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Campaign 
overview



What we did 
In rapid response to the Covid-19 pandemic and the huge mental health toll faced by frontline 
and key workers, Shout, Samaritans, Mind and Hospice UK came together with the support 
of The Royal Foundation of the Duke and Duchess of Cambridge, in a unique cross-sector 
charity partnership to create Our Frontline. This pioneering charity coalition, launched in April 
2020, brought together mental health services from all four partners, enabling every frontline 
and key worker in the UK to access 24/7 emotional support. 

The campaign provided a single point of access to information and support through a dedicated 
landing page within the Mental Health at Work website. Support was provided through call or 
text with trained volunteers, as well as through access to an extensive range of online resources. 
Running until November 2021, the campaign reached and supported tens of thousands of 
frontline and key workers in need of mental heath support. 

https://www.mentalhealthatwork.org.uk/ourfrontline/
https://www.mentalhealthatwork.org.uk/


Campaign aims 
The Our Frontline campaign aimed: 

1. To provide a trusted ‘front door’ for frontline and 
key workers wanting to access mental health and 
wellbeing support as a result of the impact of Covid-
19.

2. To provide confidential support to frontline and key 
workers, in response to the immediate impact of 
Covid-19 on their mental health and wellbeing.

3. To provide tailored information and resources to 
frontline and key workers, which are quality assured 
and easy to access. 

4. To provide bereavement information and support 
to frontline and key workers, recognising the impact 
that increased exposure to death is having on their 
mental health and wellbeing. 

5. To bring together leading charities to work in 
partnership to support the mental health and 
wellbeing of our frontline and key workers.



Campaign branding 
A new brand identity was created for Our Frontline to support a single point of access to resources 
and support services within the Mental Health at Work website. The campaign branding was created 
pro bono by And Rising. Examples of the brand identity in use are included below and throughout this 
report.  

https://andrising.com/


Campaign reach



Partner services reach
The figures presented here outline the reach of support services offered through Our Frontline by 
Shout, Hospice UK and Samaritans during the time the campaign was running. 

Shout text helpline 
• Shout 85258 is a free and 

confidential text helpline for 
anyone in the UK who is 
struggling to cope. 

• Data covers April 2020 to 
November 2021.

• Keyword analysis was used to 
understand the volume of 
contact from frontline workers.

Hospice UK ‘Just B’ trauma and 
counselling helpline

• Just B is a free and confidential 
telephone helpline providing 
emotional wellbeing and 
bereavement support for NHS, care 
sector and emergency service 
workers in the UK. 

• Data covers July 2020 to November 
2021.

• Approx. 20 calls per week 
received. Two fifths of calls 
(43%) were for support with 
bereavement, and a third 
(33%) to request information. 

• Most calls were received from 
Nurses, and Mental Health 
Support Workers. 

Samaritans helplines
• Samaritans run two free and confidential 

telephone helplines:
• A dedicated telephone helpline 

for NHS and Social Care workers 
in England & Wales

• A Telephone helpline for anyone 
in need of emotional support in 
UK & RoI.

• Data covers April 2020 to November 
2021.



Support provided by partner services
Shout text helpline 

• Data covers April 2020 - November 2021.
• The most common problems and concerns mentioned by 

Shout texters were: anxiety and stress, Covid-19 and 
depression and sadness.

• Texters most commonly contacted Shout because it was an 
anonymous service, and because they were more comfortable 
texting than talking about private things.

Samaritans telephone helpline
• Data covers April 2020 - March 2021.
• Key concerns from NHS workers during this 

period included: Covid-19, work/study, mental 
health and family. Loneliness/isolation and 
relationship concerns were also high.

• Covid-19 was a higher concern for NHS workers 
compared to all callers (56% vs. 22%) as well as 
work & study (51% vs. 10%).  
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I know that the line makes a difference. 
I have spoken to workers who have been 
bereaved, anxious, scared and frightened 
about the future. They have been tired, 
frustrated, and to just have a voice on 

the end of the phone to listen to them is 
hugely powerful.

Just B helpline (Hospice UK) call handler



Thank you for listening to me. It’s 
grounding to know someone 

wants to listen.

Shout texter feedback



Website reach
Frontline and key workers were 
able to access a range of 
dedicated toolkit pages with 
support and resources tailored to 
their profession through this 
single access point. 

The figures presented here 
outline the reach of the 
dedicated Our Frontline landing 
page on the Mental Health at 
Work website between April 
2020 and November 2021.  A pop 
up survey was run to gather 
feedback on how useful users 
found the website resources. 
Page and resource views were 
monitored by Mind’s Workplace 
Wellbeing team. 



Social media reach
The figures presented in the infographic here outline the reach of the Our 
Frontline social media channels between April 2020 and November 2021. 

Social media was used as follows during the campaign: 
• Our Frontline UK profiles were secured and designed for Instagram, 

Facebook and Twitter.
• Digital channels were set up to build a community of frontline and key 

workers on Facebook, Twitter and Instagram and drive this audience to 
the website.

• The campaign launched with coordinated communications across all 
partners, supported by Kensington Palace, including a press release, 
social media and website content, email bulletins and briefing of 
stakeholders, potential supporters and social media influencers. 

• Social media activity was organised throughout the campaign, covering 
bigger moments as well as more targeted social media and media 
content and opportunities.

• The focus throughout was on establishing the Our Frontline brand and 
raising broad awareness of the service and its purpose both among 
frontline and key workers themselves, as well as their families and 
friends. 



Take a Deep Breath campaign 
Take a Deep Breath was a cross-media advertising campaign, designed to connect frontline 
workers, particularly care and health staff, with services run by Our Frontline. It was funded 
by NHSE, DHSC and Hospice UK with graphics work provided pro bono by And Rising. It 
was supported by a mix of organic digital, media relations and stakeholder engagement 
directly targeting frontline workers with the campaign message:

“When your mask comes off, take a deep breath and talk with someone who gets it.”

Key campaign successes and lessons learned are outlined below, full details on the 
campaign can be found in the ‘’Take a Deep Breath Campaign Report’.

Campaign successes Lessons learned 

1. The campaign reached more than 35 million people.
2. The link clicks for the paid social media campaign were 47% 

above target.
3. New stakeholders engaged with the campaign, provided a 

crucial connection to the target audience.
4. Organic content on Our Frontline and partner social media 

channels had a combined total of 2.2 million impressions.
5. Visits to the website doubled during the campaign.

1. Stakeholder organisations were critical in reaching the target 
audience.

2. Variation in content is vital, with a focus on personal stories and 
reels for organic content.

3. Time for testing content ahead of the campaign launching would 
have been beneficial for determining which assets are prioritised.

4. Asset production was one of the biggest time resources. 
5. Collaborating with experts to refine the communications strategy 

ensured a cost-effective budget spend with maximum impact. 
6. The paid social media campaign was the most effective in 

generating link clicks from the right audience. 
7. A radio advert was an extremely cost effective way of reaching a 

larger audience. 

https://www.england.nhs.uk/
https://www.gov.uk/government/organisations/department-of-health-and-social-care
https://andrising.com/


Advertising reach
A low-cost, high-impact campaign was developed to make the most of the pro-bono advertising space on 
offer for the campaign. All advertising focused on driving people to the Our Frontline website with the aim 
of increasing awareness of the support and resources available for frontline and key workers. Advertising 
was secured through a number of channels, with examples shown on this slide and the following slide:
 Print based media
 Social and digital media
 Local TV
 Outdoor digital adverts 

 £412k pro bono media space generated by Mindshare across London, Manchester, Birmingham, 
Southampton, Liverpool, Newcastle, Edinburgh and Glasgow, Liverpool and Leeds

 Stations & platform adverts across UK rail network

https://www.mindshareworld.com/




Case studies



Case studies 
Throughout the campaign, case studies 
were shared on the Our Frontline 
website as blogs. These included stories, 
tips and other thoughts on what life is like 
for frontline and key workers working to 
protect us during the Covid-19 pandemic. 

An excerpt from a case study of Denise, a 
Samaritans volunteer and Ward sister on a 
respiratory ward that was affected by 
Covid-19 is included here. 

https://www.mentalhealthatwork.org.uk/blog/its-not-like-anything-weve-ever-experienced/


What’s next?



After Our Frontline 
The Our Frontline campaign came to a close in November 2021, however the partner organisations remain 
committed to supporting frontline and key workers. Mental health and wellbeing support remains accessible 
through a range of sources including the following: 
 The Mental Health at Work website where people can access support and information, including extensive

online resources and signposting to a range of services for employees. This includes all the Our Frontline
toolkits.

 Samaritans, Shout and Hospice UK telephone and text helplines remain accessible for all frontline and key
workers.

 Mind continue to support emergency responders through their new hub for mental health information and
support - Blue Light Together.

https://www.mentalhealthatwork.org.uk/
https://www.mentalhealthatwork.org.uk/toolkit/
https://bluelighttogether.org.uk/


Please direct any questions on the 
content of this report to  

research@mind.org.uk




