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PATH – reducing the stigma in perinatal mental health 
Campaign overview and report  

The power of together



To drive those experiencing perinatal mental 
issues to the PATH website and drive uptake 
of services

• Understand the needs of those 
experiencing perinatal mental health 

• Drive to site and, increase visits to HCPs 
and local services

• Use the full PESO channel mix and align 
with owned channels 

• Provide a toolkit to all partner's for 
dissemination 

Campaign objectives and 
roll out 

Use all channels to drive 600k view of 

messages in the UK 

Insights/Surveys 

Engage influencers 

and create content 

plan  

Website build an update
Create materials based 

on influencer stories 

Use KOLS for media 

coverage and articles



Joining the healthcare professional/patient journey 

Think Feel Do

Patient
Become conscious of Peri 

natal mental health 

They can speak to a HCP 

and get support 
Talk to their HCP/HV

HCP 
Understand Perinatal mental 

health

Feel confident in 

recommending services  

Recognise viable patients 

and support

Encouraging potential service users to speak to a HCP about their concerns 



Why were surveys and insights vital to our approach?



There are more barriers than motivators for women 
seeking support for PMI in the UK

MOTIVATORS – SEEKING SUPPORT BARRIERS – SEEKING SUPPORT

• Re-assurance and validation on their feelings

• To get non-judgemental professional help

• Strive to be a better mother and a better 

wife/ partner; give the baby the mother 

he/she deserves

• To improve their quality of life and enjoy 

motherhood

• Fear of being judged or the baby being taken 

away from them

• Fear of being perceived as an unfit mother

• Long waiting times for consultations with 

experts on NHS/ high cost of private 

treatment

• Previous bad experiences with HCPs



Others**

Lack of sleep

Lack of support

Traumatic birth

Lockdown

History of depression / anxiety / 

mental illness

Toxic relations / splitting up with 

partner

41%

25%

13%

5%

4%

4%

8%

Find a relevant image 

associated with the 

top theme

What they believe caused their PMI

41%

25%

13%

5%

4%

4%
8%

Based on a sample of mentions (ex. retweets)

Other themes include previous miscarriages, difficult pregnancy, health issues, gender of the child 

and giving birth to premature babies



Emma Jane 

6k followers

@EmmaJaneSas

Keynote speaker, activist, postnatal 

depression survivor and founder of 

#HowAreYouDad, a website dedicated

599 tweets

Who were the most active KOLs in UK?

Rosey 

(16.5k followers)

@PNDandMe

Postnatal depression survivor; blogger & 

founder of PND Hour (A Perinatal Mental 

Health peer support) 

813 tweets

Fatherhood – mental health

(11.8k followers)

@MarkWilliamsFMH

UK’s most active tweeters

Ex-sufferers

The Muddled Mother

3.8k followers

@Muddledmother1

Michelle is a mother of two and a parenting 

blogger. Her blog covers mental illness 

including #pnd and #anxiety

332 tweets

Lucy

13k followers

@mrshsfavthings
Family, lifestyle blogger. Finding happiness. 

Chasing rainbows. Writing about 

#mentalhealth and #babyloss and family life

471 tweets

Influencers

Eve Canavan BEM

(8.4k followers)

@eviecanavan

Coordinator of the UK Maternal Mental 

Health Awareness Week for 

@PMHPUK; Postpartum Psychosis survivor

535 tweets

Campaigners

Dr Andy Mayers

(13k followers)

@DrAndyMayers

#mentalhealth campaigner & educator 

Bournemouth Uni. Perinatal MH, Governor 

Dorset Health and Patron Dorset Mind

495 tweets

Liz May

2.2k followers

@lizmayessex

Her passions include baby feeding, 

responsive feeding Mental Health and 

Microbiome

348 tweets

Hannah Bissett

1.4k followers

@spannerb79
National co-ordinator for NHS projects at 

Actionon PP - awareness and support for 

women & families affected by PP

433 tweets

NHS (Walsall health in pregnancy service)

CBT therapist, counsellor, life coach dealing 

with PTSD and birth trauma

173 tweets



PERSONALITY & KEY FACTS
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• A family oriented tribe – family, friends and pets are foremost in their life. They proudly list their 
family setup in their social bio, self defining as ‘father’ or ‘mother’. 

• Very active on social channels, the tribe loves sharing their personal lives on social media; from 
posting images of their bump and discussing pregnancy milestones to sharing cute pictures of 
their babies, they keep their followers updated on major events in their lives. 

• They love reading family and parenting blogs and aspire to be a perfect parent. They spend a lot 
of time online, looking for the perfect crib, car seat and baby wardrobe. 

Meet Laura Expecting parents or families with new-borns 

Sundays to 
Mondays 7-10pm

Freelancer/ 
Manager/ Analyst

Living with 
partner

Reality TV/ 
Comedy

Current affairs/ 
News & UK Politics

Family & 
Parenting

Travel

Self-define by their personal life: more likely to have ‘father’, ‘pregnant’, 

‘baby’, ‘husband’ and ‘mother’ in their bio

Is influenced by family and parenting bloggers, columnists, journalists TV & 

Radio presenters and authors. Follows a lot of comedians and actors

Follows budget friendly brands including McDonalds and Lidl, high-end airlines 

like BA and Virgin and luxury brands like Hermes and Ted Baker 

Often at mentions politicians (@rishisunak), authors (@jk_rowling), media 

personalities (@kthopkins) and news outlets (@bbcnews)

Top hashtags are related to current affairs and online gaming;

#blacklivesmatter, #lockdown, #acnh, #ps5 and #coronavirus

Who?

Where?

What?

“Director of Marketing at @GAdventures 
by day; Director of Bedtime Stories by 

night. Runner barbecuer and traveller in 
between”

“#Tech #Leadership #Mountains #Fitness. 
Director of 3 technology companies”

“Director of Altum Consulting a senior 
finance and business transformation 
search firm focused on the TMT and 

Consumer sectors & Passionate Marathon 
Runner”

“20 - london - MUA - mummy to a 
beautiful little boy”

“#wolves fan dad to my beautiful 
daughter scarlett and beautiful son ronan 

husband to jade”

“I've got a lil princess called Phoenix, she's 
9months old and I'm 32 weeks pregnant 

with another lil princess”

“Wife, Mummy to two heart warrior girls 
and fundraiser for Great Ormond Street 

Children’s Hospital.”

BIO EXAMPLES 
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Typical content that Laura engages with

MORE 

COMMON

LESS 

COMMON

UK politics, News & 
lockdown & environment

Pregnancy related 
content & concerns

Perinatal Mental Health 
Who?

Where?

What?

How?

• They share and retweet political and current affairs related content

• They engage with a lot of pregnancy and baby related content, often to educate themselves on what 

to expect or how to be a better parent

• The tribe also engages with Perinatal Mental Health content, sharing posts on PMI in fathers 



How did we use paid media?



Multi channel mix

Using a combination of digital media, OOH 
in targeting healthcare environments we 
achieved

• 6m opportunities to see 

• 200 locations nationwide in maternity and 
pharmacies

• 21k visits to site



Executive Summary

Objective: Raise awareness among patients and HCPs of perinatal 

mental health and the resources available via PATH.

Reporting period: 11th May 2021 – 10th December 2021

Channels: Google Search, LinkedIn, Facebook & Instagram

Key takeaways: The campaigns served 3,305,707 impressions to 

users, and drove 34,229 clicks to site from HCP and Patient 

audiences, for a combined CTR of 1.03% and CPC of £0.84.

67%

28%

5%

Clicks to Site

Search Facebook/Instagram LinkedIn



Campaign results

Reporting 

Period
Channel Campaign Clicks Impressions CTR CPC Spend

Search Impr. 

Share
Reactions Engagements

Engagement 

Rate
Post saves Post shares

11/05/2021 

–

10/12/2021

LinkedIn HCP 1,704 234,837 0.73% £5.28 £8,999.91 - 609 5,818 2.47% - 54

11/05/2021 

–

10/12/2021

Facebook & 

Instagram
Patient 9,538 2,812,414 0.34% £0.96 £9,185.84 - 215 9,797 0.35% 19 23

11/05/2021 

–

10/12/2021

Search Patient 22,987 258,456 8.89% £0.47 £10,821.26 39.13% - - - - -

Total 34,229 3,305,707 1.03% £0.84 £17,938.94 39.13% 824 15,655 0.47% 18 77

During the course of the campaign, Search remained our most successful, primary traffic driver, bringing 

22,900+ clicks to site from users against relevant keyword searches, with a CTR of 8.89% and CPC of £0.47. 

Facebook also proved an effective and efficient channel for reaching our Patient audience, with 9,500+ clicks 

to site thus far serving over 2,800,000+ Impressions.



Engagement analysis - Search
• Our most engaged users on Search were female-identifying users aged 35-44, with a CTR of 

10.64%, followed by 45-54 year old female-identifying users, with a CTR of 10.24%.

• Users from London, Birmingham, Glasgow, Bristol and Leeds drove the highest volume of 

impressions. Chesterfield and Plymouth led in CTR, with 11.50% and 11.31% CTRs respectively.

• Our top keywords have remained as ‘postnatal depression’, ‘perinatal mental health’ and 

‘perinatal depression’.

• Competitors for these keywords included smababy.co.uk, betterhelp.com and mind-

diagnostics.org. The campaign Search Impression Share (impressions served divided by the amount of 

impressions we were eligible to serve ads against), remained just below 40%, suggesting that 

competition remained high on our keywords.

Top performing creative

Impressions: 20,341

Clicks: 2,002

CTR: 9.84%

CPC: £0.46

Age Gender Clicks Impressions CTR CPC

35 - 44 Female 3,092 29,062 10.64% £0.46

45 - 54 Female 1,050 10,257 10.24% £0.45

35 - 44 Male 615 6,328 9.72% £0.47

45 - 54 Male 279 2,926 9.54% £0.46

25 - 34 Female 6,518 68,506 9.51% £0.46

25 - 34 Male 830 8,744 9.49% £0.47

25 - 34 Male 447 4,838 9.24% £0.49

25 - 34 Female 3,683 43,349 8.5% £0.48

18 - 24 Male 110 1,346 8.17% £0.48

18 - 24 Female 942 11,613 8.11% £0.49

45 - 54 Male 199 2,534 7.85% £0.48

35 - 44 Female 2,249 29,183 7.71% £0.48



Engagement analysis – Search keywords

Keyword Clicks Impressions CTR CPC Spend

"postnatal depression" 3,531 42,015 8.4% £0.49 £1,739.05

[postnatal depression] 3,474 48,945 7.1% £0.48 £1,681.42

[perinatal mental health] 2,079 14,605 14.23% £0.41 £850.55

[perinatal depression] 2,026 17,103 11.85% £0.44 £888.67

"perinatal mental health" 1,603 22,592 7.1% £0.47 £748.33

"perinatal health" 807 12,225 6.6% £0.46 £373.85

"perinatal depression" 648 6,376 10.16% £0.47 £306.40

"postnatal anxiety" 639 6,172 10.35% £0.49 £314.40

[postnatal anxiety] 497 4,867 10.21% £0.49 £242.03

[define perinatal depression] 458 3,870 11.83% £0.43 £195.93

[signs of postnatal depression] 359 3,919 9.16% £0.49 £177.15

[postnatal depression symptoms] 346 3,552 9.74% £0.49 £169.58

[signs of perinatal depression] 297 2,281 13.02% £0.47 £138.50

[perinatal depression definition] 290 2,364 12.27% £0.43 £124.06

[postnatal depression support] 251 1,934 12.98% £0.48 £119.91

[perinatal depression meaning] 241 2,123 11.35% £0.44 £107.13

[postnatal depression duration] 225 1,520 14.8% £0.49 £109.89

[symptoms of perinatal depression] 199 1,453 13.7% £0.46 £91.89

"postnatal support" 192 2,028 9.47% £0.47 £90.14

[postnatal blues] 175 3,745 4.67% £0.49 £86.14

"postnatal blues" 171 2,164 7.9% £0.49 £83.81

"postnatal depression support" 170 1,506 11.29% £0.48 £80.91

"postnatal help" 164 1,657 9.9% £0.49 £80.01

[postnatal depression help] 162 1,327 12.21% £0.51 £82.64

[postnatal depression test] 157 1,003 15.65% £0.50 £79.19



Engagement analysis - LinkedIn
• Consultants, Mental Health Practitioners and Psychotherapists were most engaged users on LinkedIn, as 

well as Mental Health Specialists and Nurses. Midwives also engaged strongly, averaging a CTR of 1.21%, far 

above benchmark for this platform.

• Users who engaged most were primarily of Senior, Entry or Director level roles.

• London, Manchester, Leeds and Glasgow were our top performing regions, with London leading in terms of 

impressions served (28% of total). 

• Since launch, the campaign generated an engagement rate of 2.47%, with 609 reactions and 54 shares to date.

Top performing creative

Impressions: 122,363

Clicks: 887

CTR: 0.73%

CPC: £5.08



Engagement analysis – Facebook + Instagram
• Our most engaged users across Facebook + Instagram were female-identifying users aged 25-34, 

with 8,704 clicks to site, followed by 35-44 year old female-identifying users, with 2,453 clicks to 

site.

• The hour between 1am – 2am were the strongest performing time with our audience, generating 

a CTR of 0.57%, followed by 12am – 1am at 0.52%.

• Across the UK, England has continued to drive the most clicks to site (5,643), however, Northern 

Ireland has generated the highest CTR at 0.41%.

• The carousel ad was the most successful and engaging creative of the campaign, with the highest CTR 

of 0.45%.

Top performing creative

Impressions: 683,832

Clicks: 3,050

CTR: 0.45%

CPC: £0.98



Our earned media PR and Broadcast roll out 



Media outreach, broadcast and survey 

Using a survey 3rd party we developed new data in 
how people were being impacted by PMI and 
accessing maternal health services. This data 
helped build the media outreach press release and 
the broadcast element for outreach 

• Radio and TV news placements using KOLs

• Press coverage 

• Data used to build organic content  



PR Approach

Phase 1

• Press release shared with national print, 
online and broadcast media, raising 
awareness of PMI using the hard-hitting 
statistics resulting from PATH research

• Regional press release template with 
corresponding data shared to local news 
outlets

Phase 2

• To mark all sections of the PATH website going 
live (parent, employer, HCPs) we held a 
broadcast day with fantastic results

• HCP and employer media targeted sharing 
relevant advice from KOLs



REACH (UK) FREQUENCY OF KEY MESSAGE DELIVERY (UK)

40,436,987 13 64 10 91%

MAXIMUM REACH OF COVERAGE PIECES OF COVERAGE SECURED (inc. 

pending appearances)

KEY MESSAGES DELIVERED SPOKESPERSON

INCLUDED IN COVERAGE  

SPOKESPERSON INCLUSION RATE 

NHS Medway/PATH: COVERAGE REPORT

HEADLINE METRICS

0

5,000,000

10,000,000

15,000,000

20,000,000

25,000,000

30,000,000

Coverage by reach

0 2 4 6 8 10 12

PATH explained

PMI symptoms

Web link

Depression

Stress

Loneliness

Ashamed

Covid

Other statistics

Advice

Number of key messagesKey messages by outlet

Daily Express Womens Health UK Health Radio

UK Health Radio GB News BBC Radio Devon

KMFM KMTV Unity 101

Personnel Today







Shared 



Influencers and partners 

We identified and contracted two micro 
influencers who have a large following and 
network. The influencers also formed the 
campaign creatives, animation and owned 
and paid content to drive engagement with 
personal stories 

• Mark – a father who witnessed a 
traumatic birth 

• Sandra – a single black mum who felt 
unable to connect with other mums 

• All content was shared by the partners 



Owned animation and content 



Animation and social content 

Using the personal stories the creative team to build 
two animations that will sit on the PATH website for 
two years. Also used to create organic content social 
media for all partners

The animations were hand drawn and person based, 
currently live on the site 



Any questions?



Appendices 



Daily Express

CHANNEL PRINT

AUDIENCE NATIONAL 

PROJECTED 

REACH
225,968

KEY 

MESSAGES

6

DATE
22 JUNE 2021

COMMENT

A SMALL NEWS ITEM BUT WE MANAGED 

TO INCLUDE SEVERAL KEY MESSAGES





Women’s Health

CHANNEL ONLINE

AUDIENCE NATIONAL 

PROJECTED 

REACH
10,700 000

KEY 

MESSAGES

10

DATE
09 DECEMBER 2021

COMMENT

INCLUDES LINK TO THE PATH 

WEBSITE/ANIMATIONS









UK Health Radio

CHANNEL RADIO

AUDIENCE NATIONAL 

PROJECTED 

REACH
1,200,000

KEY 

MESSAGES

6

DATE
June 2021

COMMENT

LISTEN HERE:

https://www.ukhealthradio.com/player/?

ep=24147



UK Health Radio

CHANNEL RADIO

AUDIENCE NATIONAL 

PROJECTED 

REACH
1,200,000

KEY 

MESSAGES

5

DATE
June 2021

COMMENT

LISTEN HERE: 

https://www.ukhealthradio.com/player

/?ep=24096

https://www.ukhealthradio.com/player/?ep=24096


Personnel Today 

CHANNEL ONLINE

AUDIENCE HR PROFESSIONALS 

PROJECTED 

REACH
403,924

KEY 

MESSAGES

DATE

2/02/2022

COMMENT

AN ARTICLE BY FRANCESCA PRIOR, 

EMPLOYMENT OFFICER, SOUTHAMPTON 

https://www.personneltoday.com/hr/h

ow-to-support-staff-with-perinatal-

mental-illness/







Broadcast Day Coverage









Sky News Radio

CHANNEL NATIONAL Radio

AUDIENCE NATIONAL 

PROJECTE

D REACH
26,000 000

KEY 

MESSAGES

-

DATE

10/11/2021

COMMENT



GB News

CHANNEL NATIONAL TV

AUDIENCE NATIONAL 

PROJECTE

D REACH
224,0000

KEY 

MESSAGES

5

DATE

10/11/2021

COMMENT

DR BOSKY NAIR AND JO HARRISON 

INTERVIEWED LIVE ON GB NEWS



BBC Radio Devon

CHANNEL REGIONAL RADIO

AUDIENCE DEVON 

PROJECTE

D REACH
186,000

KEY 

MESSAGES

6

DATE

10/11/2021

COMMENT

LISTEN HERE:



KMFM

CHANNEL REGIONAL RADIO

AUDIENCE KENT 

PROJECTE

D REACH
182,000

KEY 

MESSAGES

2

DATE

10/11/2021

COMMENT

FOR AUDIO SEE NEXT SLIDE



KMTV

CHANNEL REGIONAL TV

AUDIENCE KENT 

PROJECTE

D REACH
50,000

KEY 

MESSAGES

2

DATE

10/11/2021

COMMENT

DR BOSKY NAIR AND JO HARRISON

INTERVIEWED



Unity 101

CHANNEL REGIONAL RADIO

AUDIENCE Southampton

PROJECTE

D REACH
50,000

KEY 

MESSAGES

12

DATE

10/11/2021

COMMENT

LISTEN HERE:



Upcoming coverage



Journal of General Practice Nursing - Print

CHANNEL TRADE JOURNAL - PRINT

AUDIENCE
NURSES AND HEALTHCARE 

PROFESSIONALS

PROJECTED 

REACH
5,472

KEY 

MESSAGES

SYMPTOMS AND ISSUES OF PMI AND HOW 

HCPS CAN SUPPORT PATIENTS

DATE
TBC

COMMENT

AN ARTICLE BY DR BOSKY NAIR, 

CLINICAL LEAD OF PATH 



Journal of General Practice Nursing - online

CHANNEL TRADE JOURNAL - ONLINE

AUDIENCE
NURSES AND HEALTHCARE 

PROFESSIONALS

PROJECTED 

REACH
9,623

KEY 

MESSAGES

SYMPTOMS AND ISSUES OF PMI AND HOW 

HCPS CAN SUPPORT PATIENTS

DATE
TBC

COMMENT

AN ARTICLE BY DR BOSKY NAIR, 

CLINICAL LEAD OF PATH 


