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Worrying trends 



Tip of the Iceberg (2021) The Untold Heartbreak 
(2021) 

Tipping Point (2022) 
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An opportunity presents itself
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Audiences and channels 



Campaign successes (so far) 
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The UK is in the grip of a heart care crisis. 
Our hearts need and deserve more. 

We need bold and co-ordinated action on 
three fronts:



Adapting our call to action

National 
Heart 

Strategy

Prioritise 
Heart 

Disease

Heart 
Disease 

Action Plan

National 
Cardiovascul
ar Disease 

Plan

The term “cardiovascular 
disease” becomes 
mainstream with Labour

Government announces “Major 
Conditions Strategy”, General 
Election on the horizon

Other disease areas have had 
strategies announced (cancer, 
dementia, mental health) 

The Conservative Government 
uses “heart disease” as it’s 
colloquial 

Easy to understand, 
all-encompassing

More action-focused 
than a strategy, places 
higher importance on 
implementation

Echoes language 
already used in 
Scotland

Mirrors the “National 
Cancer Plan” language



It takes a village to raise a baby

• Policy and Public Affairs
• Marketing 
• Comms and Media
• Health Insights and Analytics
• Patient and Public Involvement
• Heart Stories
• Clinical
• Social Media
• Customer Journey & Retention
• Brand 
• Creative Studio
• Internal Comms
• Research Engagement
• Digital and Website
• Talent and Ambassador Relations
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We’re in the grip of 
a heart care crisis. 

But it’s not too late. 
You can help us get 
heart care back on 

track.

We want the UK 
Government to 
prioritise heart 

disease. 

Add your name if 
you agree.

Mobilising our supporters





Heart stories at the heart of the campaign
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Playing to our strengths
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Launch at 
Party 

Conference

National 
stats story

Heart 
Month 
debate

Launch of 
public 
pledge

General 
Election

Hearts 
Need More 

report

Party 
Conferences

Pledge 
hand-in

Consensus 
Statement

Oct 
‘24

Sept 
‘24

May 
‘24

Nov 
‘23

Maintaining momentum

Feb 
‘25

Parliamentary, Ministerial and Shadow Ministerial engagement

Proactive and reactive media opportunities

Ongoing supporter journey

Dec 
‘25

Feb 
‘24

July 
‘24

Sept 
‘23

Paid marketing activity around the pledge
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Key ingredients for a successful campaign

Clear, 
effective 

messagin
g

Don’t go 
it alone

Play to 
your 

strengths
Success!
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Three very important things to remember…

Evaluate

Persist

Celebrate



Thank you
kenneya@bhf.org.uk


