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Pitch Presentation: 
Introduction
A healthy food promotion campaign will be introduced and titled “Eat Healthy. Live Healthy.” The focus of the campaign is around poor eating choices of the UK population. Junk food intake and oily food is causing obesity among adults aged 30 to 50 years. The pitch will elaborate the key factors associated with the campaign. In this pitch, the main emphasis will be laid on the promotion of healthy foods which can redefine lifestyles and improve health outcomes among the British public. The campaign will be conducted through social media which will allow the health organisations to engage in digital intervention and improve eating habits. To drive healthy diet plans and intake into the daily lifestyles, this presentation will discuss how the campaign will be implemented and the key measures associated with the central issue. 
[bookmark: _ycvej8o6c9ps]Potential gaps in health and social care
Considering the health gaps, around 5.8 million people have diabetes (Diabetes UK, n.d.). It stems from poor food choices, extreme junk foods and sweet food products. Almost 90% of the people have Type 2 diabetes mellitus, a chronic health issue (Diabetes UK, n.d.). Based on ethnicity, obesity is a prevailing health concern in the UK among Black and White British people (Stiebahl, 2025). These are the two important health disorders causing poor lifestyles and resulting in huge healthcare expenditure. Considering ethnic groups, diabetes and obesity is more prevailing among White British and Black community members. Likewise, it has been noted that almost 5.8 million people are undergoing health problems resulting from diabetes. 
[bookmark: _e8ignbjc1x0j]Key demographics
Recent surveys have identified potential obesity problems among 64% of the adults (Stiebahl, 2025). The age groups determined for the target audience in the campaign is 35 to 50 years. Men were more overweight or obese compared to women as per the survey (Stiebahl, 2025). A critical increase in overweight issues has been found in aged people as well in the UK. The campaign will be targeting adults in the UK who are vulnerable to the health issue. Comprehensive research indicates the prevalence of obesity problems among men compared to women. Health risks are involved within the age groups of 35 to 50 years, showcasing that these people are faced with diverse health challenges. When people will watch the videos on social media, they will be intrigued by the benefits of healthy food and feel encouraged to make changes in their lifestyles. 
[bookmark: _iqq64ygm5a3f]Implementation and time plan of the innovation
The campaign will include an innovative technology for offering personalised diet plans to the patients. AI-integrated solutions will be used in health planning and developing patient-centric diet charts to improve healthy food choices (Hassan, 2025). Social media tools will be used in promoting the campaign. Use of TikTok and Instagram will help to reach out to people who are obese and need healthy diet plans for improving lifestyles. The main element of the campaign is the use of AI-systems to treat and conduct the intervention. For personalising health outcomes, the campaign will promote the use of an AI tool among professionals which will assist patients in creating tailored diets. The total campaign will be conducted over 5 weeks, facilitating intervention and driving healthy food habits. 
[bookmark: _p50hbxhvqht]Regulatory considerations
The campaign will be influencing people towards good lifestyles, setting the trend for healthy choices while eating. During the intervention, hospitals and professionals will access medical data and personal information of participants (Espiner et al., 2021). Compliance with the Data Protection Act 2018 will be necessary to ensure protection of privacy through data storage and encryption (Legislation.gov.uk, 2018). The regulatory factors within the campaign relates to the compliance measures that must be undertaken to avoid unnecessary complications regarding privacy breach. Healthcare sectors should ensure protection of customer data, especially the health records and personal details shared by patients with the professionals. These measures will be adopted during the campaign to safeguard individuals and eliminate loss of vital data. 
[bookmark: _liyb4lf5qpxx]Use of technology and dissemination
AI tools will be introduced in the campaign, specifically for evaluating the health gaps in patients and identifying the needs. The tool will offer personalised assistance to the users and create comprehensive dietary charts enhancing positive health outcomes (Tsolakidis et al., 2024). To promote its usage among relevant stakeholders such as professional care homes and hospitals, social media promotion and campaign will be done. AI-based tool for making diets will be designed and promoted through the campaign to encourage people to adopt healthy eating choices. Storytelling and short videos will be posted on social media during the campaign to capture the attention of the target audience (Choudhury and Mohanty, 2025). The campaign will be arranged over a period of 5 weeks, including engagement with the people through Instagram, Facebook and TikTok videos. Detailed assistance on diet planning and eating of fruits, vegetables and healthy dishes will be described through the videos. For example, recipes of healthy chicken salads and sandwiches will be demonstrated through the videos. For this pitch, it has been clearly depicted how the campaign will promote a specific AI tool among the hospitals and care-givers to access personalised health plans and diets.
[bookmark: _stgrsxivf7kb]Conclusion
The pitch concludes that multiple issues are faced by the UK people among which obesity and diabetes are highly prevalent. The core factor driving obesity and diabetes in the UK is associated with poor food choices and lack of awareness. Based on these aspects and real-time assistance, the campaign will promote healthy diet plans using AI solutions.
In conclusion, healthcare analysis and reports show that the majority of the UK people are suffering from diabetes and obesity. It is raising concerns among the British healthcare sector which is why a visually attractive campaign will be conducted. Apart from promoting health food intake, the people will be encouraged to use AI tools for accessing personalised assistance to develop diet plans. It will identify the health needs accurately and create food charts to redefine their lifestyles. 
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Eat Healthy. Live Healthy

Innovation overview

. Health improvement and Ifestyl is an irtegral part of our Ifestyle which
candrive positve wel-oéing

E As per Chuwa et al (2020), poor food choices can lead to urhealiny
festyls.

¢ A healihy food promotion campaign wil be iniroduced and filed “Ea
Healthy. Live Healthy."

. I this poster, a campaign directed fowards a healty diet plan wil be.
proposed which can create awareness among fhe peaple and drie good healih

The lack of

e

Issue/Gaps in Health & Social Care

. Intake of cheap junk foods and use of oil while cooking is leading to morbid obesity and causing
health risks inthe UK.

. Gregory (2024) stated that obesity increased by 39% resulting in high NHS expenditure of £6 bilion in
treatmerts. .
. Around 168,000 people within the age of 40 years in the UK are suffering from Type2 diabetes o
(Gregory, 2024). .
It has been found that many UK-oased citizens are sufering from diverse healtn problems, especially chronic
diseases such as heart problems, obesity and diabetes. The figures have been fising cortinuously due to the
poor Ifestyles and unhealthy eating habits.

Implementation

. “The campaign wil reach out to allthe Briish citizens and people Ivingin the UK.

. ‘Social media platforms such as TikTok and Instagram wil be used to promote the campaign

. Healthcare campaigns can attract potential viewers across care homes and hospital, reaching out to
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Campaign launch using posters and
social media posis
Devise ineracive media posts,
= leaflets and brochures
b 32% ooy, Setup intervention booths to guide
target audience
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Figure 2: Obesity age groups
Table 1: Timeplan

(Source: Stiebah 2025) (Sef-developed)

Development and Regulations
eThe campaign will be projecting support towards
the UK people.

Dissemination: How the Innovation Will Be Promoted

«The use of Al solutions for detecting potential health issues and creating diet charts can be integrated across hospitals.
Care homes can also use this strategy to improve patient outcomes.

eHledia campaigns will help to create awareness about the use of Al in health and diet planning (Okoro et al, 2024).

The stakeholders mainly involved in this campaion includes patients, hospitals, care homes and professionals. These
aroups can utiise Al systems and integrated apps to check patient needs and evelop proper eating charts and diet
plans The dissemination of the innovation wil be done using visually appealing campaignsto drive awareness.
Conclusion

eThe poster concludes that this campaign wilintendto create diet plans for obese patients.

Campaign outcomes are intended to be positively impactful for driving healthy outcomes.

Thus, the UK citizens wil be supported through the NHS and personalised diet plans.

It has been concluded that the rising levels of obesity in the UK can drive significant health issues which require proper
intervention. The campaign will not only create awareness but provide key insights to diet charts which can help the
people to maintain a good Ifestyle.
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Figure 1 Growth of obesity rates in the UK

(Source: Stiebanl, 2025)

Target Audience and Impact

Obesty levels have strongly increased to 29% in 2022 (Stiebah, 2025).
Especially among the age groups 35.and above.

‘This campaign wil be useful and specifiedfor the adult groups

‘Target age groups: 301to 50years

It wil provide sirategic ntervention and create awareness.

Excessive weight problems: White Brtish (55%) and Black communities

(75%) (Stiebahl, 2025)

The target audience of the campaign will be adult people in the UK who do not
maintain a proper Ifestyle and tend to engage in poor eating habits. Mostly, the
people aged 30 and above wil be engaged in the campaign which wil have a
positive impact on their health outcomes and efiminate potential risks associated
with chronic diseases.
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Timeline

. The table below wil offer a comprehensive insight to the key
phases, developments and rollout phases of the campaign.

‘The time plan consists of an elaborated schedule of the intended activiies
associated with the campaign. It has been ecided to run the campaign for
5 weeks, includng launch, awareness, guidance and intervention. The
people will be encouraged to participate in the intervention and leam about
diet plans which can help to maintain a healthy [festyle.

Technology Integration

eDuring the campaign, Akintegrated soltions will be introduced at the
intervention centres to offer guidance on the dist charts.

eThe diet plans wil be created based on the patients needs and health issues.
eAltechnology s being used in healthcare to create interventions and health
planning.

Revolutionary developments are being made within the healthcare sector with
the help of Al technology. This wil be integrated into the campaign pian for
determining the potential needs of the patients to create comprehensive diet
chatts Such personalised approaches in the intervention can generate
effective restits and improve health outcomes.




