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INTRODUCTION
The project discussed in this podcast is Speak Your Mind: a digital campaign to destigmatise youth mental health. The “Speak Your Mind” campaign is related to targeting digital awareness and is a support platform designed to combat mental health stigmas among young people in the UK. In terms of numbers, the rise in mental health suffered population has increased from 17.6% to 22.6% (British Medical Association, 2026). This is related to recognising that fear of judgment prevents early interventions for anxiety and depression. This initiative utilises a multi-platform, peer-led approach to normalise conversation around mental well-being.  The innovation in this line is related to digital storytelling, a digital support hub that fosters an environment of partnership with local schools and health organisations. 
ISSUE: HEALTH AND SOCIAL CARE 
Mental health issues among UK young people (16-25) are experiencing extreme depression and anxiety, now deemed a public health crisis. Despite this issue being considered a massive treatment gap that persists, it is driven by profound stigmas and fear of judgment. In this line, it could be understood that many people have a fear of being labelled or misunderstood, which results in a delay in the process of asking for help and exacerbating mental health burdens (Brouwers, 2020). This is related to failure in existing services in the context of demographics, which is early enough due to these social barriers. The “Speak Your Mind” campaign is necessary to share the burden of anxiety and depression by using a digital platform. The issue of anxiety and depression is increasing, which leads to a high mortality rate and an increased suicide rate. The key aspect of innovation included telling stories, stigma-breaking conversations, and direct access to NHS talking therapies. 
TARGET AUDIENCE AND IMPACT 
· In the proposed campaign, the target audience focused on two major conditions: demographics and psychographics. In the context of demographics, the audience involved, who are aged between 16 and 25, comes under the teenage population of the UK. The demographics are crucial because of the influence of different life stages, which are often marked by high pressure and the onset of mental health issues (Brunette et al., 2023). They are frequently under-reserved or deterred from seeking help due to mental health stereotypes, which hinder the process of asking for help and the fear of being judged. In the context of psychographics, the audience involved who are facing issues in asking for help from other people. 
· The impact of the campaign is that it directly improved well-being by providing a safe online environment. The campaign will use digital platforms such as Instagram, TikTok, and other social media apps to promote the importance of emotional well-being and mental health. The role of the campaign is to normalise the talk of mental health and to normalise this conversation (Bucci et al., 2019). It will provide a curated and personalised solution to bridge the gap between NHS talking therapies and stereotypes. 
IMPLEMENTATION
· The “Speak Your Mind” campaign will be implemented in 12 months as a digital-first initiative targeting 16-25-year-olds across sin the UK. In the first phase, the youth aged between 16 and 25 will be targeted. 
· Who- The project will be initiated in a partnership between youth mental charities, digital, content and the NHS. 
· Where- In this context, primarily the campaign will be run on Instagram, TikTok, and YouTube, with physical activation points in the college communal areas and community health hubs. 
· How- The implementation will be focused on launching influence–led short-form video content tackling stigmas. Also, it will be supported by a dedicated “speak your mind” digital hub. Further, the campaign will be conducting interactive workshops in colleges to share stories and professional links to promote the campaign. In phase 3, the campaign will use real-time data analytics to adapt content and ensure high engagement and increased direct referrals to NHS talking therapies (NHS England, 2026)
Timeline
· The timeline of launching the project is divided into 4 different phases: 
· Stage 1: Research and Development (1 to 3 months) 
· In the first stage, the campaign will be developed using digital technology to create content, build the online support hub and establish more partnerships. 
· Stage 2: Content creation and pilot (4-5 months)
· In stage two, the content will be produced for a campaign that features real stories and selects pilot colleges to test the effectiveness of the campaign. 
· Stage 3: official launch (6 months)
· The campaign will be launched after successful pilot testing and linking it to the national social media campaign (#SpeakYourMind) on all social media platforms such as Instagram, YouTube, and TikTok.
· Stage 4: Expansion and evaluation (7 to 12 months)
· In stage 4, the campaign will be partnered with a local NHS trust to integrate the digital hub, evaluate engagement metrics and explore partnerships to maximise reach among 16-25-year-olds. 
TECHNOLOGY INTEGRATION
The proposed campaign will embed social media and an AI-powered online support hub to reduce the assumptions associated with mental health. The campaign will utilise artificial intelligence technology to generate short videos and upload them on social media, showcasing as per the algorithm to boost engagement and encourage seniors to support the discussion. Also, the central hub will use AI-driven tools to reduce potential risks and reduce the fear of judgment in seeking help.
DISSEMINATION: HOW THE INNOVATION WILL BE PROMOTED 
The mental health campaign will be promoted through a multi-channel digital strategy targeting UK youngsters aged between 16 and 25. Also, the campaign will utilise social media platforms such as YouTube and Instagram to upload short videos and enhance reliability. This will help boost the views of the campaign and break down barriers to communication. A dedicated online service centre will act as a help for help and direct secure NHS talking therapies.
DEVELOPMENT AND REGULATIONS 
The proposed campaign “speak your mind” must comply with the data protection laws of the UK, such as GDPR and the Data Protection Act 2018, which will ensure strict privacy for users and interaction with the online support hub (Chico, 2018). These laws must be applied to protect those who are underage (below 18) and using social media platforms. Also, the shared content on Instagram, TikTok, and YouTube must adhere to the Online Safety Act to ensure a safe and non-harmful digital platform. In this line, the health information provided must be accurate, non-diagnostic and aligned with the NHS clinical standard. 
CONCLUSION
In conclusion, the proposed campaign “Speak Your Mind” aims to investigate the current mental health needs in the UK. It is because mental health concerns in the UK are rapidly growing, and the major reason behind this is a lack of accessible services and awareness. The traditional approaches of campaigns are not effective in addressing the current mental health needs due to stereotypes among people. So the proposed campaign is focused on digital Platforms and using social media ads to influence people and raise awareness about mental health to reduce negative outcomes and suicidal rates. 
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The concern regarding mental health and poor emotional regulation is currently growing in the UK, showcasing the urgency of presenting innovation and solutions to reduce the rate of suicide. In this line, the behaviour of people regarding mental health and poor awareness is acting as a barrier to asking for help for mental assessment and openly discussing the current mental abilities of the person. It is because poor traditional ways to address mental health needs are always misunderstood and lead to more anxiety, supporting the superficial stigmas among people (Kauhanen et al., 2023). This is why the young are currently facing fear of being judged and misunderstood by the surrounding people, mainly family members, which stops them from asking and openly discussing their current mental health. In this line, the major aim of the proposed campaign “Speak your mind” Is to promote a digital way of services so that young people can easily open up and speak about their mental health to get community-based services to improve their mental health. 
The major problem behind mental health stereotypes is investigated as societal attitudes and cultural beliefs that are deeply rooted among the people from old times and generation to generation, stopping people from opening up about their mental health issues (Doll et al., 2022). Due to this. Currently, the young generation is facing Poor experiences and Judgmental services, which are worsening their health even more. These stigmas result in reduced self-esteem, lack of confidence and a reluctance to seek professional support. This problem is mainly seen in young people who are already facing the navigation of complex life transitions and pressure (Hermann et al., 2022). However, to treat these issues, the current services of the NHS are ongoing, which are named NHS talking therapies, but they are not recognised or accessed by people due to the discussed stigmas. These services highlight that such people need awareness to avail themselves and encourage their use. 
The proposed campaign, “Speak Your Mind”, is a digital awareness campaign which is designed to empower young people and navigate digital solutions to reduce mental health Stereotypes. It is because nowadays, social media is in current power, which could significantly influence people to open up about their current mental health issues and normalise the conversation about what is disturbing them and how they feel. This campaign is about listening and sharing personal stories related to mental health experiences and interactive content to create a safe and supportive environment where young people can feel and express their emotions comfortably (Latha et al., 2020). In essence, the major aim is to promote real-life experiences to reduce stereotypes, and show that mental health is not a matter of concern, but a manageable condition which could be easily managed by opening up emotions. To campaign with you, we will use digital platforms to promote mental health awareness. These platforms will include Instagram, TikTok, and Facebook, which are widely used by young people. 
In the legal context, the campaign will align with legislation of the United Kingdom, in which the Mental Health Act 1983 will provide a legal pathway to provide ethical care and improve the mental health situation of individuals in the UK (Keown et al., 2018). As it is a digital campaign, it is also aligned with the UK Data Protection Act 2018, which ensures that the personal information of people is ethically managed by the authorities of the campaign.  It is because people could easily trust the aim of the campaign and express their feelings more comfortably. It will also encourage more people to join the campaign and express their real-life experiences.  
These platforms also have features to protect personal identity and access reliable information and resources. The campaign will consist of four phases, the first one is about targeting young people and promoting the aim of the campaign. In the next phase, the campaign authorities will partner with tech experts to develop content regarding mental health and the long-term impact of poor mental health on physical health. In this line, the expected outcomes of the campaign are related to increasing mental health awareness, reducing stigmas and improving the behaviour of health-seeking by the young people, so that early intervention could be encouraged. This will also help reduce negative mental health and physical health outcomes, which will reduce the burden of health care and social care services. 
In conclusion, “Speak your mind” is a community approach which is proposed in response to challenging the stereotypes regarding mental health surrounding young people. This will also encourage partnership between health and social care experts with digital influencers to build a positive and help-seeking social environment where everyone can speak about their emotional needs and ask for guidance whenever they need. The implementation of this campaign is helpful in improving the well-being of individuals and promoting unbiased health and social care services in the UK. 
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INTRODUCTION

The project discussed in this podcast is Speak Your Mind: a digital
campaign to destigmatise youth mental health. The “Speak Your
Mind” campaign is related to targeting digital awareness and is a
support platform designed to combat mental health stigmas among
young people in the UK. In terms of numbers, the rise in mental
health suffered population has increased from 17.6% to 22.6%
(British Medical Association, 2026). This is related to recognising
that fear of judgment prevents early interventions for anxiety and
depression.  This initiative utilises a multiplatform, peer-led
approach to normalise conversation around mental well-being. The
innovationin this line is related to digital storytelling, a digital support
hub that fosters an environment of partnership with local schools
and health organisations.

ISSUE: HEALTH AND SOCIAL CARE

Mental health issues among UK young people (16-25) are experiencing
extreme depression and anxiety, now deemed a public health crisis.
Despite this issue being considered a massive treatment gap that
persists, it is driven by profound stigmas and fear of judgment. In this
line, it could be understood that many people have a fear of being
labelled or misunderstood, which results in a delay in the process of
asking for help and exacerbating mental health burdens (Brouwers,
2020). This is related to failure in existing services in the context of
demographics, which is early enough due to these social barriers. The
“Speak Your Mind” campaign is necessary to share the burden of
anxiety and depression by using a digital platform. The issue of anxiety
and depressionis increasing, which leads to a high mortality rate and an
increased suicide rate. The key aspect of innovation included telling
stories, stigma-breaking conversations, and direct access to NHS talking
therapies.

Source: Shutterstock, 2026

Source: Shutterstock, 2026

TJARGET AUDIENCE AND IMPACT

In the proposed campaign, the target audience focused on two major conditions: demographics and psychographics. In the context of
demographics, the audience involved, who are aged between 16 and 25, comes under the teenage population of the UK. The
demographics are crucial because of the influence of different life stages, which are often marked by high pressure and the onset of

mental health issues (Brunette et al., 2023). They are frequently under-reserved or deterred from seeking help due to mental health
stereotypes, which hinder the process of asking for help and the fear of being judged. In the context of psychographics, the audience
involved who are facing issues in asking for help from other people.

The impact of the campaign is that it directly improved well-being by providing a safe online environment. The campaign will use digital

“SPEAK YOUR MIND”

TECHNOLOGY INTEGRATION

IMPLEMENTATION

The “Speak Your Mind” campaign will be implemented in 12 months as a digital-first

initiative targeting 16-25-year-olds across sin the UK. In the first phase, the youth aged
between 16 and 25 will be targeted.

* Who- The project will be initiated in a partnership between youth mental charities, digital,
contentand the NHS.

* Where- In this context, primarily the campaign will be run on Instagram, TikTok, and YouTube,
with physical activation points in the college communal areas and community health hubs.

* How- The implementation will be focused on launching influence-led short-form video
content tackling stigmas. Also, it will be supported by a dedicated “speak your mind” digital
hub. Further, the campaign will be conducting interactive workshops in colleges to share
stories and professional links to promote the campaign. In phase 3, the campaign will use
real-time data analytics to adapt content and ensure high engagement and increased direct
referrals to NHS talking therapies (NHS England, 2026)

TIMELINE

« Stage 1: Research and Development (1 to 3
months)
« In the first stage, the campaign will be developed
using digital technology to create content, build the
online support hub and establish more partnerships.

« Stage 2: Content creation and pilot (45 months)

« In stage two, the content will be produced for a
campaign that features real stories and selects pilot
colleges to test the effectiveness of the campaign.
« Stage 3: official launch (6 months)

* The campaign will be launched after successful pilot
testing and linking it to the national social media
campaign (#SpeakYourMind on all social media

platforms such asInstagram, YouTube, and TikTok.
« Stage 4: Expansion and evaluation (7 to 12
months)

« In stage 4, the campaign will be partnered with a
local NHS trust to integrate the digital hub, evaluate
engagement metrics and explore partnerships to
maximise reach among 1625-year-olds.

The timeline of launching the

project is divided into 4

different phases:

i

platforms such as Instagram, TikTok, and other social media apps to promote the importance of emotional well-being and mental
health. The role of the campaign is to normalise the talk of mental health and to normalise this conversation (Bucci et al., 2019). It will
provide a curated and personalised solution to bridge the gap between NHS talking therapies and stereotypes.
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In conclusion, the proposed campaign “Speak Your Mind” aims to
investigate the current mental health needs in the UK. It is because
mental health concerns in the UK are rapidly growing, and the major
reason behind this is a lack of accessible services and awareness. The
traditional approaches of campaigns are not effective in addressing the
current mental health needs due to stereotypes among people. So the
proposed campaign is focused on digital Platforms and using social
media ads to influence people and raise awareness about mental
health to reduce negative outcomes and suicidal rates.

DEVELOPMENT AND REGULATIONS

' The proposed campaign “speak your mind” must comply with the data protection
4 laws of the UK, such as GDPR and the Data Protection Act 2018, which will
ensure strict privacy for users and interaction with the online support hub (Chico,
2018). These laws must be applied to protect those who are underage (below 18)

g social media platforms. Also, the shared content on Instagram, TikTok,

and YouTube must adhere to the Online Safety Act to ensure a safe and non-

harmful

digital platform. In this line, the health information provided must be

accurate, non-diagnostic and aligned with the NHS clinical standard.
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