
Community Awareness Campaign Report [Semester 6] 

  Group Number: C3,C4 

 Contact Person (for follow-up): Reem Mohamed Ahmed (01508168025) 

 Title of Health Issue Covered: Liver Donation: A Gift That Grows (Living Donor Liver 

Transplantation) 

 Key Messages Delivered to the Public: 

1. The liver has a unique ability to regenerate after donation 

2. Conditions where liver transplantation may be the only treatment option 

3. Life after liver transplantation for both donors and recipients 

4. How donor safety is ensured throughout the process 

5. The criteria for being a living liver donor 

Campaign Locations: 
Location & date Why chosen? Estimated number of 

people reached 

Type of audience (e.g. 

children, elderly, 

general public) 

8/4/25 – faculty of 

medicine campus 

To raise awareness among 

future medical 

professionals 

175 University students 

(various faculties) 

10/4/25 - GWSC To educate the general 

public (potential donors or 

patients) 

250 General public 

8/4/25 – Mansoura 

college schools 

To educate younger 

generations early 

150 High school students 

Materials and Methods Used: 
 Educational Materials Used 

 (e.g., brochures, posters, 

infographics): 

Poster (in Arabic) - summarizing the main points we 

wanted to convey through our campaign 

Banner (in Arabic) - showing the common symptoms of liver 
disease 

Brochures (in English and Arabic) - as a hand booklet for 

the audience to learn more about living liver donation, 

including some of the frequently asked questions 

 Interactive Tools 

 (e.g., models, videos, games, 

giveaways): 

An anatomical liver model games and 

activities: 

 ‘liverdle’ (wordle) a wordplay that allowed 

us to talk in depth with people by defining the words 

and how they relate to our campaign 
  Myth or fact game 

 Connecting lives puzzle 

 Hepatic hunt a word search (also giving us an 

opportunity to explain information in a fun engaging 

way) 

 Spot the liver 

 Face painting, darts, bowling liver themed, coloring, 

pages and other games for the younger audiences at 

GWSC 

 Stickers and giveaway gifts like sweets, balloons, 

sharpeners, pencils,etc. 



 QR code for our IG page for people who could not stay 

for a full explanation 

 Approach Used to Communicate 

  (e.g., one-to-one discussion, group 

sessions): 

Our approach was a one on one discussion with the 

attendees. We had a group of us engaging passers-by by 

handing out brochures and inviting them to our stand and 

other team members managing different sections: 

information, games, and stand activities 
 Language/Style Adaptations Made 

for the Target Audience: 
We use simplified medical language for non- medical students 
and the general public. 
We further simplified concepts and highlighted 

key points when addressing school-aged children to 

make it easier for them to understand and retain the 

important points. 

Overall, we tailored our tone and depth of explanation based 
on our audiences background. 

 

Observations and Feedback 

Public Reaction and Engagement: 

We had a great public reaction and a highly positive engagement. The audience took the 

information seriously and they showed eagerness to learn more. 

Any Questions Frequently Asked by the Audience: 

There were a lot of questions, but the ones that were repeated the most were: 

 How long does it take for the liver to regenerate? 

 Will donors need lifelong medications after donating? 

 How can I know if I’m eligible for transplantation? 

 Why do recipients need lifelong immunosuppression and can they ever stop it? 

 If the liver regenerates can a person donate more than once? 

Feedback Received (if any): 

Many expressed that they learned new and surprising information, especially about liver 
regeneration, and a lot were unaware of liver transplantation as a treatment option in the first place! 

We had compliments about the clarity, the organization, the games and engaging material we had 
for our campaign. 

 

Challenges Faced: 

Any Logistical, Communication, or Public Engagement Challenges: 

The main challenge in our campaign at the faculty of Medicine was the limited time due to the 

lecture schedules that required fast paced engagement with the audience. 

At the GWSC campaign, there were large crowds at times making it difficult to interact deeply with 

every individual. 

How the Group Managed or Adapted to These Challenges: 



We conducted small group discussions with 2 to 3 people at a time when we were overcrowded. We 

divided responsibilities among team members for efficient crowd management, and we maintained 

strong teamwork and efficiency to maximize outreach. 

Lessons Learned 
What the Group Learned from the Campaign: 

We learned a lot from the campaigns: it improved our skills and teamwork, time management and 

public communication. We learned how to adapt medical information to different audience levels. 

We balanced campaign activities with academic responsibilities in an efficient way, and we gained 

experience in organizing health campaigns and responding to public curiosity and questions. 

 

Suggestions for Improvement in Future Campaigns: 

  Choose timings for the on-ground campaign that do not interfere with our lectures. 
  Create a quick easy to share QR code link for people who cannot stay for a full explanation. 

 Include short interactive talks, for example, a micro-presentation to reach larger groups at a 

time when needed 

Visual Documentation: 

Attach 2–4 Photos from the Campaign (with captions): 
 

 

One campaign, Three destinations 

A glimpse of our group across all three campaign 

locations - from the faculty of medicine to GWSC 

and finally to Mansoura College schools. 

Moments worth framing 
Attendees engaging with our campaign’s 

photo frame, capturing both smiles and 

awareness. 

 

 



  

One-on-one interactions 

Personalized conversations and action, our team 

members engaging directly with an attendee, 

simplifying medical information and planting seeds 

of awareness. 

Awareness meets joy 
From face painting to fun games, our 

interactions with children were the 

highlight of the day at GWSC. 

 

 

Attach the soft copy of the brochures used in your campaigns. 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

This Community Awareness Campaign was prepared & reported by a student team of the Class of 2027,  
under the supervision of  Dr Hosam Hamed (Semester 6 Chief Tutor), Prof. Rafik Barakat (Phase 2 Director),  

and Prof. Ahmed Negm (MMPME Program Director). 

 

 

Prof Rafik Barakat 
Phase 2 Director 

 

Prof Ahmed Negm 
MMPME Program Director 


