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Cervical Cancer in Australia: A Snapshot

 771 new cases of cervical cancer in 2009

 80% of women diagnosed with cervical cancer had not 
had regular Pap tests

 Incidence and mortality have halved since National 
Cervical Screening Program introduced in 1991



The challenge and solution

 56% Victorian women aged 25-39 screened in 2010-2011

 Peace of Mind losing impact

 New, engaging campaign

 Young women

 Low budget



Why digital?

14.8m active online users

World’s most prolific users of social media

Facebook.com leading domain 

43% users interacted with brands                                via 
social media in 2012

1 billion videos watched per month
 
Low budget
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Key objectives
 Increase awareness of link between cervical cancer 

and sex among Victorian women aged 25-39

 Book a Pap test



Campaign elements
 Youtube video

 Website collateral

 Social media (Facebook & Twitter)

 Blogs and websites

 Public relations

 Stakeholder engagement



Campaign video



@AskGran



Extra collateral



Blogger, public relations and social media outreach

 Tailored pitches

 Print, TV, radio and online

 Regular Facebook posts and ‘tweets’



Evaluation

 Digital campaigns are difficult to evaluate

 PapScreen’s campaign was assessed based on the 
following factors:

– Traditional media coverage

– Level of social media engagement

– Website analytics

– Number of YouTube views

– Feedback from ‘real’ women



Results – media coverage
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Blogs and social media coverage

 457,00 followers/fans

 384 likes/shares

 355 comments

 616 ‘liked’ comments

 8,317 YouTube views



Website visits

 Comparative analytics reports to test impact

 Visit to website:

– Aug (6,392), Sept (12,294) and Oct (16,175)

– 153% increase Aug - Oct

 Campaign page most visited in Sept (2,542) and Oct 
(1,516)



Feedback from ‘real’ women

“If this ad saves just one women from developing cervical 
cancer and reminds women to have a PAP test then it is 
worthwhile and I will indeed be sharing this on my wall”

”Great ad, it makes a very serious 
subject a little light-hearted and will 
definitely get people talking! It’s all 
about awareness”

“Sex is a natural part of life and if it can increase the 
risk of getting cervical cancer then all women need 
to be aware that they need to get a Pap test”



What’s next?

 Paid online advertising

 Cinema



www.papscreen.org.au


