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Steps 5-7, Health Communication Campaign Review Tool 

	           
	
	Excellent
	Very  good
	Fair
	Fail

	
	Step 5: Set Communication Objectives


	
	
	
	

	1. 
	Are your communication objectives aligned with your overall health promotion objectives?


	
	
	
	

	2. 
	Can your objectives realistically be accomplished by communication activities?


	
	
	
	

	3. 
	Do your objectives describe a change (i.e. increase, decrease), rather than an action step (deliver, distribute, promote)?


	
	
	
	

	4. 
	Do your objectives identify a specific audience?


	
	
	
	

	5. 
	Are your communication objectives directed to the most appropriate level (i.e. individual level, network level, organizational level and/or societal level), given the needs of the community, your mandate and your capacity?


	
	
	
	

	6. 
	Are your objectives a strategic priority (i.e. a good fit between needs, capacities and your mandate)?

	
	
	
	

	7. 
	Are you objectives S.M.A.R.T. (specific, measurable, attainable, realistic, time-limited)?


	
	
	
	

	
	Step 6: Channels and Vehicles


	
	
	
	

	8. 
	Are the channels and vehicles you have chosen suitable for reaching the communication objectives you have set?


	
	
	
	

	9. 
	Are the channels and vehicles you have chosen affordable?


	
	
	
	

	10. 
	Do you have evidence showing that the channels and vehicles you have chosen will be attended to by the identified audience?


	
	
	
	

	11. 
	Are the channels and vehicles the most efficient use of resources? (will they reach more than one audience and work toward more than one objective?)


	
	
	
	

	12. 
	Do you have evidence showing that the vehicles will reach large numbers of the identified audience?


	
	
	
	

	13. 
	Do you have a good mix of vehicles that are long lasting (e.g. fridge magnet) and short-lived (e.g. radio ad)?


	
	
	
	

	
	Step 7: Sequencing


	
	
	
	

	14. 
	Does the campaign create momentum over time by building on previous messages?


	
	
	
	

	15. 
	Does the campaign repeat the message/s enough times to expose most members of your intended audience to the message 5 or more times?  


	
	
	
	

	16. 
	Does the campaign build on existing holidays and events? (e.g. theme weeks, national conferences, etc.)
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