
Two-thirdsofmaternaldeathsoccurred in thosewith pre-existingphysicalormentalhealthproblems. (MBBRACE-UK,2017)Currently,45%ofpregnanciesandone-thirdof births inEnglandareunplannedorassociated
with feelingsof ambivalence. (HealthMatters:ReproductiveHealthandPregnancyPlanning,2018 )

• Spotify Advertising - 74,631 people reached with 690 clicks on 
landing page
• Snapchat advertising - 3,924 clicks to landing page
• Google Display Network Advertising - 2,160 clicks on landing 

page.
• CTR (click through rates) overall is <1% in all advertising 

platforms.
• Total page views to the site as a whole was 11,182, of which

65% were visits to campaign landing page.
• Snapchat was most cost-effective platform, highest clicks and 

greatest level of engagement.

Conclusion:
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 requiredwithpatient collaboration like patient evaluation & feedback and staff education.

P	R	E– C	O	N	C	E	P	T	I	O	N	C	A	R	E	
Authors - Shailja Verma, Marit Bodley, Manjiri Khare, Kaustabh Nisal, Ian 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.

The Southeast Clinical Network originally had a co-production with patient partnership and laid foundation for patient education campaign


