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PITCH
The Compassionate Minds Campaign
Reducing Menopause-Related Anxiety Stigma Among Middle-Aged Women Through Storytelling and Digital Self-Care

Introduction
Menopause is a natural milestone of life. However, many midlife women are impacted by little-understood and seldom-discussed emotional and psychological symptoms, some of which are stigmatised in society. At this stage, anxiety is the most commonly reported mental health symptom. Women may not seek help for a variety of reasons, including feeling ashamed, because of cultural factors, because they are misinformed, or because they believe people will not take their experience seriously (Hunter, 2021). National efforts work to improve access to mental health services, yet menopause-related anxiety seems to be identified less and supported less (NHS England, 2023). 
For women between the ages of 40 and 60, the Compassionate Minds Campaign is an innovative community-centred mental health initiative created for addressing stigma, raising awareness, and provide digital self-care tools and resources. This proposal outlines the rationale, framework, methods, and anticipated impact of the proposed campaign.

Context and Rationale
Anxiety related to menopause is a public health concern growing in the United Kingdom. Over 13 million women in the UK are peri or post-menopausal (Women and Health Strategy, DHSC, 2022), yet few help-seeking behaviours are reported for psychological symptoms. Stigma and silence around the menopause or lack of perceived need for support may explain this. People often consider it an inevitable part of womanhood (Barton, 2021). Women in midlife going through menopause experience anxiety and depressive symptoms more often; these symptoms are often unrecognised and undertreated in primary care settings (Hunter & Rendall, 2021).
Stigma can also contribute to health inequalities. Women who isolate socially, lack digital literacy or descend from an ethnic minority may encounter additional barriers to access for reasons of culture or language (Public Health England, 2020). According to the UK Government's Women's Health Strategy, when discussing menopause, women feel "ignored, dismissed, or not taken seriously" (DHSC, 2022). The Compassionate Minds Campaign seeks that people understand and that people normalise conversations around menopause-related issues, as well as encourage women to find ways they manage anxiety through easily accessible digital tools.

Campaign Overview
The Compassionate Minds Campaign campaigns digitally and within communities for reduced stigma and promotes digital empowerment with relatable and emotional narratives to ensure conversations normalise menopause-related anxiety. The campaign seeks menopause normalisation and promotes understanding through real women's menopause experience sharing on social and local radio and in community workshops.
Called peer storytelling, the intervention uses digital mental health tools for mindfulness, applies CBT, provides breathing exercises, and guides wellbeing. This meets women where they are emotionally and technologically, and it tells relatable stories, with tools that are private and accessed at their convenience for mental well-being.

Impact on Target Audience
Menopausal women aged 40-60 with mental distress are likely to be the main group of women who would benefit from the text. Women are not often willing to access formal mental health services and would prefer self-care strategies or private services for the purpose of allowing them to speak freely or talk confidentially and privately (NICE, 2022). Digital mental health tools give individuals this sense of privacy.





The campaign targets also secondary audiences like partners, family, employers, community-based organisations, and health care workers who can influence help-seeking behaviour among women. Through workshops, through infographics, and in community conversations, the campaign seeks to combat shame, to promote understanding, and to provide emotional support and validation from these audiences.
The campaign ultimately seeks to:
· increase awareness of menopause-related mental health issues
· reduce stigma and negative stereotypes
· increase use of digital interventions such as apps focused on mindfulness and CBT
· strengthen community support networks
· Improve women's psychological well-being and health-seeking behaviours

Implementation Plan
The implementation occurs in four structured phases.
Phase 1, Planning and Co-Design (Months 1–3)
Firstly, we will map communities, identify priority populations, and reach out to women's advocacy groups, GP practices, mental health charities and services, and staff at our local council. We will also start to collect stories from women willing to share their lived experiences in a voluntary and deidentified way.
Phase 2, Content Development (Months 4–6)
Digital stories are recorded, educational content is produced, and facilitators (mental health advocates, peer mentors and health workers) are trained in trauma-informed, digital health promotion, and workshop facilitation. The initiative is also supported by social media assets and radio scripts.
Phase 3, Campaign Delivery (Months 7–9)
Community centres, libraries, general practitioners, and faith groups can attend regular workshops, and social media provides short storytelling films, infographics and signposting. Advertising on local radio raises awareness about menopause. Local GPs and women share their experiences. GP practices provide leaflets with QR codes for mental wellbeing apps.
Phase 4, Evaluation and Scale-Up (Months 10–12)
Engagement, attendance, digital tools use and participant experience are measured, and storytelling formats, workshop delivery and digital platforms are assessed, to inform scale-up into additional communities.

Regulation and Compliance
Protocols guide the recording of all stories included in the Compassionate Minds Campaign to ensure the ethical and safe treatment of women. These protocols include obtaining informed consent. They include ensuring confidentiality. They include respecting the dignity and privacy of women. GDPR laws cover the holding and processing of personal information. Workshops follow safeguarding policies for working with vulnerable adults. The Equality Act 2010 also stipulates that the campaign should be inclusive and accessible for women of all ethnic backgrounds, ages, disabilities and socio-economic status. Cultural competency is embedded in the campaign to respect the voice of participants.

Value, Feasibility, and Sustainability
The campaign is implementable because it uses existing community resources, endemic social media platforms, free/low-cost digital mental health applications, and storytelling content, which is low-cost to create, and is widely available on the internet. Trained community facilitators can deliver workshops to reduce implementation costs and increase the geographical reach.
In line with NHS England plans, the campaign has four core elements: digital enablement, mental health prevention, women's health improvement, and social value creation (NHS England, 2023). The peer network model to enable sustainability means that the campaign is owned and led by the community after the campaign has concluded.





Conclusion
Compassionate Minds Campaign is an inclusive approach to tackling menopause-related anxiety stigma among middle-aged women through sharing emotional experiences and using digital self-care resources. The campaign will help toward understanding, self-management, and empowerment. It strongly aligns with NHS priorities to intervene early, improve mental health services and tackle digital exclusion and, most importantly, the campaign voices, making visible and validating women whose mental health needs people often overlook.
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THE ISSUE / GAP IN HEALTH & SOCIAL CARE

Menopause-related anxiety is widely
under-recognised, and stigma remains
one of the most persistent barriers
preventing women from accessing
formal mental health support. Many
women are reluctant to speak openly
about their symptoms duto to cultural
expectations, embarrassment, or fear

of being dismissed. As a result, large
numbers suffer in silence and rely on
informal and inadequate coping methods.
Research shows that middle-aged women
face increased mental health vulnerability dutig
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TARGET AUDIENCE

The campaign primarily targets women aged 40-60
experiencing menopause-related anxiety, particularly
those who are socially isolated, digitally excluded, or
reluctant to seek formal care due to stigma.

Secondary audiences includee family members,
partners, community groups, employers, and
healthcare professionals, as their attitudes
and understanding significantly influence
how women access support. By addressing
both women and their wider social
environments, the campaign fosters empathy,
reduces judgement, and ensures that women
feel seen, supported, and understood

during this critical life stage.
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WHAT THE COMPASSIONATE MINDS
CAMPAIGN PROVIDES

The campaign delivers a blend of digital and
community-based activities to normalize
the conversation around menopause arnd
encouragge self-care. Through short
storytelling videos on social media, radio
discussions featuring real experiences,
and local workshops hosted in trusted
community spaces, it shares relatable
narratives that validate women's
emotional journeys.
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Technology Integration

Digital engagement is central to
the campaign. Social media
platforms deliver short, relatable

stories that challenge stigma and

raise awareness about menopause-
related mental health. Mindfulness and
CBT-based apps offer structured
support for anxiety, enabling women to
access guidance at any time, regardess
of clinical availability. The campaign
also shares QR codes linking to
evidence-based mental health resources,
digital wellbeing guides, and simple
self-help exercises.
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Implemenntation Plan

The Compassionate Minds Campaign is
delivered through community
partnerships and digital outreach.
Local workshops will be hosted in
community centres, libraries, GP
practices, and women's groups to
create safe spaces for discussion and
learning. Trained facilitators—such as
mental health advocates, community
health workers-and peer mentors—
will lead sessions focused on
recognising anxiety, using mental
health apps, and building supportive networks.
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TIMELINE

The campaign unfolds over 12 months. In the first three months, planning emphasises
community mapping, workshop design, partnership building, and story collection. Mon-
ths four to six focus on recording digital stories, producing educational content, and train-
ing facilitators. Months seven to nine mark full campaign delivery, with workshops running
weekly and digital content broadcast across multiple channels. During the final three mo-
nths, evaluation activities measure engagement, digital app uptake, workshop atten-
dance, and overall impact, guiding refinement and future expansion into addi-
tional communities.
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Dissemination Strategy

The campaign employs a multi-channel dissemination
strategy to reach both digitally engaged and digitally
excluded women. Social media platforms distribute
video stories, infographics, and signposting links, while
local radio is used to reach women who may not use
online platforms. Community posters and leaflets will

be displayed in GP waiting rooms, pharmacies,
supermarkets, workplaces, libraries, and religious centres.
WhatsApp community groups, women's organisations
and local influencers will help spread information through
personalized and culturally relevant channels.
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Conclusion

The Compassionate Minds Campaign
provides a compassionate, inclusive,

and practical approach to addressing
menopause-related anxiety and the
stigma surrounding women’s mental
health. By bridging emotional
understanding with digital empowerment,
it positions storytelling as a catalyst for
change and technology as an accessible
tool for self-care.

The campaign aligns
with NHS goals for
improved mental
health support, aarly
intervention, and
digital enablement.
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THE
COMPASSIONATE
MINDS
CAMPAIGN

Supporting Middle-Aged
Women Through
Menopause-Related Anxiety
and Reducing Mental
Health Stigma
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The Compassionate Minds Campaign is

a community-centred mental health initiative
designed to reduce stigma surrounding
menopause-related anxiety among
middle-aged women. Many women expience
intense emotional and psychological changes
during menopause, yet social stigma, cultu-
ral silence, and misinformation prevent them
from seeking help. This campaign combines
emotional storytelling, digital self-help tools,
and community engagement to promote
understanding, empathy, and accessible
mental health support. It aims to empower women

by validating their experiences, encouraging self-care, and
strenathenina communitv awareness of menooause-rlatedchallenaes.





