
M-POWERED 
Co-design that 
delivers

From Audience, the 
UK's most experienced public health 
campaigns agency.



Who are we ? 



AWARD-WINNING PUBLIC 
HEALTH CAMPAIGNS AGENCY 

Huge public health expertise - from cancer and diabetes 
awareness programmes to vaccination initiatives.

EXPERTS IN BEHAVIOUR 
CHANGE 

We combine insights from behavioural science with 
target audience co-design activity to shape highly 
effective initiatives.

WORKED ON WORLD-LEADING 
HEALTH CAMPAIGNS 

We’ve worked on the most iconic health campaigns -
from ‘5 a day’ through to ‘Talk to FRANK.’

FULL SERVICE Research and strategy, marketing, creative / branding, 
PR and advocacy.

WHO ARE WE?



Kent County Council - Putting Kent First

We’ve helped
shape world-
leading health 
campaigns with: 

Image credits: Talk to Frank and NHS 5 A Day © Crown copyright, used under the Open 
Government Licence v3.0; Rethink Mental Illness used with acknowledgement of ownership.

Images are used for illustrative and purposes only. All rights remain with their respective 
owners and does not imply affiliation, endorsement, or sponsorship.

http://kent.gov.uk/default.aspx


OUR EXPERTISE: behaviour change 

We use behavioural theory 
and audience insight to shape 
campaigns that help people 
change behaviour and live 
healthier lives.



Introduction 



M-POWERED: insight driven co-design 

We have developed our own 
co-design service based on the 
most rigorous UK studies of 
‘what works’  

M-powered helps combine the lived 

experience of local people with 

professional know-how, designing  

services & campaigns that people are 

proud to use and promote. 

Because when we M-power the 

community, we can change things for 

good. 



M-POWERED: our report 
Methodology:

UK literature review to: 

• Analyse whether co-design approaches lead to higher-
quality effective public services in the UK 

• Identify key elements of co-design process needed to 
ensure genuine public involvement & effective 
interventions 



M-POWERED: our report 
• Best effectiveness evidence available in NHS / healthcare 

• But some useful outputs in social care, education, wider 
local authority & criminal justice settings 

• Greatest effects are on service quality experienced by 
users – e.g. feeling service is more accessible, relevant,  
useful 

• Some evidence of innovative new solutions generated (ie
culturally tailored services etc)

• Evidence that co-design can lead to:

✓ Increased (self-reported) well-being in people with mental illness

✓ Increased use of health services by different communities 

✓ Reduced fear of crime 

✓ Increased intentions to quit smoking by various communities 

✓ Increased levels of empowerment and confidence among participants



M-POWERED: our report 
• Co-design is most effective when delivered thoroughly 

✓ long term resourcing

✓ genuine power-sharing 

✓ co-design, co-implementation, co-evaluation 

✓ inclusive representation 

✓ commitment to act on input

• No high-quality evidence of co-design causing harm or 
worse outcomes in public services

• Co-design can deliver better outcomes + value in long run, 
ESPECIALLY when designing preventative services 



M-POWERED: our services  



M-POWERED: insight driven co-design 

1.  End 2 End involvement 

Work with your audiences to:

• co-define the problem 
• co-design + co-implement 

the solution 
• help test and iterate 

prototypes 
• co-design evaluation 

metrics
• have long term ownership



M-POWERED: insight driven co-design 

2. Equality - power-sharing 
baked in

• we help you to embed local 
people in project 
governance/delivery 

• we respect all knowledge –
issue expertise + lived 
experience

• we deliver inclusive 
recruitment + skilled 
facilitation 

• we help give transparent + 
continuous feedback 



M-POWERED: insight driven co-design 

3. Ethics – safeguarding all

• we deliver policies & 
practices to help protect and 
support participants

• ethics research approval is 
key 

• we always deliver informed 
consent    



M-POWERED: insight driven co-design 

4. Embedding & sustaining 

• we need to avoid ‘one off’ 
pilot syndrome 

• we help organisations to 
embed changes into 
organisational policies 

• and provide dedicated and 
ongoing resourcing/staff 
support



Case-studies  



CASE STUDY

CHALLENGE

INSIGHT

Help increase early diagnosis of bowel 
cancer in North London by raising 
awareness and removing barriers 
preventing people seeing the GP.

Men and women over 50 years old are 
more at risk of bowel cancer, but local 
residents had low awareness of its 
symptoms. Denial and embarrassment 
about problems ‘down there’ didn’t help. 

Bowel cancer: Know 
the Signs 



CASE STUDY

SOLUTION

RESULT

Back to basics advertising was created with 
local people, backed by an ‘ambassador 
army’ to get the message out. The ‘Big 
Bowel’ inflatable exhibition engaged the 
public and a ‘symptom checker card’ was 
mailed to ‘at risk’ 50-59 year olds.

40%+ increase in people with suspected 
bowel cancer referred by GPs for further 
tests during the campaign period. In one 
major local hospital the number of urgent 
referrals from GPs grew by 600%.

Bowel cancer: Know 
the Signs 



CASE STUDY

CHALLENGE

INSIGHT

Whilst dementia is one of the UK’s most 
serious disease areas, affecting over 
820,000 people, it is very difficult to recruit 
volunteers for clinical research trials.

For people with dementia and their carers, 
life can feel hopeless. But being part of a 
research community provides an 
opportunity to make a real difference.

Join Dementia 
Research 



CASE STUDY

RESULT

Create an optimistic but grounded brand 
and website for a new NHS online portal 
that links volunteers to dementia research 
trials. Clear, lively and consistent design 
was delivered that really engaged with all 
key audiences.

Over 70,000 new volunteers for 
dementia research have been 
recruited through the portal. Their 
involvement could save many lives. 

SOLUTION

Join Dementia  
Research 



CASE STUDY

CHALLENGE

INSIGHT

Rethink Mental Illness provides quality 
information and support for people with 
severe mental illness. And yet only 1% of 
the population was aware of the charity.

People with mental illness really value the 
honesty, frankness and detail of support 
provided by the charity.  ‘They tell you 
straight what your options are. It’s really 
refreshing, practical and honest.’

Rethink 
Mental Illness  



CASE STUDY

SOLUTION

RESULT

A high impact campaign featuring an 
arresting image of a real brain with a 
plaster on it. The strap line ‘If only’ sparked 
a debate about the range and depth of 
support needed for people with severe 
mental illness and their carers.

Prompted awareness of the charity rose 
significantly, and there was an 
unprecedented increase in web traffic 
and calls to the charity’s information line.

Rethink 
Mental Illness







CHALLENGE 

Nearly 1 in 5 (18%) young people in Britain 
have tried vaping – even though it’s illegal 
for under 18s to buy them. In key schools in 
South West London preventing young people
taking up the habit was flagged a s a major
educational / well-being issue.

INSIGHT

Young people want a positive, 
empowering campaign that gives them 
the facts about vapes. And gives them 
confidence to resist or quit vapes. But 
with no finger-wagging or scare tactics.

CASE STUDY
B Clear About  Vaping 

CASE STUDY

B Clear About  
Vaping 



SOLUTION

The co-created campaign ‘B Clear about 
Vaping’ encourages young people to be 
empowered and get the facts. An 
impactive campaign poster ‘RU being
sucked in?’ and co-developed TikTok video
were produced to dispel the fake news and
give the facts.

RESULT

Initial evidence shows that the campaign has
been popular in schools and informed young
people’s views on vapes. An extensive
evaluation will analyse the campaign’s
behavioural impact.

     CASE STUDY B Clear About Vaping  

CASE STUDY

B Clear About 
Vaping  



LET’S TALK

team@audiencesocialmarketing.com 

www.audiencesocialmarketing.com

@edgyde 

@audiencetweets 
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