England in 2009 to influence voluntary behavioural change within children under the age of 11 years old, later expanding to additional ages and groups (Tolia, 2022). According to the National Social Marketing Centre [NSMC], (2007), the campaign aims to prevent as well as change behaviours and conditions which increase weight gain through providing critical information regarding health and weight, diet and physical activity. Within 2009, Change4Life officially launched as a health promotion campaign, displayed across a variety of media sources such as the television, print advertising, information lines and campaign website enabling public access (NSMC, 2007). To promote realism of different behaviours, the campaign translated each behaviour into real situations where target audiences and users could have greater relatability, promoting the behaviours as a set e.g., ‘Sugar Swaps,’ for the reduction of sugar intake (NSMC, 2007). 
In 2017, twenty-seven interviews through telephones took place with parents a year after the ‘Sugar Smart’ campaign was launched (Gardner, 2021). Greater awareness of children’s sugar intake was reported by parents and children which led to some changes in diet activity and shopping habits within families such as reduction of ‘sugary’ cereals and drinks being purchased (Gardner, 2021). However, reports revealed that greater collaboration is required to improve future impact and sustainability of health promotion campaigns, where parents reported that difficulty was experienced in reducing child’s sugar intake during school periods (Gardner, 2021). Further research conducted identified patterns in which desserts acted as a controversial factor for reduction of sugar intake and children reported greater preferences for school dinners over packed lunches (Gardner, 2021). These findings suggest that regular and improved communication and collaboration needs to occur between parents, children, teachers and chefs in canteens regarding the need for greater healthy and balanced snacks, drinks and school meals available to support a child’s diet and development. This also indicates that for Change4Life campaign to be effective in promoting positive health behaviours then it requires large amounts of planning and analysis through cooperative working between a large range of individuals. This, therefore, can question the efficacy of the campaign based on the successfulness and ability of environments to interact and agree accordingly based on children’s diets. 
Additionally, an online survey consisting of 342 parents explored the understanding, perceptions and awareness of Change4Life’s 100kcal snack campaign, ‘100 calorie snacks, two a day max,’ (Day, 2022). The campaign aimed to influence parents to select reduced fat and sugary calorie snacks within their child’s diet (Day, 2022). Over half the respondents agreed to encountering the campaign either through leaflets or television adverts, meanwhile two third either ‘agreed,’ or ‘strongly agreed,’ that the campaign was prominent in catching their attention, advising about 100kcal snacks (Day, 2022). However, a weakness emphasised with the campaign across a large number of the respondents included that little impact was caused on attitudes and behaviour related to snacking within children (Day, 2022). The findings, therefore, suggests that although the health promotion campaign displayed through the media was memorable and bold with attention of parents, lack of effectiveness existed among influencing long-term behavioural change within children’s diets and the attitudes of parents in buying healthier snacks and incorporating into the household. According to Day (2022), respondents revealed that the health campaign could be improved and more efficient in promoting positive diets and eating behaviours through improved nutritional labelling, more evident examples of healthy snacks and information delivery. 
Similarly, Mulderrig (2017), conducted a critical analysis of Change4Life’s marketing campaign. Mulderrig (2017) highlighted that an objective of Change4Life’s health promotion campaign included presenting the issue to the population through reframing, instead avoiding the use of ‘obesity’ due to the concerns of its use being uncomforting for the audience. Cognitive reframing refers to a method of observing events within life more positively which induce less stress and instead greater control and calmness (Pradhiba & Seethalakshmi, 2020). 
 Alternatively, statistics and information analysed from across the media has contrasted with this objective. The use of simplified biomedical research within the campaign's claims includes a large amount of emotive framing, for example, displayed on the campaigns media website it is stated that, “9 out of 10 kids today could grow up with dangerous amounts of fat in their bodies. This can cause life threatening diseases like cancer, type 2 diabetes and heart disease.” (Mulderrig, 2017, p.20). The example of this emotive framing used by the campaign contradicts the use of reframing and instead a form of fear arousal Aronson (1997, as cited in Eaton-Thomas., 2024). 
Fear arousal has been implemented within several media health campaigns of smoking as well as HIV prevention. Halkjelsvik & Rise (2015) identified a lack of effectiveness with long-term motivation outcomes of smokers to give up the activity while using fear appeals of graphical content within smoking adverts. Similarly, Slavin et al. (2007) investigated the effects of poster images within a focus group containing side effects from treatments from HIV as a fearful trigger of arousal as well as death images from AIDS. The data emphasised that fear was not an efficient factor within health promotion where greater feelings of humiliation and stigma were developed within the individuals which then increased the risks of poorer health outcomes (Slavin et al., 2007). The findings from these studies therefore suggest that the use of fear arousal within health promotion campaigns is not always beneficial as well as successful in promoting positive health outcomes. Linking with Skinner’s principles of learning, fear and punishment is likely to be effective in changing behaviour if the campaign consistently enables the desired behaviour to be reinforced through a decrease in fear levels (Soames, 1998). However, this suggests that through the media, consistent reinforcement is difficult to take place which can account for the lack of effectiveness in positive health outcomes demonstrated in previous fear arousal studies, and greater like hood of rebelling against the message from the campaigns taking place. Likewise, within Change4Life’s methods of campaigns displayed across form of the media, potentially increases psychological anxiety regarding body image and eating through the use of emotive language and fear arousal caused, suggesting the lack of efficacy caused with positive health attitudes developed and then further positive health outcomes (Mulderrig, 2017). 
Cancer campaigns are an additional area within health which have been promoted extensively across various forms of media to raise awareness and knowledge regarding the condition. Agide et al. (2018) conducted a systematic review of health promotion campaigns designed to increase breast cancer screening uptake displayed across a large number of media sources such as videos, DVD’s, phone calls, framed messages, screening campaigns etc. The review consisted of studies which took place in countries including the United States, Iran, India, Turkey, Saudi Arabia and Israel (Agide et al., 2018). Moreover, it was noted that majority of studies within the review resulted with favourable outcomes after exposure to the health promotion campaigns such as greater improvement rates within participants perception of breast screening, improved breast self-examination skills as well as greater satisfaction rates regarding breast cancer screening (Agide et al., 2018). 
Findings and conclusions from the review suggested that the campaign displayed across various forms of the media was a strength in health promotion and education as the benefits occurred across a range of resident populations, further leading to greater rates of breast cancer screening (Agide et al., 2018). Therefore, the outcomes from this campaign can be regarded as a positive effect for the health of the population as according to Cancer Research UK (2023), increasing engagement with screening can help identify breast cancers which maybe small to feel or perceive. This suggests that some health campaigns displayed through the media such as some cancer campaigns can act as a form of early intervention where promoting the screening enables early detection of symptoms of the condition leading to quicker diagnosis and treatment to prevent symptoms from escalating and poor health outcomes to be developed. 
Furthermore, in January 2013, the National Insitute of Health and Care Excellence (NICE) released guidelines regarding hereditary and familial breast cancer (Evans et al., 2014). The guidelines published increased publicity for uses of chemoprevention through substances of tamoxifen or raloxifene (Evans et al., 2014). At similar time of the publication of the guidelines, film actress Angelina Jolie appeared within several forms of the media for weeks such as on the TV, radio and newspapers due to engagement in genetic testing for the BRAC1 gene, later leading the celebrity to endure in risk reducing mastectomy (RRM) to prevent appearance of breast cancer (Evans et al., 2014). 
Hereditary mutations in BRAC1 increases risks of chromosomal instability and like hood of cancer diagnosis (Mahdavi et al., 2018). Data was subsequently taken from 12 history clinics and 9 regional genetics services emphasised an increase in referrals after May 2013 (Evans et al., 2014). It was recognised that demand for BRAC1/2 testing nearly doubled and greater enquiries for risk reducing mastectomy took place where it was revealed that a number of women were more motivated to promote their health such as visiting a doctor or a genetic counsellor (Evans et al., 2014). Conclusions from analyses revealed that celebrities can increase awareness of health conditions, however there is also need for the messages to be paired with purposeful communication efforts such as interventions and campaigns in order to promote public’s knowledge (Evans et al., 2014). It is suggested that the publication of the NICE guidance along with the publicity of Angelina Jolie led to greater enquiries regarding familial breast cancer which either promoted awareness of relevant family history in a large group of women or reduced fears within women regarding the lack of sexual identity after surgery, encouraging individuals who had not engaged within services and genetic testing (Evans et al., 2014). 
Evans et al. (2014) declared that Angelina Jolie revealing her BRCA1 mutation and having an RRM is possible to have had a greater impact than additional celebrity announcements due to the film actress's glamorous lifestyle and relationship to Brad Pitt. This psychological process can be referred as celebrity endorsement. This has become prevalent within promotion of various services and products (Schouten et al., 2018). Creators and marketers aim to transfer positive and glamorous images and characteristics of a celebrity onto a brand or campaign, aiming to inspire and promote public’s intention to engage within the campaign/service similarly to the celebrity Atkin & Block (1983, as cited in Schouten et al., 2018). 
The purpose of this essay was to use psychological theory and evidence to consider the efficacy of health promotion campaigns within a variety of media sources. From this essay, using the evidence and empirical research discussed, it can be concluded that some promotion campaigns displayed across a variety of media sources are efficient in promoting health outcomes through influencing new attitudes and behaviours and increasing awareness. Some cancer campaigns have promoted breast cancer screening which has led to greater engagement with the activity, improved self-examination skills and awareness of the condition (Agide et al., 2018). However, evidence emphasised greater effectiveness when campaigns were paired with celebrities' experiences and messages to increase public awareness and attention and later engagement (Evans et al., 2014). Alternatively, not all health campaigns displayed through the media are efficient in promoting positive health outcomes and attitudes, particularly those which include fear arousal (Mulderrig, 2017; Halkjelsvik & Rise, 2015; Slavin et al., 2007). Evidence assessing Change4Life additionally indicated the need of partnership working and communication in response to health campaigns for the behaviours and attitudes to remain healthy long-term and for successful outcomes to be achieved (Gardner, 2021). Moreover, the way in which the campaign is advertised and designed across the media can also impact on the outcomes of the lasting attitudes and behaviours of the public (Mulderrig, 2017). 
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