Two-thirds of matemal deaths occurred in those with pre-existing physical or mental health problems. (VBBRACE-UK, 2017) Currently, 45% of pregnancies and one-third of births in England are unplanned or associated NHS
with feelings of ambivalence. (Health Matters: Reproductive Health and Pregnancy Planning, 2018 ) e aaster

NHS Trust

Y PRE- CONCEPTION CARE ) -

Network

A Creative ok
pregnancy’

#ReadyforPregnancy

Authors - Shailja Verma, Marit Bodley, Manjiri Khare, Kaustabh Nisal, lan Scudamore , Anette Freyer & Farah Siddiqui

A search was done on existing public health campaigns. This was evaluated for suitability, including content & messaging, evidence of co-production, multi-ethnic
acceptability & images and easy read access. We had permission to develop further with an emphasis on medical conditions. Spotify advertising & spotify
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Total people reached: 55,286 If you have a health condition,
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onclusion:
This endeavour to improve provision of PCC for women with medical conditions focuses on patient education & information accessibility. A hard launch is challenging, and a soft launch is ongoing. Future endeavour would
_ require involving primary care i.e. GPs & pharmacies especially from high deprivation areas. Further work is required with patient collaboration like patient evaluation & feedback and staft education. 1



