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Abstract

Theoretical background: Information and communication activities are one of the
key areas of public health. Thus, the World Health Organization (WHO) singles out
operational function 9 among public health operational functions. Advocacy,
communication and social mobilization for health. Since 2000, a number of
national-level public health information and communication programs have been
implemented in Ukraine, but these campaigns have rarely been evaluated for their
real impact and effectiveness.

Aim: To study the evaluation of the effectiveness of large-scale (national level)
information and communication campaigns in the field of public health in Ukraine
by representatives of certain target audiences, both in the field of health care and
not directly related to the health care sector.

Methods: A special sociological study was to develop an online questionnaire
(Google-form questionnaire) and disseminate them by disseminating to the
audience users of social networks, including Facebook, Instagram. The research
period is November 1-30, 2020. The questionnaire contained 26 questions from
different thematic blocks: the block of socio-demographic characteristics of the
respondent; unit for determining respondents' awareness of national campaigns;
respondents' evaluation of the effectiveness of campaigns; a block of respondents’
assessment of the effectiveness, impact of campaigns and the commitment of
respondents to the dissemination of their content. In total, during the survey period,
questionnaires were received from 153 respondents from all regions of Ukraine.
Results: Only 7 information and communication campaigns at the national level
out of 20 were mentioned by more than 20% of respondents. Only 35.2% of
respondents consider them effective. If we consider that the motivation of the target
group to search for additional information on the issues raised in the campaign can
be considered a sign of the effectiveness of the information campaign, the level of
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effectiveness is quite high - only 19 respondents (13.6% of 140 respondents) were
not interested in any campaign. problem. 40.5% of respondents also indicated that
certain information and communication campaigns influenced them personally,
motivating them to take certain actions at the individual level of maintaining their
own health.

Conclusion: The level of efficiency and effectiveness of information and
communication campaigns in the field of public health, which were conducted in
Ukraine during 2000-2020, according to the surveyed group of respondents is
insufficient. There is a need to develop and implement a methodology and tools for
monitoring and evaluating the effectiveness and efficiency of public health
information and communication campaigns in order to develop recommendations
for their improvement.

Keywords Information and communication campaigns, public health, public
opinion, Ukraine.

Pesrome

Teopernuna ocHoBa: [HpopMmamiifHO-KOMYHIKaNiiHA ASUIBHICTH € OIHUM 3
KIIIOYOBUX HANpPSIMKIB POOOTH CHCTEMH TPOMaJICHKOTO 3/10poB’s. Tak, BeecBiTHs
opranizartis 310poB’st (BO3) cepen onepaTuBHUX (PYHKITIH TPOMAICHKOTO 3/I0POB’ 5
OKpeMO BuAilse oneparuBHy ¢yHkuito 9. IHpopmariiiHo-po3’scHIOBaIbHA
JISUTBHICTH (a/IBOKAIlisl), KOMYHIKaIlisi Ta coliaJibHa MOOLTi3allis B iHTepecax
3nopoB’a. 3 2000 poky B YkpaiHi Oyno peanizoBaHO HH3KY i1H(oOpMaliiHO-
KOMYHIKal[IHHUX IpOrpaM HalliOHAJIIHOTO PiBHS Y cdepi TPOMaZChKOIro 310pOB 1,
aJjie 1l KaMIaHii piIKo MPOXOIMJIN OLIHIOBAHHS 11010 IXHHOT'O PEabHOTO BILTUBY Ta
e(eKTUBHOCTI.

Mera: BuBuutu OIiHKY €(QEKTHBHOCTI MacIITaOHUX (HAI[IOHAJIBHOTO PIBHS)
1H(hOopMaLIHO-KOMYHIKAlIMHUX KaMIaHii B cdepl rpoMajchKoro 310pOB’sl B
VkpaiHi npeicTaBHUKaMH OKPEMHUX IUIbOBUX ayAUTOpid sK chepu OXOpOHHU
3J10pOB’s, TaK 1 0e3M0CepeHbO HE MOB’A3aHUX 3 Taly33I0 OXOPOHH 310POB’s.
Metoan: CremniaabHe COLIOJOTIYHE JOCTIJKEHHS IMOJIATaJo B PO3pOOJICHHI OH-
JaiiH aHkeTu (omuTyBajgbHMKa Googl-form) Ta pO3MOBCIOMKEHHA IX HUIIXOM
MOLIMPEHHST Cepel ayIuTOopii KOPHUCTYBAayiB COIAJIbHUX MeEpexX, 30KpeMa
Facebook, Instagram. Ilepiog mocmimkenns — 01-30 mucromama 2020 poky.
OnuTyBaJbHUK MICTUB 26 3aUTaHb PI3HUX TEMAaTHYHUX OJIOKIB: OJIOK COLIabHO-
neMorpadidHOi XapaKTepUCTHUKH PECTIOH ICHTa; OJIOK BU3SHAUYEHHS 1H()OPMOBAHOCTI
PECIIOH/ICHTIB TPO HAIIOHAIbHI KaMmmaHii; OJIOK OIlIHKK pPECHOHACHTaAMH
e(eKTUBHOCTI KaMIaHii; 6JI0K OIIIHKH PECIIOHICHTAaMH PE3YIbTaTUBHOCTI, BIUIUBY
KaMIaHii Ta MPUXUIBHOCTI PECHOHACHTIB 10 MOMIMPEHHS iX 3MicTy. Beboro 3a
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nepion J0CiKeHHs OyJI0 OTpUMAaHO aHKETH Bifl 153 pecrioHIeHTIB 3 yCiX perioHiB
Ykpainu.

PesyabtaTu: Jlume 7 iHdopmaIiiHO-KOMYHIKaIIMHIX KaMIaHii HAI[lOHATBHOTO
piBHs 13 20 npuranano 6inbie 20% onuranux. BaxaroTs iX e)eKTUBHUMHU JIUIIIE
35,2% onuTaHUX pecOHACHTIB. SIKII0 BBa)KaTH, 1110 O3HAKOIO PE3yJIbTATUBHOCTI
iHpopMaIliiHOi KaMImaHii MOXXHa pO3MJISAaTH 1 MOTHBALIK IPEICTaBHUKIB
[ITLOBOT TPYMH [0 TMOIIYKY IOAATKOBOI iH(popMamii 3 MiTHATAX B KaMIIaHil
NUTaHb, TO PIBEHb PE3yJIbTATUBHOCTI € JTOBOJI BHCOKHMM - Jdnie 19 omuraHuX
(13,6% 13 140 pecrnoHAEHTIB) HE 3aI[iKaBWIMCH KOJHOK IMiTHATOK B KaMmaHil
npobnemoro. 40,5% onuTaHMX TaKOX BKa3zajdHM, IO OKpeMi iH(opmamiiHO-
KOMYHIKallliiHl KaMIlaHii BIUIMHYJM Ha HUX OCOOMCTO, MOTUBYIOUM 10 OKPEMUX
N Ha 1HIUBIyabHOMY PiBHI 30€pEeKEHHSI BJACHOTO 3710POB 1.

BucHoBku: PiBeHb eQEeKTHBHOCTI Ta pe3ylbTaTUBHOCTI iH(pOpMaLiiHO-
KOMYHIKAI[IHHUX KaMIlaHid y cepi rpoMaachKoro 370poB’s, SIKi MPOBOJWINCS B
VYkpaini npotsarom 2000-2020 pokiB, Ha TyMKY ONUTAHOI I'PyHH PECHOHEHTIB €
HenmocTtaTHIM. € HeOOXiIHICTh PO3POOKM 1 BIPOBAHKEHHS METOJOJOrIT Ta
IHCTPYMEHTIB MOHITOPUHTY 1 OLIHKA €(QEeKTHBHOCTI Ta pe3yJbTaTUBHOCTI
iH(pOpMaMiifHO-KOMYHIKATUBHUX KaMIlaHiii y cdepi TpoMagcbKoro 310poB’s 3
METOI0 PO3pPOOKH PEKOMEHAIIIH 11010 IX yIOCKOHAJIEHHS.

Knwuoei cnosa

[HdopmaniiiHo-KOMyHIKaliHI KaMIlaHii, TPOMaJCbKe 3JI0pOB’sl, CYCHUIbHA IyMKa,
VYkpaiHa.

Introduction.

Information and communication activities are one of the key areas of public
health. Thus, the World Health Organization (WHO) singles out operational
function among the operational functions of public health. 9. Advocacy,
communication and social mobilization for health, including communication in the
field of health health, which is aimed at improving health literacy and improving
the health of individuals and the general population [SLABKY, MYRONYUK,
KACHALA 2017, p.30]. In addition, the effectiveness of programs and individual
interventions in the field of public health largely depends on the effective
communication of providers in the field of health improvement and preservation
with the target groups of the population targeted by these services [SLABKY,
SHAFRANSKY, MYRONYUK, KRUCHANITSYA 2016, p.24.]. Researchers
point to the importance and role of effective communication in combating risk
factors for chronic non-communicable diseases [GRAHAM, AMOS, PLUMPTRE
2003, P.4.], Ensuring road safety for children and increasing physical activity
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[KRAVCHENKO 2014, p.97.]. Ukraine has long had an outdated model of disease
prevention and population health at the population level. In this model, a person
was perceived as an object of the process, who did not have his own attitude to these
processes and was not able to control them. Subsequently, such an administrative-
command method of implementing preventive measures has led to the fact that the
population stopped supporting the ideas of vaccination, screening, a healthy
lifestyle. Lack of knowledge about health, disease prevention and treatment has led
to the spread of false information and the popularity of alternative treatments, as
well as the loss of trust in the medical field in general. In addition, poor
communication and high levels of information have created a precondition for
lowering confidence in key public health institutions. At the same time, world
practice proves that the effective functioning of the public health system is
impossible without the coordination of actions of all stakeholders is impossible
without well-established communication between them. Integrated efforts of the
whole society are also important for overcoming public health challenges
[VOROBYOV 2011, p.12].

For a long time, there was no single public health spokesperson in Ukraine.
The Ministry of Health did not create or disseminate information to the public.
Local governments, in the form of health departments, also largely played
administrative and managerial functions in building the system and maintaining
funding for health facilities. NGOs and patients' organizations, which began to
appear in Ukraine after 1991, chose their areas of communication solely in the
direction of their activities, such as HIV or assistance to people with disabilities.
Scientific institutions and institutions of higher medical education were also not
involved in the organized promotion of a healthy lifestyle. Individual doctors or
scientists have begun to communicate in the field of public health and prevention.
Some publications published in the late 1990s provided advice and advice on non-
evidence-based health and non-traditional medicine. With the development of
Internet technologies, a large number of Ukrainians began to consume information
about health and disease from Internet sites and communities. As with the print
media, health information was largely based on the conjectures and empirical
experience of the contributors. The television media at that time mostly spread
information with stories about poor quality medical care and bribes in medicine,
which generally created a negative image of the medical community. Thus,
communication in the field of public health has become segmented, with a high
percentage of information noise [IVASHCHENKO 2017, p.323]. At the same time,
large-scale health information campaigns were periodically conducted in the
country. For example, a number of national-level public health information and
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communication programs have been implemented in Ukraine since 2000, but these
campaigns have rarely been evaluated for their real impact and effectiveness.

Aim

To study the evaluation of the effectiveness of large-scale (national level)
information and communication campaigns in the field of public health in Ukraine
by representatives of certain target audiences, both in the field of health care and
not directly related to the health care sector.

Methods

The object of the study were information and communication strategies in
public health of Ukraine. Subject of research: the effectiveness of information and
communication campaigns in the field of public health at the national level. The
main method of research was sociological. A special sociological survey consisted
of developing an online questionnaire (Google questionnaire), which would reveal
the level of awareness of respondents about large-scale information and
communication campaigns in the field of public health and assess their
effectiveness and dissemination by distributing them among social media users. , in
particular Facebook, Instagram. The research period is November 1-30, 2020.
Actually, the questionnaire contained 26 questions from different thematic blocks:
the block of socio-demographic characteristics of the respondent; unit for
determining respondents' awareness of national campaigns; respondents' evaluation
of the effectiveness of campaigns; a block of respondents' assessment of the
effectiveness, impact of campaigns and the commitment of respondents to the
dissemination of their content. At the stage of forming the questionnaire by the
method of content analysis, a list of the largest information and communication
campaigns in the field of public health at the national level, which were
implemented in Ukraine in the period from 2000 to the first half of 2020 inclusive.
As a result, 20 information and communication campaigns were included in the
questionnaire. The results of the study were processed using the MS Office 2010
application suite.

In total, during the survey period, questionnaires were received from 153
respondents from all regions of Ukraine. Most questionnaires were received from
residents of Odessa and Odessa region - 94 questionnaires (64.4% of the total) and
Kyiv and Kyiv region - 24 questionnaires (15.7%). Representatives of other regions
of Ukraine were represented to a lesser extent: Lviv and Mykolaiv regions in 8 and
5 questionnaires (5.2% and 3.3%, respectively, other regions in 1-2 questionnaires.
Among the respondents were 118 women (77.1%) respondents) and 35 men
(22.9%).

Among the respondents are representatives of all age groups from 18 to 75
years (Table 1).
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Tab. 1 Distribution of respondents by age groups

Age group (years) N=153 %
18-21 ) 3,3
22-35 60 39,2
36-60 85 55,6
61-75 2 1,3
More than 75 1 0,7

The largest share among the respondents who answered the questionnaire
are representatives of the age group 36-60 years - 85 people and the age group 22-
35 years - 60 people, which was 55.6% and 39.2%, respectively. This age
distribution is to be expected, given that online questionnaires were mainly
distributed through social networks.

Important for the purpose of the study is the sign of belonging of
respondents to the health care system in general, and the sphere of public health in
particular. Therefore, in the questionnaire, respondents were asked to provide
information on their affiliation with their professional activities in the field of health
care, public health and non-governmental organizations working to preserve the
health of the population. Analysis of respondents' responses to their affiliation or
involvement in health care is presented in Table 2.

Tab. 2 Affiliation of respondents to health care (HC)

Group of affiliation to HC N=153 %
Healthcare professional (doctor,
paramedic, nurse, etc.)

73 47,7
Public health professional 4 2,6
Representative of a non-governmental 7 4,6
organization related to medicine / public
health
Not related to medicine / public health 69 45,1
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As can be seen from the table, the majority of respondents are to some extent
related to the health care system (54.9%), although the share of respondents who
are not related to health care in their professional activities is also significant - 45.1
% of respondents.

Results

The general analysis of the results of the survey was conducted on certain blocks of
questions, the purpose of which was to determine the separate awareness of
respondents about national campaigns; respondents’ assessment of the effectiveness
of campaigns; respondents’ assessment of the effectiveness, impact of campaigns
and commitment of respondents to the dissemination of their content. Thus, the
analysis of the questionnaires, which were aimed at determining the level of
awareness of respondents about national information and communication
campaigns in the field of public health, conducted in Ukraine during 2000-2020,
showed that different campaigns were remembered by respondents to varying
degrees. This is illustrated by the answers of the respondents to the question:
"Indicate among the listed information campaigns that you have heard or seen
related materials", which is presented in Figure 1.

MpoekT «Mpo 300poses 3 (2 %)
IHpopMaLiiHa KamnaHia «. .. 67 (43,8 %)
IHpopMaUiiHa KamnaHia «. . 17 (11,1 %)
IHhopMAaLiiHa KaMnaHia «. . 4(26 %)
HaLlioHansHWI cepsic i3 Bi... 11 (7.2 %)
IH(popMaLiiiHa KamnaHis «. . 17 (11,1 %)
IH(popMaLIAHA KamnaHia “. . 5(3.3 %)
IHthopMaUjiiHa KamnaHia «. . 5109.2 %)
IHpopMaLiAHA KamnaHia . . 36 (23,5 %)
MpOCBITHULLKA KamnaHia “. . 62 (40,5 %)
CouiantHa peknama npo .. .. 16 (10,5 %)
YKPATHCBEMIA TUHOEHb IMY. . 62 (40,5 %)
IHthopmauiiHa akyig «Mpo. . 14 (9,2 %)
«Hac = Mo30K» 12 (7.8 %)
IH(popMaLiiiHa KamnaHis «. . 17 (11,1 %)
«lMepesanycTu cepaues (... 15 (9,8 %)
«CoUianbHWit cynposig Ta. . 14 (9.2 %)
Tapinka 300poBCro Xap4y. .. 27 (176 %)
Monynapusadis Oesonnar... 75 (49 %)
He Gaqus/He 3anam'ATas. . 10 (6.5 %)
IH(popMALIAHE KaMnaHia " . 36 (23,5 %)
IHpopMaLiAHa KaMnaHia " . 32 (20,9 %)
IHtbopMaLjifiHa KOMNaHIA «. . 25 (16,3 %)
He 0a4ns/He 3anam'aTas. .. 10 (6.5 %)
IHDOpMALIAHA KoMNaHIA «. .. 7 (4.6 %)
HOAHWX KOMNaHIA He Gay. i1 (0.7 %)
Celyac npo "KOpoHHI 381y i1 (0.7 %)
MeanuyuHa pasoopyreeiM. .. =1 (0,7 %)
1. Kamnaris npo npogina... i1 (0.7 %)
TyDepryns03 BUNIKOSHUAR—1 (0.7 %)
Ukona guadetkal—1 (0.7 %)
IHopMaLjitHa kamnaHia n... i1 (0.7 %)
Teif cimeiHui nikapi—1 (0,7 %)
B wkoni &ynu TaoHI 33 3. 1 (0.7 %)
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Figure 1. Distribution of respondents’ answers to the question "Indicate
among the listed information campaigns about which you have heard or seen
related materials™ (N = 153)

Among the proposed list were information campaigns mentioned by more
than 40% of respondents. The information campaign "Promotion of free donation™
was mentioned by 75 respondents, which was 49% of respondents; Also, a large
proportion of respondents mentioned some information campaigns: "Do not give
AIDS a chance" - 67 respondents (43.8%), educational campaign "Flu: simple
things save lives™ and Ukrainian Immunization Week were noted by 62 respondents
(40.5% of respondents)). More than 20% of respondents also mentioned the
information campaigns "Patient has the right”, "Drink - do not get behind the wheel"
and "Plate of healthy eating". Other campaigns were mentioned by a small number
of respondents (Figure 1). Separately, we identified priority channels of
communication with the target group, namely with the respondents of this
sociological study. Results of the answer to the question: "Through which
information channel did you get acquainted with the information campaign?"
presented in Fig.2.

TensbadyeHHA

lazeta

Papio

IHTepHeT 3MI

Facebook

YouTube

BipycHe Bigeo

Instagram

Byknetu

DOnewmob/macosi akyil
Birbopan

CoujaneHa peknama B MicyA...
CoujineHa pernama B miclAx. ..
He Bauuna

¥ nikapHAX

Poacvnka genaprameHTy 3.
He NosHalloMMECA
MeTpononiten

He Bupena oco3HaHHO He no...
B Wkoni

He nam’aTaw

TPEHIHMW

48 (31,4 %)
4(2,6 %)
14(9,2 %)

74 (48,4 %)
19 (77,8 %)

30 (19,6 %)
12 (7.8 %)

17 (11,1 %)

19 (12,4 %)

31 (20,3 %)
53 (34,6 %)

14(9,2 %)
15 (9,8 %)
1(0,7 %)
1(0,7 %)
1(0,7 %)
1(0,7 %)
10,7 %)
10,7 %)
1(0,7 %)
1(0,7 %)
1(0,7 %)

Figure 2. Information channels through which respondents got acquainted with
information campaigns in the field of public health (N = 153)
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Among the channels for obtaining information about information and
communication campaigns in the field of public health, the leading place is
occupied by Internet resources: social networks, Internet media and You Tube.
Quite a large share of respondents also noted television (48 people, 31.4% of
respondents) and street advertising (53 people, 34.6 respondents). Printed
information resources (newspapers, booklets, information leaflets) were noted by a
small number of respondents.

The main question from the unit of determining the vision of the effectiveness
of information and communication campaigns was: "Does the information
campaign (social advertising) solve the problem?". The unequivocal answer "Yes"
was given by 51 respondents, which amounted to 35.2% of respondents. The vast
majority answered "No™ or "Not sure” - 21 (14.5%) and 51 (35.2%) respondents,
respectively. A wider range of answers to the question, which reflects the
effectiveness of information and communication campaigns, is presented in table
3.

Tab. 3 Distribution of respondents’ answers to the question "Did any
communication and information campaign push you to seek additional information
about the issue?"

Answer options N=140 %
Yes, I'm always looking for more 31 22,1
information

Some campaigns made me read additional 59 42,2
materials

Once or twice | found additional 31 22,1
information

I was never interested in the information 19 13,6
campaign

Importantly, of the 140 respondents who answered this question and recalled
some public health information and communication campaigns, only 19
respondents (13.6%) were not interested in any of the issues raised in the campaign.
In other cases, at least once, the respondents sought additional information on the
proposed issue of maintaining and improving health.

We assessed the impact of information and communication campaigns based
on the results of the analysis of answers to the question: “Have you been influenced
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by the information and communication campaign? (abandoned a bad habit, passed
tests, began to lead a healthy lifestyle, etc.) ". As a result, 62 respondents (40.5% of
respondents) directly influenced the information campaign. 85 (55.6%) and 6
(3.9%) respondents, respectively, did not influence or refused to answer. We
studied the level of commitment to addressing the issues raised in the information
and communication campaigns by analyzing the answers to the question: "Have
you shared visual materials of any health information campaigns on your own social
media pages?". Of the 144 respondents who answered this question, the majority
(96 people, 66.7%) answered in the affirmative.

Discussion

Given the design of the study, some limitations need to be considered when
evaluating the results obtained. In particular, the research methodology provided
for the sending of online questionnaires via the Internet using primarily social
networking services: in particular Facebook, Instagram. Thus, the results are a
reflection of the opinion of the population who are users of these social networks.
Importantly, 98.7% of respondents received the questionnaire through the social
network Facebook, which was reflected in the distribution of respondents by age,
in particular in the age group over 21, and a small proportion of people aged 18-21,
who are also active users of social networks, but mostly others. Also, among the
respondents who answered the questionnaire, there is a significant share of persons
directly involved in the field of health care (54.9% of respondents (which affected
the results.

At the same time, it is noteworthy that even taking into account these
limitations of the study, only 7 information and communication campaigns at the
national level out of 20 were mentioned by more than 20% of respondents. Only
35.2% of respondents consider them effective. If we consider that the motivation of
the target group to search for additional information on the issues raised in the
campaign can be considered a sign of the effectiveness of the information
campaign, the level of effectiveness is quite high - only 19 respondents (13.6% of
140 respondents) were not interested in any campaign. problem. 40.5% of
respondents also indicated that certain information and communication campaigns
influenced them personally, motivating them to take certain actions at the individual
level of maintaining their own health.

Conclusion

The results obtained by us show that the level of efficiency and effectiveness
of information and communication campaigns in the field of public health, which
were conducted in Ukraine during 2000-2020, according to the surveyed group of
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respondents is insufficient. It should be borne in mind that the research group is
represented by the vast majority of active users of Internet resources, including
social networks, and a significant proportion of respondents are connected to the
health care system. In general, the following conclusions can be drawn from the
results:

e Since 2000, Ukraine has conducted a number (about 20) national public
health awareness campaigns of varying duration, density and impact.

e Only about a third of respondents (35.2%) indicated that these
campaigns are effective, while 40.5% of respondents noted the impact
of individual campaigns on them personally.

e Asignificant proportion of respondents (66.7%) personally participated
in the dissemination of information on health issues (including
information campaigns)

e The main sources of information are Internet resources (social
networks), television and outdoor advertising.

e There is a need to develop and implement a methodology and tools for
monitoring and evaluating the effectiveness and efficiency of public
health information and communication campaigns in order to develop
recommendations for their improvement.
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