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EXISTING KNOWLEDGE REVIEW APPROACH


Purpose
To help ensure you are asking the right questions and therefore collect the relevant information when you are identifying and reviewing existing knowledge from secondary research and stakeholders.

How to use or apply 
Use this as a checklist to work through in a staged way as you search for, identify and review existing knowledge.

Source(s)/Reference(s)
· www.thensmc.com 
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	Define the Problem and Scope
Consider two elements with respect to the problem:
· the issue or challenge, i.e. what is the research information required (e.g. to develop a programme aimed at reducing childhood obesity).
· the review/research problem, i.e. what will the review/research address (e.g. to assess previous programmes and access existing information concerning the attitudes of parents and children towards improving diet and exercise).
The scope of the review includes geographical and time limits (e.g. a review of all programmes to reduce childhood obesity in the last ten years in the UK) and the broad target market (e.g. children from 10 to 14 and their parents).

	Specify objectives
The more specific the objectives, the easier it will be to both commission external help with the review and to develop a shared understanding of information needs amongst stakeholders. Objectives here could include: to assess the effectiveness of communications media in previous social marketing programmes; and to identify the key influences on children’s eating patterns.

	Determine whether internal or external expertise is required
The nature of the data to be collected, the existing in-house expertise and experience, timescale etc. might suggest the need to commission external service providers for all or part of the knowledge review.

	Information sources: secondary or primary?
Secondary data may be sourced from your local PCT public health and communication teams, Local NHS trusts, your LA information services, local NGOs, private sector firms and local academic institutions, your regional Public Health Observatory, Government Regional Offices, Department of Health and a range of library sources data-bases and search engines. Also, there will be individuals and teams within these organisations who can provide the knowledge and insight required through interviews or other primary research approaches.

	Information collection methods
In addition to secondary data sources, there is a vast amount of knowledge which has not as yet been committed to paper. Interviews, workshops, focus groups etc can be used to collect information about previous programmes and to access insights developed by those involved.

	Nature of analysis
Some previous programmes may have involved formal evaluation illustrating ‘best practice’ related to behavioural change. Others may have only anecdotal evidence of effectiveness, but can still be useful.  In addition, summary themes can be extracted relating to specific elements, e.g. interventions of a similar nature such as exercise schemes organised through schools and the particular behaviours associated with these.

	Reporting requirements
Determine who will produce the information, how it will be presented and to whom.

	Action to be taken
Deciding from the outset what action will be taken on the basis of the knowledge review helps to determine the objectives of the exercise by focussing on how the information will be used.

	Budget and timescales
The available budget will often act as a constraint as to the amount of data collection that will be feasible. The value of the knowledge and insight generated in terms of reducing risk and ensuring successful programme outcomes should be assessed against the cost. Usually a range of tenders for external work will be compared. Timescales for knowledge review will have been included in the initial ‘time-line’. External providers may suggest that the timescales are not feasible or that there is a trade-off with the value of the information. The impact of changing timescales on the overall programme should be assessed, but it is important not to rush this important process.

	Data ownership and Ethics
Social marketing programmes will require data to be collected at various stages. Ensure that, whether working with internal or external service providers:
· Data ownership is clearly established from the outset.
· Treatment of data complies with all legal requirements e.g. Data Protection Act.
· Data is collected and used in an ethical manner.
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