
TIME TO ACCEPT. 
C A M P A I G N  P L A N  B Y  M I L L I E  P O W E L L  

Anxiety as a Social Issue 

Mental illness as a whole is a major social issue nowadays, not only due to the sheer scale of it but 
due to the stigma attached to it. Anxiety disorders specifically, however, are becoming increasingly 
more of an issue, with 8 million people in the UK suffering. [1] With the various stigmas associated with 
anxiety, self-blame and embarrassment can be major issues which not only prevent sufferers from 
seeking help, but also from coming to terms with and accepting the illness they are facing.  

While mental illness is being well combatted in the media in recent times through various campaigns 
and even support from Royals and celebrities, [2] this is only just starting to make a difference on how 
both people suffering from anxiety disorders are perceived and how sufferers perceive themselves. I 
therefore decided to focus my campaign on anxiety acceptance, rather than awareness, with specific 
emphasis on not only getting people to talk about the disorders openly but to accept them as 
something normal, and not to be ashamed of.  

Research 

Research into Anxiety and associated Stigmas  

It is important for mental health to be talked about for 
many reasons, including that 25% of people will at 
some point experience a mental health problem, and 
90% say dealing with the stigmas are worse than the 
actual illness. [3] 

There are several types of anxiety disorders, including 
generalised anxiety disorder, panic disorder, 
obsessive-compulsive disorder, phobias, post-
traumatic stress disorder, and social anxiety disorder. 
Symptoms vary between each individual disorder 
however common symptoms include feelings of panic, fear and uneasiness, problems sleeping, 
uncontrollable and obsessive thoughts, shortness of breath, and nausea. [4] 

While the exact cause of anxiety disorders is unknown, it is becoming clear with ongoing research that 
many of the disorders are caused by a combination of factors, such as chemical changes within the 
brain, environmental stresses and even genetics - recent studies show that there are 17 genes that 
may be connected to anxiety disorders. [5] 

Stigmas around anxiety tend to rise from the overgeneralisation of the term to mean stress, meaning 
that many people are entirely unaware of what anxiety actually means and the impact it can have on 
peoples’ lives. In additions to this, the negative connotations of terms such as ‘crazy’ and ‘insane’ and 
the idea of being perceived as so can prevent those suffering from reaching out for help – even 
believing that they are ‘crazy’, which of course, is false. [6] 



In order to gain some insight into how both the general public and anxiety sufferers themselves 
perceive anxiety, I decided to conduct a 
short survey, [7] which would be sent to a 
relatively large sample of random people. Of 
the 96 people surveyed, a staggering 50% 
said that they had suffered symptoms of an 
anxiety disorder.  

 

 

 

 

 

 

When asked how many people living in 
the UK they would guess suffer from 
anxiety, 47% guessed correctly (8 
million), with only 4% guessing the 
extremely low option of 700,000, 
indicating people are aware of the 
magnitude of the issue.  

 

 

The 96 people on average gave a rating of 2.55 out of 5 to how well they think anxiety is combatted in 
the media.  

 

Some of the comments on this question 
included: 

   

 

 

 



Of the 48 people that answered ‘yes’ to suffering/having suffered from anxiety symptoms, 96% 
percent said that they had experienced one or more of the following feelings towards having the 
symptoms: helplessness, embarrassment, confusion, self-blame, as if they were never going to get 
better, and like a burden to others – with the most common feeling being self-blame.   

 

Of these sufferers, 38% have taken medication as a treatment.  

 



When asked if they understand the science behind anxiety disorders and their treatments, only 27% 
said yes to both, with 48% saying they didn’t understand either.  

 

I then also asked how the participants thought such education would affect both the general public 
and sufferers’ perception of the illness, with 92% saying sufferers would be more accepting of the 
illness, and 89% saying the general public would be more accepting.  

 

When filtered to just sufferers, the findings are even more positive, with 96% saying sufferers would be 
more accepting, and 90% saying the same of the general public.  

  



Anxiety and Mental Illness in the Media 

There have been a variety of campaigns 
in the media which have combatted 
mental health in creative and thought-
provoking ways, one of my favourite 
being the ‘L’Eau de Chris’ publicity stunt 
by CALM in collaboration with Topman 
in October 2017. [8] Chris Hughes, known 
for his appearance in 2017’s series of 
Love Island, released a video on his 
social media announcing that he was to 
release a bottled mineral water for 
Topshop, each bottle infused with one of his tears. The video quickly gained a lot of attention on 
social media, and just 24 hours later, Hughes released a second video in which he revealed that ‘L’Eau 
de Chris’ was, in fact, ‘Ludicrous’ – a play on words, used to raise awareness for World Mental Health 
Day, and specifically male suicide. Hughes, while speaking at the Topman’s central London HQ, said: 
“Yesterday everyone was shocked that I had literally bottled my emotions in a water bottle infused 
with my own tears. And as the name L’Eau de Chris suggested, doing that would be ludicrous; yet this 
is what men across the UK are doing every single day. What’s really ludicrous is that suicide is still the 
single biggest killer of young men in the UK.” The campaign’s #DontBottleItUp slogan highlights the 
fact that men need to be encouraged to speak out about their emotions – targeted not only at the 
young men themselves, but also at others who may need to encourage them in this way. The creative 
design of the campaign is eye-catching with it’s use of a bold colour over black and white imagery, 
which adds to the impact of the second video, which is cleverly choreographed to jolt and cut as if 
interrupted by the true message.  

Another clever mental health campaign was created by Samaritans of Singapore [9], using images 
which feature ambigrams – words which retain meaning when viewed from another perspective – to 

highlight the difficulty in understanding mental illnesses and noticing 
when people are suffering. The images feature a variety of phrases 
that sufferers may say to hide their true emotions, however when they 
are turned upside down, they show a more desperate message, e.g. 
‘I’m fine’ becomes ‘save me’, and ‘life is great’ turning into ‘I hate 
myself’. The graffiti style design of these ads further suggests 
desperation, with the idea that the sufferers would do whatever they 
could, writing in any space, in the hope that someone may decipher 
the true meaning behind their words. The campaign ads ran in print, 
with the tagline of ‘the signs are there if you read them’ printed 
upside down so that readers would know the ads should be flipped 
over.  



There have been a variety of campaigns in video form which 
have kickstarted conversation surrounding mental health; one 
of these being ‘The Power of Okay’ by See Me Scotland [3]. The 
video uses a series of short snappy video clips accompanied by 
a spoken poem, with the intention of causing anxiety in the 
viewer alongside the narrator before the final sentence of ‘are 
you okay?’, hitting them hard with such a simple question – 
reinforcing the message of the video, which is that ‘it’s something so small, but it’s a powerful thing to 
say’, encouraging people to ask someone if they’re okay if they don’t seem to be so.  

Another impactful video campaign by Healthy Minds Canada shows 
a man being hit by a car, with a crowd of people rushing to see if 
he’s okay [10]. They all then proceed to comment saying that ‘he’s 
fine’, ‘isn’t even bleeding’, is ‘probably just looking for attention’ and 
is ‘just lazy’. The video then ends with the message ‘imagine if we 
treated everyone like we treat the mentally ill’. The way that the 
video shows no clues that it’s about mental illness until the ends 
creates even more of an impact when the text is shown, leaving the 

viewer with a very though-provoking message about how the mentally ill can be so disrespected.  

A final video which is less impactful but more educational 
is one created by Neuro Transmissions for broadcast on 
YouTube [11]. Created by a group of graduate students to 
educate more people on neuroscience with weekly 
videos, the ‘Neuroscience of Anxiety’ video is not only 
presented by someone who actually suffers from anxiety, 
but also goes into depth about the science behind the 
mental illness and its treatments in an attractive, simplified way.  In the video, the narrator explains 
how she is grateful for the research into anxiety because it means that sufferers like her can get the 
treatment they need.  

The Campaign 

Target Audience Selection 

After having surveyed both sufferers and non-sufferers of anxiety disorders and researching existing 
mental health campaigns, I decided that my campaign would be aimed at the general public, but with 
a specific emphasis towards sufferers themselves.  

Goals  

The main goal of my campaign will be to promote widespread acceptance of anxiety. This will be 
done by:  

• Helping sufferers accept their illness by reducing the ‘self-blame’ factor they face, through 
education about the disorders and messages of encouragement  

• Combatting the stigma surrounding anxiety disorders in society through education, in the 
same way we are educated about for example, cancer or broken bones 

 



Key Messages 

1. Anxiety disorders are an illness as much as anything else that individuals may suffer from  
2. Anxiety sufferers are not to blame for the issues they face  
3. Real people with real lives suffer from anxiety, and you might not always realise 

Artwork  

To represent the 3 key messages of the campaign, I have created 3 still-image posters which would be 
used on social media, or in print. In addition to this, I have created a storyboard of a short motion 
graphics which would be used to educate people about anxiety disorders and their treatments.  

The first poster emphasises the fact that 
anxiety is an illness, rather than a 
personality flaw, as it is so often 
perceived as in the stigmas of today’s 
society. The second image centres on the 
message that anxiety disorders are 
suffered by real, normal people, and it 
may not always be obvious – and 
assuming that someone is okay just 
because they look so does not mean they 
are. The third image uses a real quote 
from the model (an anxiety sufferer) 
which focuses on the self-blame aspect of 
anxiety that I identified in my research, 
with the encouraging message to stop blaming yourself and accept the disorder to get better. The use 
of a set colour scheme throughout both the posters and motion graphics of black and white with 
elements of blue not only maintains consistency throughout the campaign, but effectively allows 
certain elements of the ads to be emphasised, such as specific words and phrases. 



 



 



 

The storyboard depicts a motion graphic sequence, of which the primary goal is to educate viewers 
about the science of anxiety. It begins by explaining that anxiety is a medical illness as much as 
breaking a bone is a medical injury, both of which have causes and treatments. Simplistic imagery 
and animations are used to explain genetic factors, [5] the role of neurotransmitters, and potential 
treatments. [11] The video ends on an impactful note, with the cartoon-styled girl smiling and then 
morphing into a video of a real model, to emphasise the message of the video – that anxiety is 
something that is very real, and it’s time for this to be accepted.  

Some more potential messages for posters and videos are:  

• Anxiety disorders are more than just ‘feeling anxious’ 
• Anxiety does not discriminate – models from different backgrounds, classes, celebrities etc, to 

show it can affect anyone 
• Therapy as a treatment and how it works 
• Comparison between anxiety and Alzheimer’s disease – both problems with 

neurotransmission, so why is there only a stigma around anxiety?  
• Influence of environmental stressors on anxiety disorders 
• How to spot anxiety and ways to help 

 

 

 



Media and Distribution Channels  

The campaign will be predominantly social media based, with some of the still-image components 
used in print. This will help me reach a large audience, due to the widespread use of both social and 
print media. The ads will be optimised for the platform they are to be used on – for example, using 
Facebook’s new ‘Episodes’ feature for the video components, square posters for Instagram, and 
shorter videos for Instagram and Snapchat story ads – as well as hashtags such as 
#anxietyacceptance.   

          

Intellectual Property Rights 

All artwork created for use in the campaign will be my own work, including photography. In the case 
that I may need sound such as music or sound effects in the video components I will either obtain 
these under a Creative Commons license, or collaborate with smaller, unknown artists to create 
original work.  

 

 

 

 

 

 

 

 



Appendix  

The iPhone images used in this pitch are from Thinkstock and the appropriate licences have been 
obtained for their use. The model has given permission for her image and words to be used. 

References 

 [1] Chunn, L. (2018). How anxiety became a modern epidemic greater than depression. [online] The 
Telegraph. Available at: https://www.telegraph.co.uk/health-fitness/mind/how-anxiety-became-a-
modern-epidemic-greater-than-depression/ [Accessed 16 Apr. 2018]. 

[2] Heads Together. (2018). Home - Heads Together. [online] Available at: 
https://www.headstogether.org.uk/ [Accessed 16 Apr. 2018]. 

[3] Seemescotland.org. (2018). Take action, change lives. [online] Available at: 
https://www.seemescotland.org/our-movement-for-change/power-of-okay/ [Accessed 2 May 2018]. 

[4] WebMD Boots. (2018). Anxiety disorders. [online] Available at: 
https://www.webmd.boots.com/anxiety-panic/guide/mental-health-anxiety-disorders [Accessed 16 
Apr. 2018]. 

[5] Donner, J., Pirkola, S., Silander, K., Kananen, L., Terwilliger, J., Lönnqvist, J., Peltonen, L. and 
Hovatta, I. (2008). An Association Analysis of Murine Anxiety Genes in Humans Implicates Novel 
Candidate Genes for Anxiety Disorders. Biological Psychiatry, 64(8), pp.672-680. 

[6] Meek, W. (2018). Are You Worried About Stigma From Your Generalized Anxiety Disorder?. [online] 
Verywell Mind. Available at: https://www.verywellmind.com/overcoming-stigma-for-generalized-
anxiety-disorder-1393170 [Accessed 16 Apr. 2018]. 

[7] Powell, M. (2018). Anxiety Awareness. [online] Rochester, Kent: Survey Moneky. Available at: 
https://www.surveymonkey.com/results/SM-MY8X6CP7L/ [Accessed 5 May 2018]. 

[8] Campaign Against Living Miserably. (2018). Some choice L'eau De Chris reactions - Campaign 
Against Living Miserably. [online] Available at: https://www.thecalmzone.net/2017/10/choice-leau-de-
chris-reactions/ [Accessed 2 May 2018]. 

[9] Imgur. (2018). Upside-Down Ads Reveal The Subtlety Of Depression. [online] Available at: 
https://imgur.com/a/hERRH [Accessed 2 May 2018]. 

[10] Manavis, S. (2018). 9 Mental Health Campaigns From Around the World. [online] Mentalfloss.com. 
Available at: http://mentalfloss.com/article/79812/9-mental-health-campaigns-around-world 
[Accessed 2 May 2018]. 

[11]  YouTube. (2018). Neuroscience of Anxiety. [online] Available at: 
https://www.youtube.com/watch?v=2wCbwpnIJsA [Accessed 16 Apr. 2018]. 

Word Count: 2172 


