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Strategic Health Communication Campaign Model
Introduction
The Strategic Health Communication Campaign Model is one of the handy tools used to develop such campaigns. The model consists of five stages. The first stage is planning. It involves the setting of realistic objectives of the campaign and the adoption of consumer orientation. The second stage consists of using an appropriate theory that acts as a guideline (Botan, 2017). Communication analysis entails selecting the relevant channel for communication, carrying out audience analysis and segmentation, and formative research. Implementation involves long term operations and administration of the campaign. The last stage is evaluation and reorientation. It consists of an assessment of the outcome to determine the success rate and possible adjustments required.
Rethinking Drinking Campaign
The campaign is initiated by the National Institute on Alcohol Abuse and Alcoholism (NIAAA). The campaign aims to reduce alcohol drinking and alcoholism's side effects, a dense habit in adults (Hall, 2018). The campaign aims at encouraging adults to evaluate their drinking habits. The campaign is pegged on cognitive-behavioral theory, which asserts that alcoholism is a learned behavior that can be changed via behavior modifications—the campaign targets adults. The institute carried out formative research and determined that most adults reacted positively to TV adverts and social media platforms like Twitter and telegram. NIAAA uses Television, Twitter, and telegram to convey its message. In its implementation, the campaign also considers the government and corporate regulations on alcohol drinking. Also, the campaign evaluates its effectiveness and determines the expected reorientations. Currently, the institute plans to carry out physical campaigns in alcohol-selling joints.
The real cost campaign
The campaign is initiated by the Food and Drug Administration (FDA). It aims to educate teenagers about the harmful effects of smoking (Roditis, Jones, Dineva & Alexander, 2019). FDA carried out research and determined that about 2.2 million high school students were smoking e-cigarettes in 2017. Their campaign is based on a behavioral approach that holds that drug addiction is a learned habit that is stoppable through learning other healthy ways. The campaign uses messages to reach more than 11 million youths between 12-17. The messages are spread via online videos, website, TV, and social media. Also, the campaign is in line with government regulations about smoking. It evaluates the program to determine its suitability and the necessary adjustments. Currently, the movement has adopted the use of posters placed strategically in schools to reinforce the message.
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In this appendix, you will include all previous assignments: Unit 2, Unit 4, and Unit 6.  You may paste your previous assignments into this appendix.  
