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Introduction:
In this study, a multi-media campaign has been proposed, which will aim to combat the issue of obesity by raising people’s knowledge and awareness about the disease. As the issue has been increasing rapidly, using a program to raise people’s awareness will be important. This will introduce a new mobile application and digital platform, along with promoting through digital media platforms and traditional means like events, workshops, billboards and more. A detailed implementation plan has been developed in this accord, as well as the identification of key stakeholders and resources. Lastly, potential barriers, such as obesity stigma, lack of people's enthusiasm, and more have been identified, along with providing suitable recommendations to tackle them. 




[bookmark: _Toc214732171]Poster 
[bookmark: _Toc214732172]Vinhal Health Matters & Branding
Project Title
To raise awareness about obesity and its negative impacts on the well-being of people.
Tagline 
Transform Yourself to Become Fit
[bookmark: _Toc214732173]Context & Problem Identification
a) Issue to address 
 Obesity is referred to as the abnormal fat that is accumulated on a person’s body and can lead to health-related risks. A body weight index over 30 is considered obese (WHO, 2025). In the modern world, obesity has become a highly concerning health issue, as this often leads to severe end-organ damage, which can cause life-threatening complications (Rubino et al., 2025). Following this concern, ways to address obesity issues will be identified in the study. 
b) Evidence 
In the UK, the rate of obesity is increasing rapidly. According to the 2022 Health Survey for England, 28% of adults in the country are obese, while another 36% of them are overweight. The issue is more common among men, with 67% of men being either overweight or obese. The prevalence of obesity or overweight is 12% higher compared to the least deprived areas. 26.8% of children aged between 2 and 15 years were obese or overweight in 2022/23 (Sitahal, 2025). 
[image: ]
Figure 1: Obesity Among Adults in the UK
(Source: Stiebahl, 2025)

[bookmark: _Toc214732174]Innovation
a) Idea
The Idea, Vinhal Health Matters, is an awareness campaign that will be designed to raise the general public’s awareness of obesity issues, reduce stigma associated with them, and promote activities and support to take timely interventions. It will include the following components 
· Multi-media public communication campaign (posters, social media) to share relatable and simple messages 
· Community, school and workplace events and workshops
· A mobile application (Vinhal Health Matters App) and digital platform which will include self-assessment tools, health guidelines and such. 
b) Purpose and Alignment with the Issue
The main purpose of the campaign will be to reduce social stigma and misinformation about obesity to influence individuals to seek timely interventions. As the issue of obesity is increasing more and more, this will raise their awareness of the necessity of taking physical health care and how obesity can affect their overall well-being. 
c) Creative Details 
Name: Vinhal Health Matters- Transform Yourself to Become Fit’.
Messaging:  
· “Lean to Wellness”
· “Commit. Change. Conquer.”
Partnerships: NHS England, Schools and Colleges, Workplaces, Influencers and Public Figures
[bookmark: _Toc214732175]Target Demographic & Impact
a) Key Demographic
The Vinhal Health Matters will be designed for the general UK population; however, the main target audience will be
· Children and young people (especially students) suffering from obesity and overweight 
· Adults suffering from eating disorders or obesity   
· Caregivers to help them gain awareness of the necessary support and resources to address obesity
b) Support Common Good
The Vinhal Health Matters will support the common good of the public by promoting awareness about obesity and its negative impacts on people’s health. The campaign can further help minimise social inequality by reaching marginalised and vulnerable groups to support them in their physical wellness journey. 
c) Communication Methods 
For the promotion, a multi-channel communication approach will be taken 
· Social media platforms like Instagram, YouTube, and Instagram
· Partnerships with influencers to reach younger demographics 
· Collaboration with schools and colleges to launch workshops and events
· Collaboration with workplaces for obesity training and workshops
[bookmark: _Toc214732176]Implementation 
The Vinhal Health Matters campaign will be launched by the National Health Service (NHS) in hospitals first to reach a larger base of the target audience. After the initial launch, the campaign will be rolled out on a national scale through the proposed channels. 
[bookmark: _Toc214732177]Development and Regulations 
· The Data Protection Act 2018 should be adhered to ensure sensitive health-related data is stored and used fairly (Legislation.gov.uk, 2025). 
· The Control of Misleading Advertisements Regulations 1988 will be abided by to prevent the spreading of misleading information about obesity through the campaign (Legislation.gov.uk, 2025). 
[bookmark: _Toc214732178]Technology Integration
a) Support of Technology
The mobile application can be used to help users track their body counts, obtain guidance and information on physical well-being and training. It will use push notification, which can be described as a stimulus to initiate a response from the user (Wohllebe, Adler and Podruzsik, 2021). On the other hand, Kemp (2025) reported that 79% of the UK population uses social media platforms. Hence, this can help increase the reach of the campaign to make it successful. The digital platform will include an AI-supported chat to provide 24/7 physical well-being guidance. 
b) Relevant Technologies 
· Social media platforms like Instagram, Facebook and YouTube to amplify campaign message and reach the younger generation. 
· Mobile Application for self-assessment, guided nutritional diets, tracking body counts, and support. 
· Digital platform to share resources and guidelines for maintaining physical health. 

(Source: Created by the learner)
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Figure 3: Gantt Chart
(Source: Created by the learner)
[bookmark: _Toc214732180]Dissemination 
To promote the campaign, social media advertising, influencer marketing, events (workshops, webinars, seminars), and digital marketing will be utilised. For the dissemination of the campaign, healthcare professionals can be informed through training and professional webinars, while the general public can access the information through a national media campaign, posters, events, and social media. Collaborating with schools, universities, NGOs and workplaces to implement awareness training, workshops, and more can help distribute necessary guidelines and information on the event.  
[bookmark: _Toc214732181]Conclusion 
In conclusion, obesity is becoming a significant challenge that needs to be promptly addressed. Hence, Your Health Matters is a multi-channel campaign that will aim to raise awareness of obesity issues and motivate the general public to take preventive measures to take care of their physical well-being. 


[bookmark: _Toc214732182]Pitch 
[bookmark: _Toc214732183]Introduction to the issue and innovation
Safaei et al. (2021) have identified obesity as a major public health concern in the world, and it is the fifth leading cause of death. This issue mainly occurs from lifestyle factors, such as personal choices, low rates of physical activity, and more. Obesity across the UK has increased over the years. This has risen from 14.9% in 1993 to 28.9% in 2022/23. The rate is significantly higher among males (67% of men are obese or overweight compared to 61% of females). Childhood obesity is also spiking in the country, with 26.8% of children being obese or overweight during the same year (Stiebahl, 2025). According to Pringle (2021), approximately 31,000 deaths are attributed to overweight and obesity each year in the UK, which signifies the severity of the disease. 
To address this challenge, an awareness campaign, Vinhal Health Matters, will be launched in the UK to spread awareness about obesity and influence people to seek timely interventions. 
[bookmark: _Toc214732184]Key Components and how they work

· A mass media campaign that will leverage both traditional (posters, billboards) and digital channels (social media, official websites) to share information about obesity and the severity of the disease. 
· Holding events and workshops at schools, universities, community centres 

[bookmark: _Toc214732185]Expected impact and why it is relevant
The campaign is expected to raise the knowledge and awareness of obesity among the public in the UK, primarily to reduce the stigma around it. In the UK, on average, people with obesity tend not to seek professional help (Dentistry, 2020).



[bookmark: _Toc214732186]Implementation Plan:





	Phases
	Activities

	Phase 1: Research & Planning
	· Conducting thorough research to assess the statistics of obesity in the UK. 
· Consulting with the NHS, academic experts, health organisations and more to understand the issue
· Designing the main goals, target audiences, and activities for the campaign 

	Phase 2: Design & Development 
	· Developing the Health Matters mobile app and website.
· Selecting the right social media platforms, developing informative yet attractive content, and providing resources for the workshop. 
· Pilot Testing the assessment and digital tools to include in the mobile app and digital platform. 

	Phase 3: Pilot Launch 
	· Launching the campaign at selected hospitals of the NHS, schools and community centres. 
· Collecting feedback from users and monitoring the engagement rate in workshops. 
· Refining messages and tools based on the feedback. 

	Phase 4: National Marketing Campaign 
	· Fully launching the campaign nationwide through social media platforms, NHS platforms, billboards and transport.
· Starting influencer marketing and events across the country. 
· Providing training to facilitators in schools and organisations.

	Phase 5: Full National Rollout 
	· Publicly releasing the website and application across the country. 
· Implementing webinars, seminars, workshops, and events throughout the nation. 

	Phase 6: Monitoring, Evaluation and Improvisation 
	· Monitoring and analysing the engagement in the campaign, usage of the app, website visits, and feedback from the public. 
· Expanding the campaign and partnerships and modifying the application and website for further engagement. 




Visual Timeline

Key Stakeholders, Resources, and Partnerships  
· Stakeholders: The primary stakeholders of the campaign will be the NHS, public, healthcare professionals, schools, colleges and organisations. The secondary stakeholders will include influencers, content creators and communities. 
· Partnerships: The campaign will be developed primarily in collaboration with the NHS. Alongside this, partnerships with fitness influencers, schools, colleges, workplaces, and NGOs will be necessary to launch the campaign and reach the target audience. 
· Resources: Financial resources for content, mobile application and website development, and campaign promotions, human resources for providing training to facilitators and managing and handling the campaign. 
Regulations to Considered 
The Data Protection Act 2018: This regulation reinforces the necessity of lawful processing of information for public interests, along with promoting the use of information in a fair and ethical manner (Legislation.gov.uk, 2025). As the campaign will access and collect a vast amount of public health data, proper usage of this data will be vital to ensure success. 
The Control of Misleading Advertisements Regulations 1988: As per this regulation, any advertisement that is misleading or deceives people in any way are to face legal consequences (Legislation.gov.uk, 2025). Hence, in line with this regulation, it will be vital to ensure that the Vinhal Health Matters campaign uses accurate information regarding obesity. 
[bookmark: _Toc214732187]Value, Feasibility & Recommendations 
Benefits and Alignment with Current Healthcare Goals
The ‘Vinhal Health Matters’ campaign can be an extremely efficient tool in raising the awareness of obesity among the public, which is important to influence positive changes in their behaviours. Humphreys et al. (2024) implied that mass media campaigns have proven to be effective in increasing general awareness and knowledge about the benefits of healthy eating, along with increasing physical activities to prevent obesity. Therefore, the campaign will influence people to take proactive steps to manage their health and use the mobile application to track their activities. This is also aligned with the Obesity Healthcare Goals programme, launched by the UK government to tackle obesity by innovating holistic approaches to weight management (Innovate UK, 2025). 
Barriers and Realistic Solutions 
Potential Barriers 

· Obesity stigma is characterised by discriminatory views, stereotypes, and prejudices, fuelled by a lack of knowledge of the reasons behind obesity (Westbury et al., 2023). 
· Another challenge might be adopting the new mobile application. The diffusion of innovation theory assesses the innovation decision-making of users and categorises them into five segments, namely innovators, early adopters, early majority, late majority and laggards (Kuo, McManus and Lee, 2022). 
· Seeking government grants, corporate sponsorships, and charity funding can help source funding. 
· Collaborating with well-reputed influencers to reduce obesity stigma and influence mobile application adoption.  
Potential for Future Scaling 
In the future, the campaign can be expanded into rural and countryside areas to provide support to underprivileged people. Integrating new features in the mobile application to help detect obesity, provide personalised diets and training programs and more. 
[bookmark: _Toc214732188]Conclusion 
On a concluding note, raising awareness about obesity is important considering the current state of obesity in the UK. Hence, by leveraging multiple channels, Your Health Matters can contribute to this cause and influence people to take active measures in maintaining a healthy lifestyle. 
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