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This presentation will focus on the health promotion campaign called ‘Screening Saves Lives – Help us Help you’. The campaign is to promote cervical screening among the targeted population of anyone who has a cervix (Department of Health and Social Care, 2022) (DHSC). The wording used in this campaign differs from others, to make it more inclusive to the transgender community (DHSC, 2022).  
The presentation will first define what Health Promotion is. It will then go on to give a brief description of the campaign and the research company behind the survey. Next, there will be the reason as to why we need a new campaign and what the aims and objectives are of the research company who conducted the survey. The presentation will determine whether the research company is reliable and discuss what research they used for this specific campaign. The results of the survey will be examined to determine if there is a need for this type of campaign. 

Discussion

The World Health Organisation, (2023) (WHO) describes health promotion as the action of allowing people to gain power over their health, and to better their health. The promotion of healthier living and the prevention of diseases is an essential concept behind public health and enhancing people’s health (Royal College of Nursing, 2023) (RCN). Health promotion is now an important factor in modern health (RCN, 2023). 
In 2022 the DHSC (2022) established a new initiative for a cervical screening campaign. The campaign was named ‘Let Us Help You, Screening Saves Lives’. The campaign called for those entitled to screening not to ignore their appointment. Almost one in three don’t attend their cervical screening examination (DHSC, 2022). The campaign's target population includes ethnic minorities and the LGBTQ+ communities, to break down the barriers they face (DHSC, 2022). In 2018, The London Women's Centre (2018) reported that embarrassment was the number one factor why some ignored their appointment, with almost one-third of women giving this reason (Athanasias, 2018). In 2021, DHSC (2022) found that embarrassment had risen, with almost two-thirds of women giving this reason, therefore, the statistics are showing a steady increase. This alludes to the importance of health promotion in this specific area. It is vital to recognise the reasoning behind women ignoring their appointments, these appointments will save people's lives (Athanasias, 2018).
The intervention outcome for this campaign aims to encourage the target population not to miss their screening appointment (National Health Service, 2023) (NHS). The DHSC (2022) explains it is working towards empowering people entitled to screenings and increasing the number of females eligible, furthermore, addressing any misconceptions surrounding the examination (Caulfield, 2022. The target population for this survey were women between the ages of 25 and 64. The survey was open to take part in over 10 days, during that time 3,003 women and people with a cervix answered the survey questions (Caulfield, 2022). The participants had to answer 17 questions based on their knowledge of cervical screening, HPV and their personal experiences (Caulfield, 2022)). The questions asked and the participants who took part gave good insight to the researchers, it gave a better understanding as to how they can help reach their goal.
The DHSC (2022) used the findings from a study produced by Opinium (Caulfield, 2022). Opinium specialises in online surveys and polls, which are used by a wide variety of businesses. Opinium research uses both qualitative and quantitative research (Opinium, 2023). Most customers are happy with their involvement and perceive them to be “legitimate, honest, and reliable” (Trustpilot, 2023).
The National Library of Medicine (2023) (NIH) describes Qualitative research as the use of thoughts, feelings, opinions, and personal experience, this research demonstrates the use of open-ended questions. Examples of Qualitative research would be observing discussions during focus groups, interviews or observing participants in their natural habitats. For this reason, qualitative research is more open to being biased (NIH, 2023). Quantitative research is number-based, it uses statistics, the questions are closed and have limited answers (NIH, 2023). Surveys are an example of quantitative research. This research leaves very little room for bias and inconsistencies, it is considered more factual (National Institute for Health and Care Research, 2023) (NIHR). The survey that encouraged the cervical screening campaign used a quantitative research approach, the questions were mainly agree or disagree with options in between, such as, tend to agree, tend to disagree or neither, furthermore, there were a small number of questions that were more detailed and given more options with one of the questions having 19 answers to choose from (Opinium 2023). The results were quick, it was a time-effective method which benefits the target population as well as the researchers (NIH, 2017). The results were similar to the statistics in 2018, with embarrassment still being the main reason for people not going for their cervical screening exam, except now the percentage was higher (Office for Health Improvement and Disparities, 2022). Not only does this campaign encourage women but the research used to promote this campaign will enable earlier diagnosis of cervical cancer, if HPV is found early on it will prevent ill health, therefore, giving better outcomes and quicker return to daily life (NHS, 2023).
The primary intervention for this campaign was to increase the number of women and people with a cervix who attend their screening examinations (NIH, 2023). The secondary intervention will lead to more people discussing sexual health, it will reduce the number of cervical cancers, and therefore, there will be less pressure on the NHS (NIH, 2023). The research takes on the role of Non-probability sampling. The sample population has been selected on specific characteristics, they are all women or have a cervix (NIH, 2023).









Conclusion

Research for this campaign does not take into consideration, ethnicity or if they are part of the LGBTQ+ community before the survey (NIH, 2017). Sampling of smaller groups will give a wider range of results and narrow down results, it will also help these groups to feel even more accepted and, consequently more likely to attend their appointments without the fear of judgement (Caulfield, 2022). The quantitative research used gave the best chance of an unbiased result and, therefore can be considered useful (NIH, 2017). Overall, the research effectively reached the target audience, and the researchers who conducted the survey were found to be reliable and honest (Opium, 2023). The research for this campaign was a valuable tool in recognising how health professionals can help and encourage people to attend their cervical screening and give the health service a better chance to reduce cervical cancer (NIH, 2017 and NHS, 2023).
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