
Appendix 1: Logic model for the TIC-TOC intervention 

 

Activities  

Multi-faceted community-based cancer awareness 

intervention delivered over a five-month period. Targeted at 

adults (over 18s) living in a socioeconomically deprived area, to 

increase vague cancer symptom knowledge (Capability), modify 

negative beliefs about cancer (Motivation), harness the 

relational aspects of help seeking (Motivation), provide social 

support (Opportunity) and access to a revised referral pathway 

(Opportunity)  

Intervention messages delivered using multiple dissemination 

channels to aid retention:  

(1) Targeted media-based advertising: (i) local radio adverts; (ii) 

local newspaper adverts; (iii) adverts on buses and bus stops; 

(iv) adverts on supermarket billboards; (v) animated video via 

targeted Facebook advertising; (vi) adverts on local community 

platforms (e.g. Cwm Taf Hub); (vii) TV interviews with M/RDC 

healthcare professionals; (viii) local newspaper story with a 

cancer survivor) 

(2) Targeted community-based advertising: (i) leaflet drops and 

poster displays in local community venues; (ii) advertising in 

local community newsletters; (iii) intervention messages printed 

on pharmacy bags 

(3) Cancer champions: (i) recruit five lay members of the 

community through the Cwm Taf Hub, existing community 

contacts and the Health Board; (ii) train cancer champions to 

identify community venues of high footfall to distribute 

intervention materials, prompt symptomatic presentation 

through opportunistic discussions, deliver educational sessions 

and engage with GP practices; and (iii) collaborate with the 

Health Board and local community third sector organisations to 

support planning and delivery of engagement activities 

 

Evidence base 

(systematic and 

scoping reviews, 

qualitative 

research, pilot 

M/RDC data) 

 

Multi-disciplinary 

and clinical 

expertise  

 

Theoretical 

underpinning:  

COM-B model 

(Capability, 

Opportunity, 

Motivation-

Behaviour) and 

Theoretical 

Domains 

Framework 

 

Iterative 

intervention co-

production with 

local stakeholders 

(members of the 

public and 

healthcare 

professionals/pub

lic health leads 

working in Cwm 

Taf Morgannwg)  

 

Outputs  

Residents in 

Cwm Taf  

Morgannwg 

receive 

symptom 

awareness 

messages 

through 

engagement 

with targeted 

media-based 

advertising and 

community- 

based 

advertising, and 

through 

community 

engagement 

with cancer 

champions 

 

 

Short term 

outcomes 

 

Increased 

awareness of 

vague cancer 

symptoms  

 

Reduced 

negative beliefs 

(reduced 

cancer stigma/ 

more positive 

beliefs about 

cancer 

treatment) 

 

Increased 

motivation to 

seek medical 

help with a 

vague cancer 

symptom 

 

Longer- term 

outcomes 

Earlier cancer 

diagnosis 

leading to 

Improved 

survival in 

people living in 

areas of social 

deprivation 

 

Mid- and longer- 

term outcomes 
Inputs 

Mid-term 

outcomes 

Shortened 

patient interval 

leading to 

expedited 

cancer 

diagnosis 
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