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The Simple Things public-facing behaviour change
campaign was developed by Champs Public Health
Collaborative, a partnership of Cheshire and
Merseyside’s nine Directors of Public Health, the NHS
Director of Population Health and their teams, serving
2.7 million people.

First launched in December 2022, the campaign
responded to concerns that COVID-19, flu and
norovirus could place significant winter pressure on
communities and health and care services.

The campaign aimed to reduce the impact and spread
of infectious diseases by encouraging simple, everyday
protective behaviours, including good hand hygiene,
covering coughs and sneezes, cleaning surfaces and
staying at home when unwell.

Further aims included reducing disruption to schools,
workplaces and the wider economy caused by
infectious disease.

Reminding children to wash their hands
before they eat helps keep bugs at bay.
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An insight-led approach was used to develop the
campaign. Quantitative and qualitative research with
residents, businesses and other stakeholders explored
perceptions of infectious disease risk, preventative
behaviours and attitudes towards public health
communications.

Key findings included:

- High awareness of behaviours that can reduce
infection

- NHS branding increased trust in campaign messages
- Empowering, positive messages resonated strongly

- Local faces resonated more strongly than national
figures.

The findings informed the campaign’s creative concept,
messages, tone and delivery. Creative concepts were
also tested with target audiences for understanding and
accessibility.

Microbiological testing of everyday objects was used to
provide additional evidence and generate public interest
in hand hygiene. Initial testing of commonly touched
items, including self-service checkouts, identified
thousands of bacteria, including bacteria normally
associated with faeces. Further testing with iiCON
examined children’s toys, soft-play centres and outdoor
playgrounds, identifying a range of bacteria and viruses.

Four consecutive winter campaigns were delivered
between December 2022 and March 2026. Activity was
adapted each year in response to emerging priorities
and audience insight. Delivery included digital
advertising, radio, media relations, community
roadshows, school engagement, out-of-home
advertising and actively delivered through health,
education, business and community partners.

Across four years, Simple Things has reached
more than one billion people worldwide through
media coverage, while social media advertising has
reached 6,559,744 people since December 2022.
More than 41,000 people have clicked through to
the campaign website.

The first campaign secured 68 pieces of
international media coverage, reaching an
estimated audience of 1.159 billion people.

In 2024/25, activity focused on parents,
grandparents and carers through the ‘Little Ones
Can Help Keep Us All Well’ campaign. Research
with 300 parents found 74% had taken time off
work to care for a sick child, 62% often caught
ilinesses from their children and 41% often
struggled to get their children to wash their hands
regularly. The findings informed a campaign
encouraging good hand hygiene habits in children.

In 2025/26, activity expanded to young people aged
12-20. Creative showed germs on everyday items
including mobile phones, gaming consoles and ear
pods. The campaign reached 938,752 people
across Cheshire and Merseyside and generated
23,523 website clicks.

Evaluation also found that four out of five people
who saw the adverts reported washing their
hands more or sanitising surfaces more frequently.
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Scan the QR code to visit:
simplethings-nhs.com

Conclusion

Findings suggest that Simple Things has successfully
raised awareness of simple behaviours that can help
reduce the spread of infectious diseases and prompted
reported changes in preventative behaviour.

The four-year approach has enabled activity to evolve
using audience insight, microbiological research and
evaluation, while extending messages to different
audiences and infectious disease priorities.

The campaign has also supported collaboration across
public health, health services, education, businesses
and community partners.
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