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Entry title: It's okay to talk about mental health here 

 

 
Brief and objectives: 

Create an inclusive campaign to kick-start the company’s Equality, Diversity and Inclusion 

(EDI) work, so that the workforce, including middle management, take EDI more seriously 

and are supportive of efforts in this area. 

 

Rationale behind campaign, including research and planning: 

We were recently subject to an EDI survey, conducted across the entire estate of companies 

owned by the Nuclear Decommissioning Authority. We looked at the results of this survey as 

our primary source of research for the campaign. 

Our brief presented an opportunity for the comms team to take a broad look across all areas 

of EDI and find a campaign which would deliver quick wins, enabling us to build confidence 

and allow the business to formulate action plans on other areas of EDI. 

We pulled out a statistic from the survey “only 38% of responders feel they can talk about 

mental health at work” and made the case to build a campaign around ending the stigma 

attached to mental health.  

We believed that a campaign on mental health would resonate with the workforce, because 

we are located in an area of the UK which has high suicide rates, and have had a number of 

employees and former employees take their own lives.  

Another statistic of note from the survey was that only 41% of responders felt that ‘leaders’ 

within the business talked about subjects associated with EDI. 

To address this, we asked a Director to front the launch of the campaign by sharing his 

experiences. 

 

 

 



Strategy and tactics, including creativity and innovation: 

Strategy:  

 Demonstrate the business is taking this seriously.  

 Include all employees by taking the campaign to their places of work.  

 Maintain a consistent drum-beat.  

 Link our campaign to national/international awareness days and campaigns so that 

employees see mental health in the news and are reminded of our campaign.  

 Include clear links to where employees can get further help and support, particularly 

the company’s Employee Assistance Programme.  

Tactics:  

 Director led (initial phase)  

 Invite members of the workforce invited to get involved and share their stories  

 Maintain a consistent drumbeat of regular stories   

 Storytelling, where possible via video case studies. (mix of ‘wonky’ peer to peer 

stories and professionally shot video content).  

 Utilise company facebook page as an added internal comms channel for hard to 

reach employees (limited computer access at work)  

 Piggy-back on national/international awareness events (eg Autism, and 

Transgender), linking to our campaign  

 Introduced ‘mental-health shares’ as a quick discussion at the start of routine 

meetings.  

 Join up with National ‘This is Me’ campaign — providing collateral and focus during 

Mental Health Awareness Week  

 Re-sign and implement the ‘Time to Talk’ pledge (mental health charity)   

 Roadshow events around the business   

 ‘Talking starts with T’ teabag giveaway, so employees can brew-up back at their 

workplaces and have local discussions in their teams  

 Mental Health Conference at our satellite office at Risley, with external speakers  

 Mindfulness training pilot sessions 

 

 



Implementation of tactics: 

We produced a number of videos, which were popular with the workforce. The director who 

starred in the first one was inundated with messages of support to his email address directly 

and via our company facebook page (including one from his proud mother-in-law).  

The number of likes and shares of the page was huge (more than doubled over the five 

months from the launch of the campaign to the time of writing this entry) and the mental 

health posts are the highest performing posts in terms both of reach and interactions. 

Our owners (NDA) were so impressed with the work that they asked us to expand our plans 

for Mental Health Awareness Week and create a video which covered the whole of their 

estate.  

 

Measurement and evaluation:  

Overall usage of our employee assistance programme increased by 126% during the period 

February to April, in comparison to the previous year.  

Total number of contacts (Feb 1st to April 30th 2017) was 211  

Total number of contacts (Feb 1st to April 30th 2018) was 476  

Note: A follow-up survey to check improvement in the performance against the EDI survey 

stats is due to take place early in 2019. 

Our wider communications strategy focusses on supporting our business through a period of 

unprecedented change, as we shift from being a nuclear reprocessing company to an 

environmental remediation and waste management business.  

During this change we must demonstrate our value; by showing that as a communications 

team we can help to create the environment for change across the business. This campaign 

did that, by creating a buzz around mental health.  

 

Budget and cost effectiveness: 

Overall we’ve spent £19,591. 

This is broken down as follows:  

 Pull-ups and banners for roadshow events: £945 

 Give-aways as conversation starters (t-bags, water bottles, pens) £4646 

 This is Me/End the Stigma ‘green ribbon’ badges £5,000 (this goes to mental health 

charities) 

 External Videography £4,000 

 Conference at Risley £5,000 

We have just over 11,200 employees, so this works out at around £1.75 per employee. 



It is likely that we will spend in the region of £10k more before the end of the campaign, as 

we plan to repeat the conference event in another of our offices. 

 


