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1. Introduction
YoungMinds Vs ‘Fight the pressure’ campaign is a major new youth engagement project, funded by Big
Lottery and Comic Relief, launched in February 2013. It is aimed at helping children including a diverse (i.e.
looked after children etc.) range of young people up to the age of 25. It is also aimed at organisations,
particularly those with access to high numbers of young people (i.e. schools, child and adolescent mental
health services, charities etc.) It was launched following lessons learnt from YoungMinds VIK participation
project which ran for four years ending in March 2013. While the Vs campaign continued to engage young
people, to ensure improvements to government policy and practice like in the VIK project, the aims of the
Vs campaign have gone further to take on a greater campaigning role. This campaign has reached a
considerably larger audience, both in terms of the number of people involved and the number it can impact
upon.
The Vs campaign came about because of the rising number of young people with mental health problems
and a dwindling level of mental health services. One in 10 children between the ages of one to 15 is said
to have some form of a mental health issue (ONS 2005), many of whom are reluctant to seek help.
YoungMinds believe that children and young people have a right to a happy and healthy life, that society
should make things easier for children not harder to seek help, and that if young people are struggling with
life or become unwell they should have access to help that is easily available, appropriate to their age and
of high quality.
Within the Vs campaign, there were three key performance indicators (KPI) that were measured:
1. Young people who have emotional and mental health problems will have improved mental health
2. Young people will receive more understanding and support as a result of improved service
provisions
3. Young people will be empowered to speak out about mental health
The project aimed to improve the lives of children and young people with mental illness in two ways. Firstly
by improving the availability, standard and suitability of universal support services and mental health
services for young people, and to ensure that any intervention is early. Secondly, the campaign aimed to
gain pubic recognition of the mental health needs of children and young people and sought to improve
public’s understanding of mental health.
In January 2014, 1756 young people were consulted about the issues that worry them. During a second
consultation, a poll was launched that gathered responses from a further 2000 young people, with the
outcomes defining the campaign demands for change and generating media stories for the launch of the
campaign. The Vs campaign brand was developed by the youth engagement branding agency, Livity,
following a consultation with an additional 80 young people. The overall tagline for the campaign is ‘Fight
the pressure’ and each of the five campaign areas had their own individual logo and tagline:
1.
2.
3.
4.
5.

YoungMinds Vs Bullying: Stop the rot
YoungMinds Vs Sexual Pressure: Don’t believe the hype
YoungMinds Vs No Help: Feelings made loud
YoungMinds Vs School Stress: Rewrite the rules
YoungMinds Vs No Work: Fight for the future

YoungMinds Vs was delivered from July 2013 to June 2015 and had four key activities:
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1. Developing a mass movement to improve children and young people’s emotional wellbeing and
mental health - gaining sign up from over 50,000 young people and organisations to a charter for
change
2. Training young people to become media champions to gain public recognition of the mental health
needs of children and young people and build support for the campaign, and providing youthled/delivered training across a range of subjects relating to mental health
3. Influencing mental health commissioning and improving care, by embedding young people’s
voices and participation into planning and delivery, for the sustained improvement of services
4. Supporting young people to campaign and raise awareness online and in their communities about
key issues that impact their mental health
Following the end of phase 1, the interim report in July 2014 concluded:

Phase one data demonstrated the Vs campaign was having the most positive impact on young people
aged 18-21 years old, with two out of three people who choosing to engage with the campaign
because of its focus on improving mental health and emotional well-being. The young people’s survey
showed 3 out of 4 had experienced a mental health problem at some point in their life and 9 out of
10 knew someone close to them who has experienced a mental health problem.

Young people who engaged in three or more activities for the Vs campaign showed higher scores for
KPI 3, with 72% saying they felt empowered by YoungMinds Vs to have a voice, and almost one in five
young people choosing to set up their own activity following their involvement with the Vs campaign.
Nearly 60% of young people and nearly 45% of organisations engaged in more than one activity with
the most popular activity that both young people and organisations took part in being campaign
training (66% and 100% respectively).
Although just over half of young people reported that they felt able to ask for help with mental health
problems should they need it, the rest were still unsure or felt unable to do so and a third of
organisations reported that they had not yet made young people’s mental health a priority.

This report will outline the methodology and the findings of phase 1 and phase 2 of the evaluation of the
YoungMinds Vs ‘Fight the pressure’ campaign, undertaken from February 2013 to June 2015 by Associate
Development Solutions. It investigated any change over that time period, in particular within the three
KPIs (Key Performance Indicator) stated and broader campaign impacts.

2. Methodology
2.1 Evaluation process: phases one and two
The evaluation of the YoungMinds Vs ‘Fight the pressure’ campaign involved both quantitative and
qualitative elements. It was undertaken in two phases. This report will focus on phase 2 data collection
and then a comparison between phase 1 and phase 2 to identify any changes with the three KPIs being
measured over the course of the campaign.

2.1.1 Phase one of the evaluation was undertaken near the beginning of the Vs campaign, during
February-June 2014, and included the development of two bespoke online surveys for young people and
organisations engaging with the Vs campaign. Both surveys were developed in partnership with
YoungMinds and the young people involved in the Vs campaign, through a workshop with young people
and interviews with YoungMinds staff; and through consideration of literature and range of validated tools
that have been used to measure similar outcomes.
The online surveys were completed during May and June 2014 and in-depth findings were discussed in the
interim report written in June 2014.

2.1.2 Phase two of the evaluation aimed to gain an in-depth understanding of the process of
change and impact of the campaign, empowerment and the quality of service provision, since its launch.
The evaluation has included young people, the YoungMinds Vs team and organisations that have engaged
with the campaign. Secondly, the evaluation has aimed to gain in-depth information on, not only the
project outcomes, but also on the broader perspective on what areas of life, community and service
provision were most affected by the Vs campaign.
Phase 2 took take place from January to June 2015 and included:
• Repeat of the online survey for young people and organisations – completed between March/April
2015
• Telephone interviews with organisations – seven interviews were conducted during April 2015
• Focus groups with young people who have engaged with the Vs campaign in two out of three hub areas
– they were conducted in London and Leeds in April 2015
• A focus group with key YoungMinds staff – conducted in February 2015
The qualitative data was transcribed and a thematic analysis was undertaken on the interviews with
organisations and the focus groups run with young people and YoungMinds staff.
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2.2 Key performance indicators for Vs campaign
The evaluation focused on measuring change in three high level outcomes identified within the detailed
KPIs for the campaign, for young people and organisations:
KPI 1 - Young people with emotional and mental health problems will have improved mental health
KPI 2 -Young people will receive more understanding and support as a result of improved service
provision
KPI 3 - Young people are empowered to speak out about mental health
In addition to the KPIs, the evaluation has included an investigation of the demographic data related to
participants, and also young people’s experience of mental health, their activity within the Vs campaign,
and their engagement and experiences of participating in the campaign.

2.2.1 Measurement matrix
Indicator

Young People

Organisations

YoungMinds

KPI 1

Survey at Phase 1 and
Phase 2
Phase 2 – Qualitative
focus groups
Phase 2 – Qualitative
focus groups

Survey at Phase 1 and Phase
2
Phase 2 - Qualitative
interviews
Survey at Phase 1 and Phase
2
Phase 2 - Qualitative
interviews
Survey at Phase 1 and Phase
2
Phase 2 - Qualitative
interviews
Survey at Phase 1 and Phase
2
Phase 2 - Qualitative
interviews
Phase 2 - Qualitative
interviews

Phase 2 - Qualitative
focus groups

KPI 2

KPI 3

Survey at Phase 1 and
Phase 2
Phase 2 – Qualitative
focus groups
Empowerment Survey at Phase 1 and
and
Phase 2
participation
Phase 2 – Qualitative
focus groups
Good practice Phase 2 – Qualitative
models
focus groups

Phase 2 – Qualitative
focus groups

Phase 2 - Qualitative
focus groups

Phase 2 - Qualitative
focus groups

Phase 2 – Qualitative
focus groups

2.3 Survey: questionnaire design
Due to the unique nature of the Vs campaign, it was felt that there was no specific scale readily available
that reflected the values of the campaign. The two online surveys that were used in phase 1 and phase 2,
were developed specifically to collect demographic information about the young people and organisations
and to explore the KPIs outlined in section 2.2, by pooling items from several existing scales, and through

analysis of the findings from a focus group with young people who engaged in the Vs campaign, and
interviews with YoungMinds staff at the beginning of the evaluation.

2.3.1 Young people’s survey
The young people’s survey included; 10 questions on demographics (i.e. age, sexuality, ethnicity), three
questions around experiences of mental health and three questions about engagement with YoungMinds.
In addition, eight statements measuring KPI 1 (young people with emotional and mental health problems
will have improved mental health) and eight statements measuring KPI 3 (young people are empowered
to speak out about mental health) were included, and participants were asked to rate them on a 5-pointscale:
1.
2.
3.
4.
5.

Strongly Disagree
Disagree
Neither Agree or Disagree
Agree
Strongly agree

The survey scores for KPIs 1 and 3 could range from 8 to 40, and the overall score (KPI 1 and 3 together)
from 16 to 80. Higher scores indicate a positive impact of the campaign on the KPIs being measured.
See Appendix 1 - for the Young People’s survey measurement table (with an outline of the survey
questions)
Through discussions with young people and YoungMinds, it was felt necessary to keep the survey short to
ensure a better completion response rate – therefore, KPI 2 (Young people will receive more
understanding and support as a result of improved service provision) was measured in the qualitative
element of the evaluation in phase 2.

2.3.2 Organisations’ survey
The organisations’ survey included four questions on demographics (i.e. type of organisation, role within
organisation, area of operation and type of activity involved in). In addition, six statements measuring KPI
1, six statements measuring KPI 2, and six statements measuring KPI 3 were included. The organisations
were asked to rate each statement on the same 5-point-scale, as outlined in the young people’s survey.
The survey scores for KPIs 1, 2 and 3 could range from 6 to 30, and for the overall score (KPI 1, KPI2 and
KPI 3 together) from 18 to 90.
See Appendix 2 – for Organisations survey measurement table (with an outline of the survey questions)

2.4 Data analysis: phase two evaluation
Data from young people’s and organisations’ surveys was analysed using SPSS 20.0 statistical package. The
analysis of the young people’s survey produced descriptive statistics and also investigated statistical
differences in KPI 1 scores, KPI 3 scores and the overall score of KPI 1 and 3 together according to
participants’ age. In addition, it examined other factors such as engagement with campaign activities,
between phases 1 and 2.
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The analysis of the organisations’ survey also produced descriptive findings and demonstrated statistical
differences between organisations on the four indicators measured by the survey - KPI 1 total scores, KPI
2 total scores, KPI 3 total scores and the overall score of all three KPIs, and engagement with campaign
activities, between phase 1 and 2.

2.4.1 Further statistical testing
ANOVA (Analysis of Variance) is a statistical test of whether or not the means of several groups are all
equal. It is particularly useful when there are more than two groups between which the difference is being
measured. The symbol for ANOVA is F. Post-hoc tests tell us which of the differences highlighted in ANOVA
are significant. For instance, if there are three groups of participants, ANOVA test will only indicate that
there is a significant difference between one of the pairs of groups, but it will not tell us which groups have
significantly different scores. We used post-hoc tests to determine which of the groups have significant
differences in scores. The significance value that we used is a standard value for social science research
and is p < .05.
MANOVA (Multivariate Analysis of Variance) is an extension of analysis of variance and provides a
statistical test when you have more than one dependent variable, which are related in some way. A
MANOVA compares the groups and tells us whether the mean differences between the groups on the
combination of dependent variables and if there is significant difference between your groups on this
composite dependent variable; it also provides the univariate results for each of your dependent variables
separately. The significance value that we used is a standard value for social science research and is p <
.05.

2.4.2 Scale reliability
A Cronbach alpha test was used to test internal consistency within the scale for questions used to measure
KPIs, for both the young People survey and organisations’ survey. This test tells us if the cluster of questions
we designed to measure each KPI measure the same thing. They are reported as a correlation between
participants’ answers to different questions.
Young People Survey; The scale used demonstrated good internal consistency, with a Cronbach alpha
coefficient reported of .84 (KPI 1 and KPI 3, individual questions) and .85 (total scores for KPI 1 and KPI 3,
and both KP1 and 3 together.
Organisations Survey; The scale used demonstrated good internal consistency, with a Cronbach alpha
coefficient reported of .92 (KPI 1, KPI 2 and KPI 3, individual questions) and .85 (total scores for KPI 1, KPI
2, KPI 3 and all three KPI’s together).
The above analysis demonstrates that the scales for both surveys used (young people and organisations)
were robust and reliable, with good internal consistency – the same as in phase 1 of the evaluation.

3. Findings: Demographics
3.1 Participants
Participants in the young people’s survey were recruited through an email to all young people who have
engaged with the Vs campaign so far, circulated by YoungMinds. The total number of young people invited
to take part in the online survey was around 3810 (compared to 300 in phase 1). The invitation to
participate was sent out by YoungMinds via email and on four Facebook groups for each of the 3 Vs hubs
and for the National panel. Weekly reminders (x3) were sent out by YoungMinds, and young people were
offered an incentive of a chance to win a £50 high street shopping voucher again to encourage them to
participate. An email was sent to 423 organisations (compared to 273 in phase 1) on the YoungMinds
database with information about the survey and the link, by YoungMinds. Weekly reminders were sent by
ADS Ltd to YoungMinds.

Young People’s Survey: received a total of 236 responses, which represents a 6% response rate. However,
due to partial completion of the survey, data from 47 participants was discarded in order to ensure their
data did not skew the findings. This left 189 completed surveys that were included in the analysis.

Organisations Survey: received a total of 47 responses, which represents an 11% response rate. Due to
partial completion of the survey, data from 10 organisations was discarded, so it would not skew the data
findings. This left a total of 37 participants.

This shows an increase of 7% in organisations participating in the evaluation from phase 1 – 8 more
organisations completed the survey in phase 2.

10

3.2 Profile of the participants
3.2.1 Young people survey
Figure 1: Age of the YP participating in the survey

Age of the participants: The largest
group of young people (50%)
participating in the survey were
from the 15-17 age group, followed
by 31% of participants being in the
18-21 year group (Figure 1).
N.B. Figure in the brackets
represents
the
number
of
participants and percentages have
either been rounded up or down to
respresent whole figures – precise
figures can be seen in graphs.

Figure 2: Gender of the YP participating in the survey

Gender of the participants: The
majority
of
young
people
participating in the survey were
females (83%), with 94% of
participants reporting that their
gender was the same as the one they
were assigned at birth. One
participant skipped the question on
their gender and a small number (5%)
reported their chosen gender was not
the same as their birth gender.

Disability/Impairment and Looked after status: (includes physical or mental health condition). The
response was fairly balanced with 52% indicating that they had a disability, and of that 93% young people
reported that they had experienced a mental health problem. The majority of young people reported that
they had not been in care or lived in a foster home, with only 5% reporting that this was the case for them.

Figure 1: Sexual preference of the participants

Sexual preference/orientation:
68% of young people described
themselves as hetrosexual /
straight 17% as bisexual and 4%
as gay. (Figure 3)

Figure 2: Ethnicity of the participants

Ethnicity: The majority of
participants (74%) were
White / White British and
the two next largest
groups represented were
White / Other White (6%)
and Black / Black British
(4%). (Figure 4)
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Despite the campaign being aimed at all children and young people up to the age of 25, in both phases
1 and 2, the largest group of people who participated in the surveys were aged 15-17, followed by 18-

21s. Again, the most common gender participating in the survey were females with 94% reporting the
same gender at birth (97% in phase one). The majority of participants in both phases were
heterosexual/straight, however in phase 2 there was a higher percentage of young people who identified
themselves as bisexual (16%) compared to phase 1 (11%). The proportion of ethnicity, disability and
looked after status was very similar in both phases.

3.2.2 Organisations survey
Figure 3: Organisation profile

Organisations:
Across the range of
organisations that
responded to the
survey, the most
common type was
schools
(33%),
followed
by
charities
(19%).
(Figure 5)

Area: YoungMinds have three key hub areas and the organisation responses in those areas were as follows:
London and South East (27%), Leeds and Yorkshire & the Humber (24%) and Newcastle and North East
(3%). Notably, a considerable percentage of participating organisations that completed the survey were
from areas outside of the hubs areas, (46%) such as the Midlands. A variety of job roles were reported
from Director to teachers.

The data recorded from the surveys during phase 1 and 2 shows that schools were the most common
type of organisation completing the survey. However, there is an increase in the number of youth
groups taking part in phase 2-16% of the sample compared to 4% in phase 1. One University took part

in phase 2 compared to none in phase 1. In phase 1, the majority of organisations that took part were
from London and South East. In phase 2, however, we have seen a significantly greater representation
from organisations in other parts of the country, such as the Midlands. There is also an increase in
participation from organisations based from Newcastle and North East area.

4. Findings: Young People’s
Survey
4.1 Young people’s participation in the Vs
campaign
Figure 4: Areas of the Vs campaign that encourage engagement

Engaging with the 5 areas of the Vs campaign: Most young people, when asked which of the five areas
encouraged them to engage in the Vs campaign, chose to engage because of the campaign’s overall focus
of improving mental health and emotional well-being. The most popular of the five areas of the Vs
campaign were No Help (59%), followed by School Stress (57%). 41% of young people said all five areas of
the campaign had encouraged them to take part. (Figure 6).

Involvement with Vs campaign activities: The majority of young people (54%) chose not to answer this
question, therefore, the total response rate was n=86 (46%). The most popular activities that young people
engaged with were attending campaign training (31%) and participating in a workshop run by the Vs in
their school or other organisation (31%). Encouragingly, the third largest activity was young people setting
up their own activity to support the campaign (28%). 24% of young people reported having represented
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YoungMinds in the media and 17% of participants said they had spoken at a conference. Through further
investigation, the findings showed that 63% of young people engaged in one activity, 17% engaged in two
activities and 20% engaged in three or more activities (six activities being the maximum).

Overall, young people have said that the focus on mental health and emotional well-being has been
the key reason for engaging with the Vs campaign – this is at a similar level to phase 1. Phase 2 data
shows that No Help and School Stress continue to be the most popular areas of the Vs campaign. There
has been a wider involvement in activities in phase 2 showing young people participating in workshops
or speaking out in the media or at conferences. As expected, phase 2 has also seen a positive shift in
more young people setting up their own activity to support the campaign (28% compared to 16% in

phase one).

4.2 The experience of mental health amongst
young people engaged in the Vs campaign
The findings shows that the majority of young people (74%) have experienced a mental health problem
and 85% said they knew someone close to them who had experienced a mental health problem. 86% of
young people felt mental health was important to them and 74% agreed that people with mental health
problems are just like everyone else.

In comparison to phase 1, phase 2 shows slightly less people experiencing a mental health problem
themselves but the vast majority still felt that mental health in general is important to young people.

4.3 The quality of engagement and participation
with YoungMinds
The findings show that 35% of young people agree that they have been able to engage in the Vs campaign
the way they wanted to and 41% felt supported by YoungMinds to engage in the campaign, with 57%
feeling empowered by YoungMinds to have a voice. (Figure 7)

Figure 5: Young people’s engagement and participation in the Vs campaign

In comparison to phase 1, phase
two shows there has been a
slight decline in young people
feeling they have been able to
engage in the Vs campaign the
way the wanted to. Phase 1
found that 53.8% agreed that

they were able to engage in the
Vs campaign in the way they
wanted, 63.6% felt supported
to engage by YoungMinds and
72% felt empowered to have a
voice by YoungMinds. However
the majority in phase 2 still feel
empowered by YoungMinds to

4.4 The Impact of the Vs campaign on the Key
Performance Indicators (KPIs) for young people
4.4.1 Mean scores for the KPIs – young people
As in phase 1, the survey scores for KPIs 1 and 3 in phase 2 could range from 8 to 40, and the overall score
of KPI 1 and 3 added together could range from 16 to 80. Higher scores indicate a more positive impact of
the campaign on the KPIs being measured.
The chart below (Figure 8) shows a positive outcome for both KPIs measured in the Vs campaign survey
for young people. The orange line shows the highest potential scores for each KPI and overall. The mean
score for KPI 1 is 28.32 (SD=5.16), out of 40 (highest possible score). The mean score for KPI 3 is 32.08
(SD=5.19) out of 40.
The overall mean score is 60.41 (SD=8.61) out of 80. The mean score for KPI 3 is slightly higher than for KPI
1, indicating a slightly greater impact of the campaign on the focus of this KPI.
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Figure 6: Mean scores for KPIs – young people (phase 1 and phase2)

Findings show the mean scores
for KPI 1, 3 and overall scores
are slightly lower than in phase
1. The findings in phase 2 may,
however, represent a more
balanced opinion, now that the
Vs campaign has been running
for nearly two years. The results

also indicate that it is possible
to sustain a similar impact level
over two years of engagement.

4.4.2 Descriptive statistics for young people in relation to KPI 1
The findings indicate a very positive response to the eight questions used to measure ‘young people with
emotional and mental health problems will have improved mental health’, as a result of being involved in
the Vs campaign. The chart (Figure 9) below shows the range of responses from participants with regards
to the eight questions asked measuring KPI 1. It shows that in seven out of the eight areas, the majority of
participants had a positive experience.
Figure 9: KPI 1 Young people with emotional and mental health problems will have improved mental
health

The highest positive responses are to the questions exploring young people’s attitudes towards mental
health and how important mental health is to them. 99% of young people said it is important to take care
of your mental health. 52% of young people said they were involved in something that matters to them
(the Vs campaign), however almost half of the young people (45%) still felt a lack of confidence in their
ability to ask for help with regards to their mental health.

On the whole, phase 2 findings show a slight decrease in young people’s scores compared to phase 1,
in all questions except ‘it is important to take care of your mental health’. Findings reported in phase 1
show that:

•

90% of young people felt people with mental health problems are just like everyone else,
compared to 75% in phase 2

•

61% understood how to take care of their mental health, compared to 48% in phase 2

•

53.6% felt confident to ask for help, compared to 46% in phase 2

•

55% feel more mentally healthy, compared to 46% in phase 2

•

59.4% were confident about who they were, compared to 44% in phase 2

•

58% said they were confident in their abilities, compared to 44% in phase 2 and

•

81% felt involved in something that matters to them., compared to 52% in phase 2

4.4.3 Descriptive statistics for young people in relation to KPI 3
As with KPI 1, the findings again show a positive outcome in response to the eight questions used to
measure KPI 3 - young people are empowered to speak out about mental health as a result of the Vs
campaign. All of the eight questions show high levels of positive responses, with the majority of young
people in each question strongly agreeing/agreeing. The highest scores were related to it being important
that young people are listened to (89%); making things better for other young people and being committed
to taking action to improve mental health/emotional wellbeing of young people (83%). This speaks
volumes about the high level of empowerment young people were feeling to enable them to speak out.
(Figure 10)
The two areas that received the lower scores, but still showed a positive response, are around feeling able
to take action through YoungMinds Vs to improve the mental health/wellbeing on young people (60%)
and learning new knowledge and skills that will help them to take action to make things better for young
people (61%). It is worth noting here that nearly a third of young people were unsure about the impact
that the campaign had had on them in these areas.
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Figure 10: Young people: KPI 3 – Young people are empowered to speak out about mental health

Phase 2 findings show that young people still feel that ‘young people should be listened to’ so they
can make things better for other young people. This is similar to findings in phase 1. What is more,
‘being committed to taking action’ to improve mental health for young people’ received one of the
highest levels of positive response. On the whole, phase 2 findings show a decrease in several areas
compared to phase 1. Phase 1 findings indicated that:
•

94% felt committed to taking action compared to 83% in phase 2

•

81% felt confident to speak out compared to 67% in phase 2

•

85.5% of young people felt their opinions mattered, compared to 67% in phase 2

•

71% learnt new knowledge and skills, compared to 61% in phase 2

•

96% felt young people should be listened too, compared to 89% in phase 2, and

•

72.5% felt able to take action, compared to 60% in phase 2.

4.5 The impact of the Vs campaign on the KPIs
for young people – further statistical testing
4.5.1 Impact of KPI 1, 3 and total overall scores (between phases 1 and
2)
A MANOVA test was used to test KPI scores between phase 1 and 2 of the Vs campaign. There was a
statistically significant difference in KPI scores (KPI 1, 3 and Overall total score) between phase 1 and 2, F
(2, 225) = 9.15, p <.05. An inspection of the mean scores (listed below), indicates that phase 1 reported
slightly higher levels of positive response on KPI 1, 3 and overall total scores:
Phase 1

Phase 2

KPI 1 -

(M= 31.37, SD = 0.62)

(M= 28.32, SD = 0.38)

KPI 3 -

(M= 33.91, SD = 0.61)

(M= 32.09, SD = 0.37)

Overall total score -

(M= 65.29, SD = 1.05)

(M= 60.41, SD = 0.63)

4.5.2 Impact of age on KPIs – young people (between phases 1 and 2)
A one-way between-groups analysis of variance (ANOVA) was conducted to explore the impact of age on
KPI 1 (improved mental health), KPI 3 (young people are empowered to speak out about mental health),
and the total scores of KPI 1 and KPI 3 together. Participants were divided into five groups according to
their age:
• Group 1: 11-14 years old
• Group 4: 22-25 years old
•

Group 2: 15-17 years old

•

Group 3: 18-21 years old

•

Group 5: over 25 years old

The ANOVA test demonstrated significant statistical differences within the five age groups for KPI 1 only,
F (4, 184) = 3.4, p < .05.
Further statistical testing indicated that, at present, KPI 1 outcomes of the campaign are having the most
positive impact on group 4: those aged 22 to 25 years old (M 30.75, SD 6.75).

4.5.3 Impact of activity involvement on KPIs (between phases 1 and 2)
A MANOVA test was conducted to test the impact of activity on KPI scores between phases 1 and 2. There
was a statistically significant difference in total number of activities engaged in as a result of the Vs
campaign between phase 1 and phase 2 of the campaign F (12, 418) = 2.02, p<.05. The analysis indicates
that phase 2 produced a higher level of engagement in activities, with a positive impact on all KPIs scores
measured.
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5. Findings: Organisations Survey
5.1 Involvement in Vs campaign activities
The organisations that took part in the survey were asked what activities they were involved in as a result
of the Vs campaign. The majority of organisations in phase 2 said they had visited the website (70%),
followed by 46% saying they had signed the Vs pledge. 27% of organisations said they engaged in ‘other’
activity - mostly sharing and accessing resources, and raising awareness of the Vs campaign. The rest of
activities, such as; training, workshops, and YoungMinds going into the organisations, all scored fairly
evenly, ranging from 3% to 8%.

Figure 11: Organisations – How many activities they were involved?

On further investigation, findings
showed that 43% of organisations
engaged in at least one activity;
24.5% engaged in two activities;
25.5% engaged in three activities
and 8% engaged in 4 or more
activities.

The engagement in activities has shifted since phase 1 – where a lot of focus was around training and
getting the campaign off the ground. Phase 2 has seen an increase in organisations accessing
YoungMinds websites, sharing resources and making a pledge to the Vs campaign. Phase 2 has also
seen an increase in the number of activities they have chosen to take part in (4 or more) through the
Vs campaign from 3.6% (in phase 1) to 8% (in phase 2).

5.2 The impact of the Vs campaign on the Key
Performance Indicators (KPIs) for organisations
5.2.1 Mean scores for the KPIs – organisations
The chart below (Figure 12) shows a positive result for all three KPIs measured. The orange line shows the
highest potential scores for each KPI and overall scores. The mean score for KPI 1 is 25.67 (SD= 3.32) out
of 30. The mean score for KPI 2 is 21.56 (SD =4.24) out of 30, and the mean score for KPI 3 is 25.45 (SD=
3.62) out of 30. The overall mean score is 72.70 (SD =9.82) out of 90. The mean score for KPI 1 is slightly
higher than for KPIs 2 and 3, indicating a slightly greater impact of the campaign on this KPI.

Figure 12: Mean scores for KPIs – Organisations (phase 1 and phase 2)

Findings show that the mean
scores are roughly the same as
in phase 1, with no statistically
significant differences in scores
between the two phases. This
shows sustained consistency in
the impact of the Vs campaign.

5.2.2 Descriptive statistics for KPI 1
The findings indicate that the majority of organisations positive outcomes across all six areas measuring
KPI 1, as a result of being involved in the Vs campaign.
Figure 13 shows the range of responses from organisations who participated in the survey. 100% of
organisations felt that young people with mental health problems can lead fulfilling lives, followed by 95%
saying they were confident to challenge mental health stigma. Though the lowest response was with
regards to taking steps within their organisation to improve mental health (47%), 89% suggest they ‘feel
more knowledgeable about mental health’ and 87% are ‘confident their organisation is committed to
improving mental health’ for young people.
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Figure 13: YoungMinds KPI 1 – Organisations

5.2.3 Descriptive statistics for KPI 2
The findings show a positive response in relation to KPI 2, within the majority of organisations (78%) saying
young people with mental health needs are supported by the organisations they are engaged with.
However, the scores have reduced from phase 1, as there is a larger proportion of organisations feeling
‘unsure’ across the board, rather than strongly disagreeing/disagreeing. For example, 46% strongly
agreed/agreed that their organisation has benefited through their involvement in the Vs campaign and
though 54% were unsure, no organisations strongly disagreed/disagreed. (Figure 14). This level of
uncertainty could be an indicator that organisations may not have been fully aware of the changes in their
organisations that emerged as a result of the campaign (the unsure responses ranged from 14% to 57%
across the questions measuring KPI 2). Also, it could be said that the aims and objectives of the campaign
could perhaps, have been communicated more clearly to all participating organisations to enable better
monitoring. However, this change in scores could also reflect the current concerns about the ability of
organisations to meet young people’s mental health needs nationally, due to a reduction in funding and
the increased demand on services.
Figure 14: YoungMinds KPI 2 – Organisations

5.2.4 Descriptive statistics for KPI 3
Findings indicate a positive response from organisations in relation to KPI 3 – empowering young people
to speak out about mental health. The highest positive response (92%) was to the following statement: ‘it
is important for young people to be heard to improve the support they get with the pressures they face’.
Organisations also felt ‘they are committed to taking action to improve young people’s mental health
(89%) and as an organisation ‘they have an important role to empower young people to look after their
mental health’ (86%). Figure 15 highlights the responses for each question used to measure KPI 3.

Figure 15: YoungMinds KPI 3 – Organisations

5.2.5 Impact of KPIs in organisations (between phases 1 and 2)
A MANOVA was used to test the impact of KPIs (including overall KPIs score) and total number of activities
engaged in as a result of the Vs campaign during phase 1 and phase 2 of the project.
There was a statistically significant difference in KPIs scores (including overall total score) based on total
number of activities engaged in throughout the campaign between phases 1 and 2. F (9, 134) = 2.87, p <
.05. When the dependent variables were considered separately, the only difference to reach statistical
significance, (using a Bonferroni adjusted alpha level of .013, was in KPI 3 total score, F (3, 57) = .77, p <
.05). An inspection of the mean scores indicated phase 1 reported a slightly higher positive response in
relation to KPI 3 total score (M = 27.04, SD= 0.95) than phase 2 (M = 25.56, SD = 0.60). A closer look at
descriptive findings show organisations engaged in one or two activities more in phase 1 (57% and 28.6%,
respectively) compared to phase 2 (43% and 24.5%, respectively). They also show that organisations
engaging in three or four activities were higher in phase 2 (24.5% and 8%, respectively) compared to phase
1 (10.7% and 3.6%, respectively).
Further statistical analysis was conducted to explore the differences in KPIs scores between phases 1 and
2. The differences in scores between phases 1 and 2 were not statistically significant, indicating that the
high levels of engagement have not changed since phase 1.
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6. Findings: Feedback from
Young People, Organisations
and YoungMinds Staff
The qualitative data gathered was analysed using a framework analysis (Ritchie and Spencer, 1994). This
type of analysis can be adapted to research that has specific questions that need to be answered, within a
particular group of participants.
Two focus groups of young people were run in London and Leeds (which also had several young people in
attendance from Newcastle hub in attendance). They were asked a total of 11 questions: two questions
per KPI and five questions exploring the broader campaign impact. A focus group was held with
YoungMinds staff in London with staff in attendance from the three hubs: London, Leeds and Newcastle
(please see Appendix 3).
Eight organisations were contacted following their engagement with the YoungMinds Vs campaign. Seven
responded and subsequently took part in a structured telephone interview (please see Appendix 3), which
consisted of 12 questions; one question about how long they have engaged with the Vs campaign; two
questions per KPI; and five questions exploring the broader campaign impact.
Overall, organisations interviewed had engaged with the Vs campaign for 6 to 18 months, and on average
between 10-18 months. The broader campaign impacts that were examined, were as follows:

•
•
•

What was distinct or could be improved
about the Vs campaign?
Whether all five areas had equal
importance
What activities they chose to be involved
in and why?

•
•

If they felt there was any effect on the
wider community
What will be the lasting effect of the Vs
campaign?

Direct quotes (with minor amendments to improve the flow of the quoted text) and some examples of
practice highlighted by respondents have been used to illustrate the findings (in blue text).
See Appendix 3 – for Matrix of interview and focus groups measurements (with an outline of the
questions)

6.1.1 Overall comparison
The key themes that have occurred through-out all participants (young people, organisations and
YoungMinds staff) have been:
• Increased awareness
• Communication
• Empowerment (Young People’s voice)
• Young people’s involvement (coproduction)
• Education – increased knowledge
• Engagement
• Reduced stigma around mental health
• New skills learnt (by Young People)
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6.1.2 KPI 1 – young people with emotional and mental health problems
will have improved mental health
Young people felt there is more awareness of mental health and, with that, earlier signs of recognition in
young people. Through increased awareness, there has been more discussion about mental health in
environments such as schools, which in turn has helped to build good practice into young people’s
everyday life:

“I think that, for me anyway that was a really important aspect and to have a conversation with
young people in a school setting about that and how it applies to them in school and something that
they can take outside of school as well and just that sort of mindful practice that they can build into
their every day school life you know especially if you’re looking at the Versus bullying aspect of it”
Young People’s Focus Group

The campaign has enabled young people to understand each other better and to support each other within
the community better. This allows them to feel more positive about their own issues and to talk about
them in public. This was deemed to be very important to young people:

“When you see that there are people who care when we come to the meetings and it’s like, people
come, contribute ideas and are really enthusiastic about like changing things and young people’s
mental health in general it helps you too feel like… yeah, there is some support out there and there is
stuff being done”
Young People’s Focus Group

Another common theme was that young people have learnt new skills, such as public speaking and have
grown in confidence, by meeting and talking to others, be it other young people or professionals:
“It helps me to understand my friends a lot better, and a lot more who are going through things. Not just
how to support them but just their situation alone, so obviously everyone’s different, but hearing, sort of,
the young people around me talk about things that they’ve been through, and what helps and what
doesn’t help them has just given me quite a big insight into the lives of my friends which is really
important.”
Young People’s Focus Group

This was further supported by organisations interviewed, who felt young people’s confidence had
increased, wherein they were making new friendships and sustaining them. One of the most common
themes from organisations with regards to young people with emotional and mental health problems
having improved mental health, was the level of education, enthusiasm and engagement that the Vs

campaign had generated and inspired. The influence through information, in particular through social
media, the online campaign and events, which has given young people a voice is illustrated below:
“It was able to educate and inform people, to liberate people. It’s been really informative, and it’s been I
think a really, sort of simple… The campaign’s quite simple in lots of ways especially how there are these
key issues which young people are dealing with and it’s also helped educate staff because obviously a lot
of staff have been involved, in work on the YoungMinds campaign and consequently from that it’s had an
impact on staff’s wellbeing as well as their understanding of young people’s wellbeing.”
Organisations Interviewed

Organisations felt the Vs campaign has encouraged young people to be involved in the co-production of
many events and in delivering the information through assemblies, advisory groups and consultations. This
in turn has helped to improve the services that organisations are providing. They felt that the Vs campaign
has encouraged young people to share their ideas and experiences by running projects that promoted the
campaign:

“Yeah I think that it has helped young people by giving them a voice. Which previously they hadn’t really
had, they tend to find themselves described perhaps as service users or patients and suddenly they’ve
found themselves in the situation of being young people who had something to say for themselves.”
Organisations Interviewed

Organisations also felt that the Vs campaign helped young people gain a sense of identity and helped to
reduce stigma in organisations, allowing them to think about mental health in a different way. This has, in
turn, encouraged young people to engage in services more and in conversations about mental health.
Some organisations felt the Vs campaign has helped develop resilience:

“What they’ve done is allowed the students to realise, to stop feeling that there’s any stigma. To realise
that is something they can talk about. So it’s changed the language. One of the most significant things
that a number of students talked about was when they started talking about mental health.”
Organisations Interviewed

“I feel the most important thing it’s done is give them a sense of identity. Many of the young people we
teach have mental health problems or challenges themselves and by alerting them to the campaign and
the issues that the campaign is seeking to challenge, it helps them gain a sense of self.”
Organisations Interviewed

Organisations identified that young people’s mental health has been improved by getting the message out
there within their organisations and opening doors to allow communication to improve between staff and
young people, and between young people and their peers:
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“I got this beautiful letter from a boy the other day who was involved in one of the projects and he said, “I
didn’t realise I needed to talk, but I do now.” I think it was just one example of many of young people kind
of going ah, this is here for me… this organisation is here for me.”
Organisations Interviewed

“We’ve had four assemblies at different age groups. As a way of talking to young people about mental
health issues and that the YoungMinds campaign has always been, sort of the underpinning campaign
behind how we speak to young people about, or how young people speak to each other about it.”
Organisations Interviewed

YoungMinds staff said that for them, knowledge improvement and empowerment went hand in hand.
There has been a ripple effect of raising mental health awareness in the community, starting with young
people being part of the Vs campaign and then spreading the word. The Vs campaign has encouraged them
to co-deliver sessions in school and as a result, some of these students have set up their own projects,
such as school plays and talking in parliament to help raise awareness. YoungMinds staff agreed with
organisations, in saying that social media has played a key part in producing a platform for the distribution
of information, but also a place where young people in need of help can go to easily.

YoungMinds staff were aware that there was some resistance from schools, as some felt that mental
health only applied to a small group of people but many decided to put more long-term plans in place as
a result of the campaign. However, the staff were also aware that organisational and cultural change takes
time and to measure it takes longer than the life of the campaign.

Young people, organisations and YoungMinds all felt the Vs campaign has increased awareness of mental

health. Young people say it has helped them understand and support each other better within the
community; organisations say young people have gained confidence and a sense of identity; and
YoungMinds have seen the message being spread with young people involved in co-delivering sessions in
school and setting up their own projects.

6.1.3 KPI 2 – young people will receive more understanding and support
as a result of improved service provision
Young people felt that one of the main changes they have seen in services is more awareness of children
and young people’s mental health needs (in universities, school, health related services). This was further
supported by young people’s involvement in the recruitment of CYP IAPT staff as well as in the
development of service specifications, decision making processes, and academic research. This input was
rated highly by services:

“Now the university is actually recognising the mental health as a ‘thing’… It’s been massive, massive
changes, it’s a conversation now and it wasn’t a conversation before.”
Young People’s Focus Group

“Quite a few of the members from YoungMinds were on the hiring committee and did all the
different interviews for the counsellors and CBT practitioners. You can actually see it happening and
the organisations get back in touch and say well actually cause of what you told us, this happened or
this changed or we did this which is nice to know because sometimes you do things for people and
then you never really find out what happened with it”
Young People’s Focus Group

Young people felt that, with more knowledge gained from the Vs campaign and information about services,
they were better informed to have conversations with their therapist, and in knowing their rights and what
to expect. Young people felt it allowed them to be more open and that informed dialogue was a great
achievement of the campaign:

“You can actually speak to, say, for instance your therapist, your psychiatrist or something and it’s on a
new level because before we’d done the events with YoungMinds we didn’t know about the certain
services but now we know a lot more we can actually relate more to the person running the service.”
Young People’s Focus Group

Over half of the organisations interviewed felt that the campaign not only raised more awareness but that
its reach to diverse groups of young people (such as gay and transgender communities, young men and
vulnerable young people) created a real focus on developing resilience:

“So rather than the reverse of what’s happening in schools at the moment where funding is being cut,
support systems for young people we’ve actually increased our- the money we’ve spent on - supporting
young people and mental health and I think that that’s a legacy of, how, YoungMinds has made us rethink how we look after young people. We’ve now created a project called, Blue Skies Ambassadors.”
Organisations Interviewed

The Vs campaign has encouraged joint up working with other specialist organisations and it has
encouraged young people to have a voice, share ideas and inform practices. All organisations interviewed
said they plan to make these changes sustainable, and in order to do that they would need the
continuation of young people’s involvement, co-production from young people, to continue to train
staff/young people and increased investment and/or funding to maintain current services being provided:

“We’re now thinking about how we can get staff and students regularly part of the YoungMinds training
scheme which two students have gone to that successfully, I would say that the sustainability is really
important to us otherwise it just looks like we’re just playing up to a project for a year, but actually I see
that mental health as being, one of the most considerable barriers for learning in young people now, and
therefore you know it has to be sustainable. . Also there will be a mental health assembly’s which is now
part of the DPD programmes”
Organisations Interviewed
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“All our staff have become mental health trained and if young people from our group you know, feel like
they want more scope to do more stuff around mental health then you know, it’s kind of lead by them
anyway.”
Organisations Interviewed

YoungMinds staff agreed with the views of young people and organisations, suggesting that awareness,
young people’s involvement and empowerment have been the common themes across the Vs campaign.
They have seen young people taking positions of authority, for instance, young governors in mental health
trusts, in the recruitment of mental health staff and in setting up a youth advisory board at mental health
clinics. The campaign has continued to grow, ‘getting the message out there’ and with young people’s
continuous involvement, it has become more self-sustaining:

“And I think also when I think we have to understand with this that YoungMinds Versus is a part of
YoungMinds, youth engagement is a part of YoungMinds work so engagement with services and services
changing will be carried on through the other areas of YoungMinds work so like it is training and
consultancy youth engagement that carries on other media work. I mean we are going to carry on doing
all this stuff anyway. The campaign, the funding for this campaign is ending but the work continues.”
YoungMinds Staff Focus Group

In summary, young people said that knowledge and information gained from the Vs campaign about
services meant they were better informed and open to have a conversation with their therapist. Joint up
working has come as a result of the campaign from young people being involved in recruitment, decision
making, taking positions of authority to organisations working with other specialist services to share ideas
and inform practices, and reaching a diverse range of young people.

6.1.4 KPI 3 – Young people are empowered to speak out about mental
health
Young people spoke about the Vs campaign having a crucial role in helping them find their own voice, as
well as in speaking out on behalf of their peers. They talked a lot about how they can use that knowledge
to help others in their community by sharing useful information and signposting to organisations that can
offer help. For young people, this was an empowering experience:

“I think it’s empowering to feel like you can speak on behalf of your social peers as well so, from what
your friends said to you or other peoples experiences and then feel like you’re in a position where you can
help.”
Young People’s Focus Group

“I’ve definitely had people that I’ve spoken to that have said ‘Oh yeah I want to get involved in the
campaign’. And people that never spoke about these issues before and are speaking about them now and
I’ve had people going into their schools, advertising the campaign to teachers, and you know various
different people. The story has spread!”

Young People’s Focus Group

The campaign training was also deemed as invaluable, with a lot of young people indicating that they had
developed useful skills from how to campaign and run focus groups, to how to use social media. Young
people felt empowered to speak out about mental health through these new skills, gained confidence and
developed communication skills to help devise their own strategies, therefore taking the reach of the Vs
campaign further:

I’ve never facilitated workshops so that was a really cool sort of experience and ways to engage young
people and I think it has helped me to become more assertive rather than to just kind of sit back and let
things happen the way maybe adults decide.”
Young People’s Focus Group

“Doing the YoungMinds stuff has really helped my application to university to do mental health nursing.
It’s helped because I wouldn’t normally have had the confidence to go out and speak to people about
mental health and about my own mental health”
Young People’s Focus Group

The majority of organisations felt that young people within their organisation have spoken about mental
health as a result of the Vs campaign. Where this did not happen, organisations felt that this was due to
the remit of their organisation or that the young people within their organisation wanted to focus on other
priorities within the Vs campaign:
“I think one of the things which is really powerful is the girl I am working with at the moment she is using
drama. She’s written a piece which someone else will read which will explore bi-polar. And consequently
educate more people on things so I think it has given people a confidence to be able to talk about it
rationally, intelligently, sensibly and respectfully”
Organisations Interviewed

“A film that some students are making which is using drama as its basis it’s about young men,
particularly how they may well struggle to express themselves with the mental health issues”
Organisations Interviewed
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Some of the ways young people have chosen to speak about mental health through the organisations they
have spoken to are:
•
•
•
•
•
•
•
•
•
•
•
•

Speaking to MPs
Setting up Facebook groups
Young people leading on mental health awareness training
Running stalls to talk about mental health at a university
Being involved in the online campaign
Developing websites
Young people being part of recruitment interviews
Speaking out in assemblies
Using drama, singing, dancing and performances
Videos about mental health and other strands within the Vs campaign
Talking to people involved in health education
School workshops

All of the organisations said that they tried to be open to all young people regardless of diversity and were
aware of a need for greater representation of diverse young people, such as ensuring representation of a
larger proportion of lesbian, gay, bisexual or transgender community within their organisation.
Organisations felt that they have empowered young people through having them play a key part in the
Vs campaign projects, or giving young people a voice through co-production to raise awareness of mental
health:

“We’ve just given them that that space to be able to role with their ideas really. The other thing that
we’ve done is looked at vulnerable students, and we’ve thought about which vulnerable students we
feel need extra help. We’re running a new year 8 resilience group”
Organisations Interviewed

“We have a massive LGBT community here and they have assemblies and we have a kind of
empowerment of I suppose any young person wants to talk about something that is important to
them. I think a young boy last year wanted to talk about alcoholism for instance and ran an
assembly based on that”
Organisations Interviewed

On the whole, it is universally agreed that the campaign has helped many young people find a voice
and it has trained them to deliver their message effectively, encouraging them to organise their own
projects and to raise awareness about mental health. It has allowed young people to co-produce and
co-deliver sessions in schools and increased their presence in the media. The campaign has allowed
young people to penetrate diverse circles including academia, media and politics to spread the
message and inspire other young people:

“I think watching the story from some of our young activists from when they first trained at the
training day and what they go on to do as being, and you see a kind of really positive chain reaction
set off, whereby, they come to the training and they maybe come to one school event then, and then
maybe start their own blog and start their own petition and it’s like they are reaching broader and
broader audiences even without our support.”
YoungMinds Staff Focus Group

Young people, organisations and YoungMinds all felt that young people have been empowered to speak
out about mental health and the five strands. As a result of this, young people felt they have gained new
skills, organisations have involved young people more in the co-production around the topic of mental
health and YoungMinds have seen young people speaking out in several ways from Facebooks pages,
developing websites to speaking out in assemblies and to MPs.
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6.1.5 Broader campaign impacts
The broader campaign impacts that were investigated were as follows:
•
•
•
•
•

empowerment,
participation,
good practice models,
challenges of the campaign, and
the impact on young people, organisations and the wider community.

Young people felt that most elements of the Vs campaign worked well. It managed to engage young
people and having young activists, who spoke out about their experiences, helped to break down the
barriers of talking about mental health amongst young people:

“I also think like the personal experiences were really good. Especially because it helps break the
stigma because it shows you that we’re all still people, still human beings. It’s ok to talk about it the
fact that I’m talking, I’m here talking about my personal experience. It really moves people and
changes their perspective about young people’s mental health and just mental health in general”
Young People’s Focus Group

Organisations said the Vs campaign has opened doors (such as to schools, MPs, other young people)
and allowed them to speak out about their experiences of services and what they would like to see
from them. It has empowered young people to feel they can do more and be part of something where
they have been able to normalise mental health topics:

“Seeing it from the outside and knowing some of the people involved, I think what they really liked
about it was that they just got to be really involved in it and you know sort of facilitate workshops
and talk to decision makers, I think they just had a lot of really good opportunities”
Organisations Interviewed

Despite its power and dynamism, there were, according to the interviewees, several complex
challenges that the campaign faced. YoungMinds staff noted that one of the more challenging aspects
of the Vs campaign was the need for constant learning and adaptation, especially with regards to how
best to engage young people and organisations. The campaign started shortly after the
commissioning arrangements changed, following the implementation of Health and Social Care Act
and organisations needed more time to engage with the Vs campaign as a result of that. Nonetheless
the campaign was quick to change and adapt to the demands of the market, where they were able to
try different things and see which ones were having the best impact, ensuring they continued to
engage and communicate with key stakeholders, namely young people and organisations:
“ONLINE CAMPAIGN: I think lesson we learnt very early on was we were running the campaign and
we are adults and we weren’t connecting with young people online and suddenly a penny dropped
and one of our young activist saying we have to let go of this and we have to let the young people
have a more central running role curating content.”
YoungMinds Staff Focus Group

Young people felt that there was a lack of time to implement all of their ideas and initiatives, which
made them narrow their focus and focus on immediate deliverables, such as reaching the target
number of pledges. Furthermore, young people felt that some collaborations worked well and others
slowed down vital aspects of the Vs campaign. Lastly, despite the campaign being aimed at 11-25
years old, some young people pointed out that it was mostly geared up towards those aged 16-20:
“People have been retweeting, tweeting, Facebooking, sending messages. Videos whatever but I do
think that we kind of do lack in the fact that we haven’t spent as much time and I think sometimes it
might feel like the quality is gone. Obviously we might have some of the quantity but we could have
had more quality if we had spent more time on the quality campaign. Each issue is just as important
as the next and kind of you want to give it the time it deserves really rather than just brushing over it
but you need to get onto the next one”
Young People Focus Group

Organisations agreed with young people, about the quality of the message of mental health getting
through to others and one organisation felt it was very online based, which could make it harder for
those with learning disabilities to engage with:
“it seems to be very online based, there doesn’t seem to be many young people with learning
disabilities involved in it and there’s a fairly high percentage of people with learning disabilities that
have mental health problems as well.”
Organisations Interviewed

Young people said that out of the five areas of the Vs campaign, the ones that stood out the most
were ‘Bullying’ and ‘School Stress’ because they had a broader reach than other strands. They felt
that ‘No Work’ was the ‘odd one out’ as it could not be linked to mental health as readily as the other
two. Though all organisations interviewed felt they were equally aware of all five strands, they felt
‘School Stress’ and ‘No Help’ were the most relevant due to the organisations working in those fields.
However, the other strands were still having an impact within certain organisations:
“The sex stuff is interesting because we’ve found there’s quite a strong feminist movement inside the
school, there’s a feminist society. Also run by the students and I think they’ve identified with that and
some boys probably too but certainly female.”
Organisations Interviewed

YoungMinds staff agreed that all five strands were run to reach as many young people as possible,
rather than only those with lived experience of mental illness. Interestingly, they noted that different
areas of the UK engaged differently with the five areas of the campaign. Whereas ‘No Help’ and
‘School Stress’ were universally addressed ‘Bullying’ was more prominent in the North East, compared
to the South.
Organisations said they were more likely to choose to get involved in training for young people and
staff, as well as in local events to promote the campaign, workshops and running things such as
assemblies. YoungMinds staff said that in order to ensure young people and organisations could be
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involved in activities, they ran a number of different campaigns targeted at different populations. The
online campaign in particular was successful at reaching hard to reach youth groups:

“young people initiated a men’s health event and we don’t usually say gender is a diversity issue but
in mental health boys don’t engage so bonds are put together kind of to specifically get boys
engaged around mental health and that’s really important so it was also looking at the gaps in this
particular area around mental health of who might not be wanting to engage”
YoungMinds Staff Focus Group

Young people identified that there had been a very strong community aspect of the Vs campaign,
where the campaign had managed to bring together people from different age groups and different
backgrounds to talk about mental health. Both young people and organisations believed that the
campaign created opportunities to spread the message directly into the community, however, they
were aware that some communities still had no knowledge of the campaign. Organisations agreed
with this stance, saying that talking about mental health helped to reduce stigma, enhance
understanding and improve access to services in the community:

“We had our own YoungMinds section where we spoke to people and people from the general public
came in and kind of listened to our campaign, and that really helped us to see that it’s not just young
people who care its there’s other older people, parents and stuff who also care and want to get
involved.”
Young People Focus Group
“We had this fantastic movement from a parent she said I, I’ve never been able to talk to my own
son about my own mental health and I saw your show about it and we talked about it at long last
and we’ve come on leaps and bounds.”
Organisations Interviewed

YoungMinds staff felt that there has also been an impact on the wider community, with many
organisations having taken on the Vs ideas and deciding to run similar programmes. Furthermore,
many young people involved in the campaign, decided to set up their own projects to continue to
promote the legacy of the Vs campaign. In addition to this, several young activist groups have taken
on mental health agenda as one of their priorities.
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7.Conclusions
The YoungMinds Vs ‘Fight the pressure’ campaign has created a wider recognition of the mental health
needs of children and young people, especially encouraging young people to speak openly about their
experiences and needs. It has also helped to improve the public understanding of mental health. In
addition, it has been key in encouraging mental health to become a topic that it is ‘okay’ to talk about.
Both quantitative and qualitative data show that there has been reduced stigma around mental health. It
has also increased awareness of mental health and the campaign priorities that young people want to talk,
about such as ‘No Help’ and ‘School Stress’. Young people have been empowered to have a voice within
the services that can support them and the campaign has helped them to improve good practice, through
their experiences and knowledge.
Findings show that the campaign has managed to maintain fairly high scores of engagement across the
levels of campaign activity for young people. The biggest impact of the campaign has been on those aged
22-25 years old within KPI 1. Young people have reported feeling ‘listened to’ and ‘being committed to
taking action’ as empowering them to speak out about mental health, so they can make things better for
others and improve mental health for young people overall.
There has also been a positive increase in organisations supporting young people who have mental health
needs and through listening to young people’s experiences, which has helped them improve. Overall,
organisations feel more confident to challenge stigma and believe young people with mental health
problems can lead fulfilling lives.
Findings show a considerable engagement with the key activities that the Vs campaign set out to deliver.
Both phases of the evaluation show the most popular activity to be campaign training (31%). This has
enabled 24% (in phase 2) of young people to represent YoungMinds in the media. The campaign has also
provided opportunities for youth led/delivered training across a range of subjects relating to mental
health. 31% of young people ran workshops in organisations and found the experience positive, giving
them the opportunities to share, but also learn new skills themselves.
Findings in phase 2 showed an increase in the amount of youth group organisations who have engaged
the Vs campaign and particularly in how young people influenced mental health commissioning and sought
to improve care as a result. A large proportion of organisations who have engaged in phase 2 of the project
are from outside of the three hub areas, in areas such as the Midlands, demonstrating a widening reach
of the campaign.
The campaign has, on the whole, successfully engaged young people and organisations from very diverse
backgrounds and has grown considerably over its life (with over 50,000 pledges). It has penetrated many
facets of social, political and cultural life through campaigning, media work, teaching and empowering
young people and organisations, in particular its online campaign, which helped to ‘spread the message’.
The Vs campaign has managed to put children and young people’s mental health into the spotlight and
reportedly inspired awareness in many sectors that have previously not necessarily been involved in the
mental health debate. The key themes that ran across participants (young people, organisations and
YoungMinds) about the Vs campaign were:
• more awareness
• empowerment
• new skills learnt

•
•
•
•
•

young people’s involvement
communication
engagement
education and knowledge improvement
reduced stigma around mental health

Many organisations feel more aware of factors affecting children and young people within their service
and have taken steps to involve young people in the development and running of their services or have
given them a voice to talk about the things that are important to them. Organisations have said that talking
about mental health has helped to reduce stigma, enhance understanding, increase awareness and
improve access to services.
An important challenge to the campaign is that change, especially organisational and cultural change takes
time. The Vs campaign came at a challenging time when the commissioning of services was radically
reformed and many organisations were trying to find their feet in the largely uncharted waters. One of the
reasons for the success of Vs campaign in this environment was its ability to morph and adapt to the new
demands, so as to be able to meet its targets. This has included significant changes to the campaign,
especially the online campaign, which came as a result of partnership with young people, where they were
given freedom to edit and manage aspects of the campaign.
Another challenge has been the relatively short duration of the campaign. Overall, participants agreed that
the number of targets to meet was disproportionate to the amount of time available, and as a result there
was a need to prioritise certain goals and areas at the expense of others. One of the solutions for the future
is to potentially collaborate with other organisations who are doing similar work to share the workload
and expense, and to avoid overlap. However, the campaign has a long-lasting legacy, which will continue
to live not only through YoungMinds but also various projects young people have set up across
organisations.
In summary, the Vs campaign has been an empowering experience for young people, and organisations.
It has also had an impact on the wider community, with young people wanting to get involved in the
campaign even though they, themselves, do not have experience of a mental health issue. It has increased
people’s understanding of mental health and emotional well-being, and in regards to the three KPIs being
measured, findings show that there is more understanding and support as a result of improved service
provisions (KPI 1), that young people are empowered to speak out about mental health (KPI 2); and young
people with have emotional and mental health problems having improved mental health (KPI 3) through
better understanding, support and empowerment.
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Appendix 1: Young People
Survey Measurement Table
KPI
1.

1.Young
people with
emotional
and mental
health
problems will
have
improved
mental health

•
•
•
•
•
•
•
•

2.

3.Young
people are
empowered
to speak out
about mental
health

Themes
Self-care
Confidence
Less
stigmatised
Self-esteem
More
assertive
Activities –
engaged
Rating wellbeing
Empowerment
– social capital

• Methods of
speaking out
• Knowledge /
Skills
• Awareness
• Compassion
and
understanding
of others
• Behaviour and
attitude
change

Questions:
We want to see if YoungMinds Vs ‘Fight the pressure’ campaign is
addressing the right issues for young people. We would like to
know about more about you and how you feel about mental health
and emotional well-being
Please look at each of the following statements and choose the
answer that best reflects your views.
14. People with mental health problems are just like everyone else
15. It is important for young people to take care of their mental
health
16. I understand how to take care of my own mental health
17. I’d feel confident to ask for support for help with my mental
health, if I needed to
18. I feel more mentally healthy
19. I feel more confident about who I am
20. I feel more confident in my abilities
21. I feel involved in something that matters to me
When answering the next few questions, we want you to think
about what has changed for you as a result of being involved in the
YoungMinds Vs ‘Fight the pressure’ campaign.
Please choose the answer that best reflects your views. As a result
of being involved in the YoungMinds Vs ‘Fight the Pressure’
campaign…
22. I am committed to taking action to improve the mental health
and wellbeing of young people
23. I have more awareness of mental health and emotional wellbeing
24. I feel confident to speak out about what YoungMinds Vs Fight the
Pressure campaign is trying to achieve
25. I feel like my opinions matter
26. I’ve learnt new knowledge and skills that will help me take action
to make things better for young people
27. I feel more strongly that it is important young people are listened
to so that they can make things better for other young people
28. I believe I have an important role to play in helping to improve
young people’s mental health and wellbeing in the community
29. I feel able to take action through YoungMinds Vs to improve the
mental health and wellbeing on young people

Appendix 2: Organisations
Survey Measurement Table
KPI
1. Young people

with emotional
and mental
health
problems will
have improved
mental health

Themes

Questions

• Visibility in
organisation
(young people)
• Priority of mental
health in the
organisation
• Importance of
role in mental
health
• Actions of my
organisation
could improve
• Perspective – an
ability to meet
needs or provide
interventions

5. I feel knowledgeable about mental health problems
in young people
6. I would feel confident signposting a young person for
support if I had identified them as potentially having a
mental health problem(s)
7. I feel confident that my organisation is committed to
improving young people’s mental health and emotional
wellbeing
8. I believe that young people with mental health problems
can lead fulfilling lives
9. I feel the organisation has taken steps to help improve
young people’s mental health by engaging with
YoungMinds/YoungMinds Vs campaign
10. I feel confident to challenge mental health stigma in my
organisation

• Participation –
will receive
good practice
more
• Change in
understanding
approach through
and support
understanding
as a result of
• What are they
improved
doing differently?
organisation
• Noticed change
provision
through young
people actions
• Scale for
confidence in
supporting mental
health problems in
young people
• How five areas VS
campaign impact
on mental health –
understanding

2. Young people

11. I feel the pressures faced by young people are better
understood by staff
12. I feel our organisation is more knowledgeable about
working to promote young people’s mental health and
emotional wellbeing
13. I feel we are able to communicate well with young people
about mental health within our organisation
14. I feel our organisation has benefited by being involved in
YoungMinds/the YoungMinds Vs campaign
15. Our organisation has made young people’s mental health
a greater priority since being involved with
YoungMinds/YoungMinds Vs
16. I feel young people are supported with their mental health
needs by our organisation
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3. Young people

are
empowered
to speak out
about mental
health

•
•
•
•

Knowledge
Skills
Change witnessed
Level of support
they offer for this
• Do they as an
organisation
encourage this in
young people?

17. I feel it is important young people are heard to improve the

support they get with the pressures they face
18. As an organisation, we have an important role to empower
young people to look after their mental health
19. Young people have a voice in our organisation
20. Listening to young people’s experiences has helped improve
our organisation
21. Hearing young people’s views has helped to improve our
organisation
22. I am committed to taking action to improve young people’s
mental health

Appendix 3: Matrix Table for
Qualitative Focus Groups and
Interviews
KPI 1 – Young people with emotional and mental health problems will have improved mental health
Organisation

Young People

YoungMinds

1.

What has the Vs Campaign done to
improve young people’s emotional and
mental health in your organisation?

Tell us how you feel about your mental
health and emotional well-being since
being involved in the Vs Campaign?

Do you think there has been an
improvement in knowledge around young
people’s issues and their mental health? In
both young people and organisations?

2.

How has your organisation improved
mental health for young people through
the Vs Campaign?

What has the Vs campaign done to
improve young people’s emotional and
mental health on the whole?

Can you tell us about how organisations
have committed to improving young
people’s mental health
– how
easy/difficult was this? What were the
positives and challenges?

KPI 2 – Young people will receive more understanding and support as a result of improved service provision
1.

As a result of the Vs Campaign, what have
you done to offer more understanding and
support to young people within your
organisation?

What changes, have you seen in
services that you are in contact with
that show support and understanding
for young people with mental health
problems, if any?

On the whole, how do you feel services
have improved to help young people
receive more understanding and support,
as a result of being involved in the Vs
Campaign?

2.

Have you any plans to make these changes
sustainable? If so, what would you need to
sustain them?

Have you felt more supported and
understood, if so how?

Have you any plans to make these changes
in organisations sustainable? If so, what do
you think organisations need to sustain
them?

KPI 3 – Young people are empowered to speak out about mental health
1.

Have young people in your organisation
chosen to speak out about mental health
as a result of the Vs Campaign, if so how?

How empowered have you felt to speak
out as a result of being involved in the
Vs Campaign? If so, how were you
supported to do this?

Through the Vs Campaign how have young
people been empowered to speak out
about mental health?

2.

How did your organisation empower
young people to speak out about mental
health, and be involved in the Vs
Campaign? In particular those from
different diversity background, looked
after children and different sexuality.

What new skills have you gained as a
result of being involved in the Vs
Campaign?

What impacts have you seen on young
people or organisations as a result of
young people being empowered to speak
out about mental health?

Broader campaign impact – empowerment and participation
1.

Tell us about the Vs Campaign, what has
been distinct about it, what are the key
aspects, what has worked or not worked so
well?

Tell us about the Vs Campaign, what
have been the important aspects, what
has worked or not worked so well?

What kept the Vs Campaign growing?
What have been the important aspects,
what has worked or not worked so well?

2.

Have you been equally aware of all five
areas of the Vs Campaign? If not which
areas have had more prominence and why
do you think that is if not why do you think
that is?

Have you felt all five areas of the Vs
Campaign have been given equal
importance? If not, which areas stood
out more and why do you think that is?

Have you felt all five areas of the Vs
Campaign have received equal emphasis?
If not, which areas have had more
prominence and why do you think that is?

3.

What activities did you choose to be
involved in, and why? Which do you feel
had most effect?

What activities did you choose to be
involved in, and why?

What was done to ensure young people
and organisations could be involved in
activities? Which do you think were more
effective? In particular those from
different diversity background, looked
after children and different sexuality.

4.

What do you think about the effects of the
Vs Campaign on the wider community?

Do you think there have been any
effects on the wider community, as a
result of the Vs Campaign? If so what?

What effects, if any, do you feel the Vs
Campaign has had on the wider
community?

5.

What will be the lasting effect on your
organisation from the YoungMinds Vs
‘Fight the pressure’ Campaign?

What will be the lasting effect on you
from the YoungMinds Vs ‘Fight the
pressure’ Campaign?

What will be the lasting effect from the Vs
‘Fight the pressure’ Campaign for
YoungMinds?
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