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Executive Summary

One in five citizens in the United States suffer from a mental health condition. These are neighbors, 
friends, co-workers, classmates and loved ones. Although most people probably know someone who 
suffers emotionally, there is still taboo about discussing mental health. Society treats mental and 
emotional health as inferior to our physical health. However, both are vital to our overall wellbeing. 

Everyday mental health is just as important as our everyday physical health. We eat regularly to 
maintain our strength and we rest our bodies when feeling fatigued. Why don’t more people feed 
their emotional needs and give themselves a mental break when worn down? Mental health ranges 
from the small struggles on a day-to-day basis to the more severe and diagnosable conditions. As a 
society we need to begin recognizing the importance of nurturing our mental and emotional health 
and seek the help when the struggles become unmanageable.

With a culture as strong as the Bobcat nation at Ohio University, the PRSSA Bateman team sought 
to continue building the compassion we have for our classmates through beginning a dialogue 
about mental health. With the ideas of “Bobcats lookout for Bobcats” and “Bobcat family” instilled 
into the students on OU’s campus, the team worked to push for more understanding and awareness 
of mental health. With college/university students as one of the target communities with a higher 
average of emotional suffering, and the fact that Athens is in a rural community, the team determined 
that the most impact could be made by focusing on this audience.

In an effort to reach the highest number of students, OHIO PRSSA Bateman team worked with 
events that already existed on campus and health programs. A series of events were held to spread 
awareness and promote taking the pledge to learn the Five Signs of emotional suffering. With an 
ever-increasing digital world, the team utilized a digital presence that allowed for video stories and 
information to easily disseminate across a broad spectrum of individuals. 

In an attempt to not only raise awareness about mental health, but to increase understanding of the 
importance of one’s own mental health, the OHIO PRSSA Bateman team developed their campaign: 
A Month of Mindfulness: Mindful Mental Heath. It’s not just awareness, but the deliberate act of 
becoming more mindful about people’s mental and emotional well-being. Together, we can improve 
the culture of mental health.
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Situation Analysis 

The Center for Disease Control declared that depression will be the second leading cause of 
disability around the world by 2020. Mental health conditions are on the rise, but there tends to 
be a disconnect when discussing the subject. In the initial research, an overwhelming amount of 
participants in the survey automatically assumed the team meant mental illness when using the 
phrase mental health. This becomes problematic because mental health encompasses more than the 
extreme cases of mental health conditions. This impact ripples to everyone because people tend to 
neglect their general mental and emotional wellbeing. 
 
Ohio University students are no exception to this problem. Although there are free resources 
available on campus, many students fail to utilize them for reasons including a lack of time, the 
social stigma attached to seeking help and the false assumption that you have to have an extreme 
condition in order to receive help. College is a time of major life changes and high stress. It is crucial 
for students to understand how to help themselves and the people around them when coping with 
stressful times. 

The purpose of the Campaign to Change Direction is to change the culture surrounding mental 
health. To do so, the goal is to enable people to view mental health as equal to physical health, 
create a common language to recognize suffering, and encourage care of our own wellbeing and that 
of others. Using the Five Signs of emotional suffering, the OHIO PRSSA Bateman team saw the 
opportunity to create a conversation among the Athens community about how to start placing value 
on all aspects of mental health.

Research 

Secondary Research 
The secondary research covered many different topics and studies. The team researched different 
types of mental illnesses, the Five Signs, other campaigns for mental health (successful or not), 
policy research, resources available, perceptions of mental health and how people are affected.

Findings from this research included:

Mental health
• There are more than 200 classified forms of mental illness. 
• Some of the more common disorders are depression, bipolar disorder, dementia, schizophrenia 

and anxiety disorders.

Stigma
• There are two types of stigma- public stigma and self stigma.
• Public stigma refers to how the public views people with mental health issues.
• Self stigma refers to how those with mental health issues view themselves.

Affordable Care Act
• Provides one of the largest expansions of mental health and substance use disorder coverage in 

a generation.
• Requires most health insurance plans cover mental health and substance use services.

The secondary research guided the creation of the primary research. After reviewing the secondary 
research, the team identified areas that required their own research because little information was 
available or more insights were desired about a topic.2



Primary Research
The primary research consisted of both qualitative and quantitative data. A web survey was spread 
to gain information on the demographics to help establish a target audience. Our survey received 
more than 1,000 responses from 30 states. The demographics sought out were age, gender, ethnicity, 
county, state and diagnosis of a mental illness. After learning the demographics, qualitative 
questions were asked to gain responses such as words associated mental health, how mental health 
can be improved and why some participants did not seek professional help for their mental illness. 

Significant data that helped to guide the campaign:

When asked how mental health can be improved:
• 104 participants said by counseling or professional help
• 75 participants said a healthy lifestyle 
• 38 participants said education or a conversation

For those who answered they have a self-diagnosed mental health issue, we asked why they have 
not sought professional help:

• 18 participants said they can handle the issue on their own
• 11 participants cited the stigma associated with mental health 
• 10 participants responded with the cost of professional help

When asked what words are associated with mental health:
• 23 participants said depressed/depression
• 20 participants said sad/sadness
• 12 participants said anxiety 

Audience 

Primary Audience 
Ohio University Athens Campus Students, 18-22: Roughly 23,000 undergraduate and graduate 
students comprise Ohio University’s campus. The team targeted students ranging from 17 to 24 
years in age. The campaign focused on this age range because our market research found that of 
those who identified themselves as living in Athens, Ohio, 87 percent were between the ages of 18 
and 22.

Diagnosed: Sixty percent of those who identified as 18-22 and living in Athens, Ohio have been 
professionally or self-diagnosed with a mental health issue. Understanding this demographic 
inspired the campaign to empower those who are diagnosed and living a healthy lifestyle. 

Undiagnosed: Forty percent of those who identified as 18-22 and living in Athens, Ohio do not 
have a mental health issue. The other component of the campaign encouraged those who were 
undiagnosed to advocate for those who need it, in addition to keeping a mindful and healthy 
lifestyle. 

Secondary Audience 
Athens, OH Community: The Athens community is extremely important in reinforcing the idea of 
empowering each other in speaking out about mental health issues or on behalf of those who do not 
feel comfortable talking about them. This community refers to faculty and staff as well as any other 
Athens community member ranging in ages 23 to 50. The primary research found that 63 percent of 
respondents that live in the Athens area and are over the age of 23 have been professionally or self-
diagnosed. 3



Messages 

Mindful Mental Health 
The idea behind mindful mental health is to have an acute awareness of one’s mental stability or 
lack thereof. So often, people tend to focus on physical characteristics or ailments; however, mental 
health is as important as physical health. It is crucial for individuals to be conscious of how they are 
feeling emotionally and how they react to the world around them. The PRSSA Bateman team’s goal 
in using this phrase was to encourage time for self-reflection and healthy discussions. In addition, 
the team supported the idea of taking action steps to ensure mindful mental health, such as doing 
yoga during the week or having a relaxing spring break. 

The Five Signs 
In an effort to benefit others through the campaign, A Month of Mindfulness worked to teach the 
target audience the Five Signs of emotional suffering. The team hosted an event where students 
gained an opportunity to sit down and take the online module. In addition, counselors-in-residence 
attended the event to give students information about the free services they offer to students. After 
becoming certified in the Five Signs, the team welcomed the students to make a delicious ice cream 
sundae. It is imperative for people to understand the warning signs of mental health issues if they are 
to become mindful mental health individuals.

Mental Health Affects Everyone
Mental health is a part of every individual’s life and transcends those with diagnosable conditions. 
Everyday, people experience mental health in unique ways as their emotions fluctuate. A common 
misconception is that mental health is only in reference to extremes, such as those with severe 
diagnoses. However, mental health does not equate a condition. Throughout the campaign, A Month 
of Mindfulness attempted to create a conversation about what people do to maintain their mental 
health. 

Objectives

Objective 1: Begin conversations about mental health. 
Reasoning: Based on the survey results of over 1,000 people, 10 percent of respondents believed 
that one of the best ways to change the culture of mental health begins with starting a conversation 
and talking about the issues. This was the third highest response. The first objective aimed to 
implement tactics that allow for a dialogue to begin and educate people on the importance of mental 
health.

Strategy 1: Use events as a platform to open dialogue with participants.
• Tactic 1: Partner with the event Flavor of the Week to spread the message of mental 

health to students stopping by for their weekly treat.
• Tactic 2: Host a movie night to watch a movie that addresses mental health and host 

a discussion about the representation in the film with 30 students in attendance.
• Tactic 3: Host a yoga class to promote mental wellness and discuss the importance 

of partaking in such activities with 15-20 students.
• Tactic 4: Host a poetry night at a local coffee shop to start a conversation about 

mental health.
• Tactic 5: Create a visual element on a highly trafficked area on campus to have 

students stop and begin a dialogue about the visual.
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Strategy 2: Use digital platforms to distribute information and begin conversations.
• Tactic 1: Post blogs on the campaign’s website that discusses issues of mental health 

and reach 200 viewers.
• Tactic 2: Maintain Facebook, Instagram and Twitter accounts that would distribute 

snippets of information.
• Tactic 3: Produce a series of video interviews of individuals who have their own 

stories about mental health conditions. 
• Tactic 4: Receive a media placement in a local news station.

Objective 2: Increase awareness of the Five Signs of emotional suffering. 
Reasoning: Raising awareness and starting a conversation is only the first step in creating a better 
culture surrounding mental health. Campaign to Change Direction strives to educate the public 
on the Five Signs of emotional suffering through their pledge and online module. Wanting to 
incorporate this into the campaign, the team encouraged recognition and pledging to learn the Five 
Signs.

Strategy 1: Educate students on the Five Signs of emotional suffering.
• Tactic 1: Have 50 students attend an event to take the online certification module 

and then receive an ice cream sundae once completed.
• Tactic 2: Design and distribute 300 pins that incorporate learning the Five Signs and 

passing the pin along to someone identified as emotionally suffering.
• Tactic 3: Secure a media placement and public service announcement with a focus 

on educating people on the Five Signs.

Objective 3: Have people pledge to be more mindful with their mental health. 
Reasoning: To help promote intentional and mindful mental health, the team strategically planned 
on encouraging individual self-care. Many participants of the survey indicated an ability to manage 
their mental and emotional health through tactics of their own. 

Strategy 1: Use personal pledges to encourage individual self-care.
• Tactic 1: Run a Twitter activity that challenges people to post what they do to 

improve their mental health.
• Tactic 2: Have participants of events write a personal pledge and post it to a poster 

board brought to all events.

Obstacles

Unforeseen Circumstances
Throughout the campaign, several unforeseen circumstances appeared to cause issues. Hours prior 
to Yoga Night, the yoga instructor said that she received an injury and was unable to teach the 
class. In addition, the weather inclement hours before the event. The rain would have encouraged 
the audience to stay home instead of attending Yoga Night, so the event was canceled. This taught 
the team how to act quickly in a crisis communication situation and getting the word out about the 
cancelation of the event. The event that replaced Yoga Night focused on creating a visual that would 
start a campus-wide conversation about mental health issues. When executing this event, the team 
could not anticipate the weather and the temperature and wind deterred attendance. The event was 
not canceled, but did yield lesser attendance than anticipated. 
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Budget
One main obstacle faced was budgetary restrictions. A lack of in-kind donations made it difficult to 
secure pizza for the movie night event. While Plus 1 Pizza gave a deal, the team still paid more for 
food than anticipated, placing stress on the budget. Athens businesses are typically locally owned. 
This made it hard for these businesses to simply donate due to their being smaller in size. In addition 
to the smaller size of the businesses, Athens County is the poorest county in the state of Ohio. This 
creates a strain on local businesses, thus lacking in their ability to offer donations. However, after 
facing the challenge of receiving no in-kind donations, the team learned to be resourceful. 

Overly Ambitious
When preparing for the events, the team tended to be over ambitious when planning on how many 
people would attend our events. The goals did not match the actual turnout for the events.

Event Changes
While planning our Poetry Night event the team ran into a booking problem. After trying to get in 
contact with the owners of a local coffee shop, the team attempted to locate another venue. When 
no prospects turned out, the team decided to change our event. The plans altered to create an event 
that would encourage community conversation about mental health issues, changing our tactic four 
to tactic five. Even though our initial event did not work out, the second event allowed the entire 
community to get involved. 

EVALUATION

Objective 1: Begin conversations about mental health.  Achieved.

Strategy 1: Use events as a platform to open dialogue with participants.
• Approximately 40 to 50 students attended Flavor of the Week and stopped at our 

table to discuss the purpose of the campaign and ways they can get involved.
• Seventeen people attended the mental health movie night. Pizza was provided 

and attendees were given three movie options to vote on through a Twitter poll: 
Silver Linings Playbook, Perks of Being a Wallflower and Fight Club. A 46 percent 
majority voted on Fight Club and a conversation about the portrayal of mental health 
in movies followed. Although the goal of 30 wasn’t met, the team was able to start a 
valuable conversation.

• Due to severe weather conditions and the yoga instructor becoming injured, yoga 
night was canceled. 

• Using about 500 glow sticks, the team created an arrow in the middle of campus and 
explained the purpose of campaign to people passing by. The glowsticks were linked 
together and represented the idea by coming together as a society, we can light the 
way to change the culture surrounding mental health.

Strategy 2: Use digital platforms to distribute information and begin conversations.
• Over the course of the campaign, eight blogs were published on the team’s  website. 

Several Ohio University students wrote for the blog because they felt drawn to this 
issue. One hundred seventy-eight people viewed the website throughout the month 
and the highest referral rates came from social media platforms. 
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• The team launched a Facebook, Twitter and Instagram account at the beginning 
of implementation. By the final day, the accounts gained 53 likes on Facebook, 57 
followers on Twitter and 53 followers on Instagram. The most successful Facebook 
post reached 1.1 thousand people and engaged over 280 people. The tweets made an 
impression on over 23 thousand people and the profile was visited by close to 2,000 
people. 

• Four OU students participated in a video series called “Mental Health: An Inside 
Look.” These students shared their own stories of mental health, and all the videos 
were shared on the  social media platforms. A total of 122 people viewed these 
videos. 

• The team received media coverage through ACTV23 in Athens. One team member 
participated in an hour long television interview with the program “Sojourners 
Along the Way”. This episode was on-air and posted to ACTV23’s YouTube 
account. The YouTube video received 37 views by the end of our month long 
campaign.

Objective 2: Increase awareness of the Five Signs of emotional suffering. Achieved.

Strategy 1: Educate students on the Five Signs of emotional suffering.
• Thirty-five people attended the online module event, which was less than the  

original goal of 50. Upon completing a module that teaches participants about the 
Five Signs, they received a free ice cream sundae.

• Three hundred pins were distributed to people around campus. The pin included a 
small information sheet explaining the Five Signs and challenged recipients to pass 
the pin on as a sign of support when they notice someone exhibiting one of the signs. 

• The team partnered with ACTV23 to film multiple Public Service Announcements 
about the Five Signs of emotional suffering. These PSAs were broadcasted on-air 
during the campaign.

Objective 3: Have people pledge to be more mindful with their mental health. Exceeded.

Strategy 1: Use personal pledges to encourage individual self-care.
• On Feb. 18, a social media campaign launched that challenged people to post a 

picture of something they do to improve their mental health and emotional well-
being. Participants were to post this picture with #MindfulMentalHealth on their 
personal accounts and challenge three other people. The challenge originally started 
on Instagram and made its way on Twitter. Over 50 people participated in the 
challenge which is well above what was originally anticipated.

• A poster board stood at every single event that featured the statement “I pledge to 
improve my mental health by…” and event attendees were encouraged to write a 
pledge on a post it note and stick that to the board. Thirty people made a pledge that 
ranged from activities like meditative practices to acknowledging problems when 
they appear. 



Conclusion

A Month of Mindfulness
• More than 1,000 individuals across the country for primary research
• Thirty-five individuals became certified in knowing the Five Signs
• Three hundred individuals were given two pins representing the Five Signs and in an effort to 

keep one pin and pass along the other to someone identified as emotionally suffering
• Four individuals shared their personal stories and experiences with mental health conditions in 

a video series which reached -- people through social media platforms
• About 53 twitter users posted using #MindfulMentalHealth to share how they maintain their 

mental health and to challenge others to do the same

The Month of Mindfulness: Mindful Mental Health campaign was not only about awareness. It 
aimed to impact the Ohio University campus by assisting students in becoming more mindful of 
each other’s mental and emotional well-being. The campaign encouraged healthy conversation about 
the topic and sought to offer an outlet for those seeking further knowledge on mental health. After 
all, almost everyone knows someone who has struggled with mental health. It is time to take action 
and learn how to help these individuals and ourselves.

This campaign goes far beyond its social media presence. It intended to create a conversation about 
mental health in the community in an effort to take first steps toward ridding of stigmas associated 
with mental health issues and encouraging healthy, everyday mindfulness. A solution cannot arise 
without conversation about the problem.

The Ohio University’s Bateman Case Study Competition team believes the culture surrounding 
mental health can, and will, improve. All it takes is a dash of mindfulness and an ounce of 
awareness. While the number for turnout was small, the impact was still large for those it touched 
and those it will touch in the future.
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1

Market Research
What is your age?

What race do you identify with?

Have you been diagnosed with a mental health issue?



2

How would you rate your mental health?

Do you know someone with a mental health issue?

Do you know the signs of when someone exhibits symptoms of a mental health issue?



3

Do you think there is a stigma attached to mental health?

Why do you think there is/isn’t a stigma?

List three words you would associate with a mental health issue.
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Twitter



5
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Instagram
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Facebook
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A Month of Mindfulness: 
Understanding Mental Health

February 15 

12:00 p.m. 

February 20 

8:00 p.m. 

February 23 

3:00-5:00 p.m. 

March 1 

March 14 

Kickoff at Flavor of the Week

       Bobcat Student Lounge 

Movie on Mental Health 

       Schoonover 450 

5 Signs Pledge 

       Schoonover Lower Atrium 

Yoga Night 

       TBD

Poetry Night 

      TBD

February 15-March 15

Stay Connected

@Mindful_Month
A Month of 

 Mindfulness

www.amonthofmindfulness.wixsite.com/mysite

Learn the 5 Signs

@Mindful_Month

Personality Change • Agitated • Withdrawal • Poor Self-Care • Hopelessness

#MindfulMentalHealth

Learn the five signs: personality 
change, agitated, withdrawal, poor 
self-care, and hopelessness. We all 

undergo some severity of emotional 
suffering. Recognize when others are 

suffering and reach out. Give them 
your pin to show your support and 

encourage them to learn the five signs
and pass the pin on to someone else. 

#MindfulMentalHealth
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Budget summary
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