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INTRODUCTION

Breast cancer is the most common female cancer in the world with an estimated 1.67 million new cancer cases diagnosed every years. With an annual incidence of
approximately 1,44,000 new cases of breast cancers in India, it has now become the most common female cancer in urban India. As per the ICMR-PBCR data, breast
cancer is the most common cancer among women in urban registries of Delhi, Mumbai, Ahmedabad, Kolkata, and Trivandrum where it constitutes >30% of all
cancersin females, which shows there is high need of breast cancer awareness with increasing urban lifestyle.

People who need regular screening:

. previously had breast cancer

. family history

+  BRCAmutationrisk(up to 55-65% cases are positive) Social Networking Approaches

. Women above 40 years of age
o Lifestyle issues To lower the cost of social media marketing packages, giving opportunities to
o Dense breast tissue budding professionals of different talents can be a win-winidea.

OBJECTIVES / P

To generate awareness about breast cancer, in the mass, by utilising various forms
of media as the medium so that people start taking preventive measures,
especially major focus on women in late forties.

| Short film
METHODOLOGY ¥ or Videa
’s ) Mo k I

. [t is a retrospective study on the basis of previous facts and data collection,

which shows increasing cases of breast cancer.
. At Kokilaben Hospital around 200-240 breast cancer cases per year has Real stories covered by photographers

been detected and treated and according to the present team of doctors, this

rateisincreasing continuously. #STORYALLOVER#
. Inclusion criteria- Women ofage 40+ (Checkup or treatment)
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PROGRAMME MARKETING OF BC AWARENESS? o0
\ WOM (word of mouth)

[tcan be done by following methods:
« ‘Seeding’ amessageinanetwork

[tis aretrospective study on the basis of previous facts and data collection, which
shows increasing cases of breast cancer all the over the world.
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them aware and encourage them for
. §§§:LLE taking preventive measures, can be
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CAMPAIGNS)- SAMPLE
eS| i Objective :offering people free
- N ~  examinations so they’ll take initiations
Planning factors- (40 plus targeted population) for preventive measures.

1 Week free mammography project for
making people keen towards preventive
examination.
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Rl [f 70 out of 5 patient diagnosed positive, V4
Cost  Communication after offering 10% discount on complete ‘/
E “ treatment from hospital, we can l

increase footfall in hospital.

Advertisement Layout:

Counter Awareness Campaign RECOMMENDATIO N/ ?

‘Because she’ll never take care of

herself in taking care of your whole world.” TAG LINE:

A . The work is towards sustainable approach of awareness, reduction to
h A 4 . _
o eradicate all controllable factors of Disease.
v . [t will lead to empower the People (especially 40+ age) to take active
GET AWARE > role in development and delivery of Awareness for the preventive
TO MAKE
T . measures.
A . Various approaches via Media and Networking will also lead to
Y QU awareness among young minds which will fasten the awareness and
4 \/ ) early detection screening.
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