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The Challenge
To show support to women with mental health issue and encourage them
to access consistent, accurate and timely information in a non-judgmental
and supportive manner prior to, during or following birth.
This includes where and how they can access this information with
consideration to varying needs.

Objective.

To raise awareness of specialist perinatal mental health services across the
region with a particular focus on BAME communities and areas of
deprivation.

Our
Approach.
What is the plan?

We launched a dynamic paid social campaign across Facebook and Instagram which allowed us
to place adverts in front of people we wanted to target with a specific message, ‘you are not
alone’ and that ‘help / support is available for you’. We conducted multi-variate testing of
different creatives to ensure the best received advertisements were prioritized in order to
achieve maximum penetration in local communities and better engagement. By advertising
directly from select NHS trusts and CCG’s we were able to personalize the adverts, by being
attached to recognizable organizations that the community trusts and respects.
We segmented our audience based on interests, behavior and demographics to ensure that the
campaign was efficient and successful in targeting members of diverse and vulnerable
communities.

Audience
Who we will be targeting and the projections of the
audience segmentation

Audience
New parents in West
Yorkshire & Harrogate

Females in West Yorkshire &
Harrogate

Total audience reachable: 1.1 Million
Our aim was to reach members of the BAME community and deprived areas across West
Yorkshire and Harrogate.
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West Yorkshire &
Harrogate Overview

Paid Statistics
These are the results solely from the paid advertisements and represent the impact Paid
advertisements have made on the account’s awareness and visibility.

Reach

Impressions

Frequency

Link Clicks

803,715

11,602,511

13.56

11,060
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Reach & Impression List by Area
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Bradford District
Care NHS
Foundation Trust

Paid Statistics
These are the results solely from the paid advertisements and represent the impact Paid
advertisements have made on the account’s awareness and visibility.

Reach

Impressions

Frequency

Link Clicks

209589

2763564

13.19

2503
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Bradford District Care NHS Foundation Trust

Green trend line details the
performance during the 12 week of
the campaign.
Red line details the performance of
the channel 12 weeks prior to the
campaign’s launch.
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Harrogate and
District Care NHS
Foundation Trust

Paid Statistics
These are the results solely from the paid advertisements and represent the impact Paid
advertisements have made on the account’s awareness and visibility.

Reach

Impressions

Frequency

Link Clicks

29812

388137

13.02

440
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Harrogate and District Care NHS Foundation Trust

Green trend line details the
performance during the 12 week of
the campaign.
Red line details the performance of
the channel 12 weeks prior to the
campaign’s launch.
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NHS Wakefield
Clinical
Commissioning
Group

*The data accounts for 51 days that the
campaign has been live for.

Paid Statistics
These are the results solely from the paid advertisements and represent the impact Paid
advertisements have made on the account’s awareness and visibility.

Reach

Impressions

Frequency

Link Clicks

138613

1748768

12.62

1444
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NHS Wakefield Clinical Commissioning Group

Green trend line details the
performance during the 12 week of
the campaign.
Red line details the performance of
the channel 12 weeks prior to the
campaign’s launch.
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NHS in Leeds

*The data accounts for 51 days that the
campaign has been live for.

Paid Statistics
These are the results solely from the paid advertisements and represent the impact Paid
advertisements have made on the account’s awareness and visibility.

Reach

Impressions

Frequency

Link Clicks

296365

5052514

17.05

5306
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NHS in Leeds

Green trend line details the
performance during the 12 week of
the campaign.
Red line details the performance of
the channel 12 weeks prior to the
campaign’s launch.

17

NHS Kirklees CCG

*The data accounts for 51 days that the
campaign has been live for.

Paid Statistics
These are the results solely from the paid advertisements and represent the impact Paid
advertisements have made on the account’s awareness and visibility.

Reach

Impressions

Frequency

Link Clicks

71740

921384

12.84

782
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NHS Kirklees CCG

Green trend line details the
performance during the 12 week of
the campaign.
Red line details the performance of
the channel 12 weeks prior to the
campaign’s launch.
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NHS Calderdale
CCG

*The data accounts for 51 days that the
campaign has been live for.

Paid Statistics
These are the results solely from the paid advertisements and represent the impact Paid
advertisements have made on the account’s awareness and visibility.

Reach

Impressions

Frequency

Link Clicks

57596

728144

12.64

585
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NHS Calderdale CCG

Green trend line details the
performance during the 12 week of
the campaign.
Red line details the performance of
the channel 12 weeks prior to the
campaign’s launch.
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Social Listening
Mentions of perinatal depression remain
relatively low and consistent throughout the year.
However, looking at wider discussions such as
perinatal mental health and postnatal depression,
there are large spikes in mentions and
conversations to topics such as the world mental
health day, postnatal depression throughout the
campaign’s data range.

*The data accounts for 51 days that the
campaign has been live for.

What did we find?
This graph shows the spikes in data where conversations relating to mental health, the NHS,
postnatal depression and relevant topics across West Yorkshire & Harrogate.
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Attitudes towards our campaign
These are some comments, responses and conversations sparked in direct response to our ads across West Yorkshire and Harrogate.
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Concluding
Remarks

Advertising through Facebook ads manager made it easier for this campaign to target the right
people, capture their attention and get results. We were able to choose our audience based on

demographics, behaviors and specific keywords relevant to women and mothers across West
Yorkshire and Harrogate who were searching for anything related to perinatal mental health. It
was through this meticulous behavioral and demographic targeting that we were able to reach
BAME communities. Our adverts were shown to our target audience in a range of different
placements on Facebook and Instagram to get high visibility for the campaign as well as story

1.1 Million
Total audience reachable
803K
Reach (73% of total reachable audience)

placements to tell a rich, visual story with immersive ad creatives.

One of the unique aspects of our digital approach was the imagery and messaging used. The
different creatives used were intended to raise awareness and enlighten individuals of the

services and support available to them and based on the high number of impression and clicks on

298%
Increase in total page impressions compared
to 12-week period pre-campaign.

ads we are confident we have achieved this.

The staggered delivery of the ads to reduce campaign fatigue was particularly effective and we

will incorporate this methodology into future project plans and communications approaches.

