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Programmes to help you deal with life’'s challenges
www.aware.ie/life-skills

Aware are a charity that provides information and support to those who
experience depression and related mood disorders.

Aware commissioned Clickworks to design a new visual identity and
campaign for their ‘Life Skills’ programme to be rolled out ir April 2013.

This educational programime had been in operation since May 2012. Any design
elements used previously to promote this programme had been either ad-hoc or
promoted directly under Aware's own branding lock and feel.

Aware's aim for their ‘Life Skills' programme was to:

« Position ‘Life Skills’ as a stand alone service. Yet still be under the ‘Aware’
umbrella.

¢ Increase awareness and enrolment of their nationwide courses.
¢ Project the image of ‘depression/and the stigma of’ in a more positive light.

¢ Advertise as an educational programme rather then a counseliing service.

We achieved this by:

= Creating a colourful and engaging design which used Aware’s brand colour
‘blue’ as the cornerstone to the concept. We also gave the identity a more
scientific and educational feel to attract a more male audience, as their
programme had been predominately used by women.

¢ Increasing the enroiment from 270 first night attendees in January 2013 to
787 first night attendees in April 2013. An increase of 191%

»  Creating awareness of the programme through a strong online rmecdia
campaign. We achieved exceptionally high average click through rate of
0.18% when the industry average it ireland is usually 0.7% to 0.8%.

«  Showing the 'Life Skills' programme in & more positive fight.
We intentionally used images of positive and empowered people to
engage with the audience and to breakdown the stigma, and
perceived perceptions of traditional depression imagery.

¢ We ensured the campaign imagery and new visual identity had the

tone of an educational programme, rather then using imagery such
as ‘supporting hands' etc. which is overly used in this sector.
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The brief from Aware was;

= Create a visual identity that would appeal to everyone from the age of 18
and upwards.

The new visual identity must represent the programime as positive and
educational. Aware believes that partaking in a course like 'Life Skills' is just
as important as a medical check up and should be done just as frequently.

« The new visual identity needs to target hoth genders, but to be weighted
shightly more towards the male gender as the participants to date had
largely been wornen.

*  The aim of 'Life Skills' is to give people the tools to resolve their own
problems -1 educate about anxiety, stress and depression, it does not
provide one-to-ong counselling services, so it was important that the new
visuat identity represented the course in this fight

s The new visual identity needs to demonstrate proactivity,
* [t needs to draw paople in.

» it needs to illustrate how the “Life Skills' programme was the central hub of
education and information.

 #t needs to represent 'practical tips for coping with everyday life'.

©  The campaign developed must tie in with the new branding and promote
the 'Life Skills’ programme in a more positive light,

Above all Aware wanted more peopie to sign up to their ‘Life Skills' programme.
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Aware is a charity that works to create & society where people who experience
depression and related mood disorders, and their families, are urderstood and
supported. That they are free from stigma, and have access to a broad range

of support options,

One of the support options that Aware runs is an educational programme
entitied ‘Life Skills". This programme empowers people how to manage mifd
o moderate depression or anxiety, based on principles of cognitive
behaviourat therapy.

‘Life Skills' is a completely free educational programme which is delivered
over the course of six weeks, Each session is 90 minutes long and offered in
a group setting of around 25 people. The programme can help participants
make a real difference in their lives.

Currently, more than 450,000 people in reland experience depression (1 in
10) at any one time, but many hide their condition and never get help. Aware's
message is one of hope: recovery is possible. Early intervention, as well as
ongoing support are very important,
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The participants to date had largely been wornen, Aware wanted to engage
with more men. Therefore the design needed a more masculine feet.

The ‘Life Skills' programme is free. Yet there had not been a high enrolment
rate. Aware wantad to increase attendess and also to maintain a 70%
consistent attendance rate throughout the 6 week course.

There was no visual identity for the ‘Life Skills' programme. They neaded to
position and project this educational programme in a more professional yet
aspirational light. While stil showing that the programme came from Aware.

The look and feel of the “Life Skills' campaign needed to stamp out any
negatives, and show how signing up for a programime fike ‘'Life Skills® was in
fact a socially acceptable norm. Aware wanted to create the idea that this was
like ‘going to the gym' for your mental health.

Life Skills first phase was launched in January 2012, Two courses ran that year.
In 2013 the second phases started in January. Clickworks were commissioned
in March 2013 to create a visual identity and campaign for the 2013 April cycle.

PRESS LAUNGH OF AWARE "LIFE SIKILLS PROGRAMME'S NEW For the design of a new visual identity and campaign which was applied to
LOCK WITH INTERNATIONAL 1RISH HOCKEY PLAYER MIKKI leaflets, posters, press and online advertisernents, stands and t-shiris.
SYMMONS. FAIR GITY ACTRESS ADIBHEANN MeGALL AND TOT/\L CC}ST r{_—\ 10000/ Ch 175,00
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Life Skills

Programmes 1o help you deal with life’s challenges

Life Skilis is proudly supported by the
fundrasing efforts of Tesco stall end
customers nationwide. thanks o the
Tesco Charnty of the Year Parinership.

See www.aware.ie/life-skills for information
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We presented four solutions to the new visual identity. All off them meeting
the requirements to the given brief. The chosen identity embodied the
aspirations and positive qualities ‘Life Skills’ wanted to proiect. A colourful
‘shining light' designed to guide attendess in the right direction to coping
with mild depression and anxiety. The structure of the identity ilustrated
how this educational programme was the ‘central hub' where ail information
was disseminated from and o, and where all the attendees connected to
the prograrme for support. These courses run throughout lreland so we
also wanted to show the 'spread’ of engagement. The design needed to
have a more scientific look and fesl, in order to atiract more men on to

the programme. Who traditionally have been hesitant to engage with such
prograrmmes. 5S¢ we avoided soft feminine colours and went with a more bold,
confident and dynamic approach.

We designed the identity with Aware’s branding in mind as we wanted to
visually acknowledged the parent organisation. Hence the predominant colour
was Aware's corporate blue.

From this identity design came the concept for the campaign look and fee!.
Using the coloured cirgles throughout as a graphic device, enablad us to link
all the marketing materials together for a strong, positive and consistent look. It
attracted attention, and gave ‘Life Skills’ its own persona.

We used images of real people with an empowerad, positive and confident
stance to attract and speak to the intended audience. We wanted to
breakdown the barrier of depressicn related imagery to something more
proactive. Using images of male and female, young and old people we were
able to speak to the wide audience that Aware wanted to engage with.

We kept the typography clear and cencise in order Lo avoid any confusion and
to make sure the audience was familiar with what they were signing up to.

Our design for the campaign allowed for flexibility across all marketing
materiais. This ensured all aspects from posters to online advertising gained
maximum effect and was not hampered by style or content,

The communications design has proven so successful that an online version of
the programme is being devised for people to engage with.

Overall, we wanted to project 1o the audience that this was an educational
programme that participants can engage with, and leave with the tools for
coping with life stress in a proactive way.

The 181% increase in numbers who signed up for the programme speaks for
itself.
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Are you feeling stressed,
warried, anxlous or low?
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The target that Aware set themsalves was to have a minimum of 25 people for

gach of their 26 classes throughout the country. This was exceeded as all seals
were filed, in fact they were over subscribed and now had 32 people per class.
Unfortunately, they even had to turn away arcund 5% of interested people who

wanted to attend. And they now have a waliting list for their September cycie of
the programme.

Angther target that Aware set themselves was to ensure that 70% of the
attendees, attended for the whole duration of the 6 week programme. Some
people drop out if they feel the course is not right for them. Thair target was
met, as people felt that they had more information about ‘what they were
signing up for’ from the clear and concise marketing materials designed by
Clickworks.

During the course of the advertising campaign Aware filed all the places
available within 2-3 weeks. A far quicker uptake then previous.

Aware’s results from their new identity design and campaign design for their
‘Life Skills’ programme exceeded all targets.

Aware were thrilled with the results of the amount of people who engaged

with the online advertisements. Having high click-through-rates of 0.18% (the
average is 0.079} indicated a high interest and engagement in the programme
and the service they offered.

independent evaluation of Aware’s Life Skills programmme by Dr. Katrina Collins,
shows a significant positive impact frem participation on individual's mood in
terms of self-reported depression and anxisty: 20% of participants reportect
having 'severe’ anxiety in Session Cne, with no-one reporting this in Session
Six, having completed the programme.

Clickworks changed the perception of design for the subject of depression —
from something that was represented in a negative fashion - to an attractive,
positive, pro-active and approachable visual style. Which in turn helped reverse
the stigma of signing up for a programme like 'Life Skills'. An empowering step
by an attendeg to look after their mental health.

in the near future our desigr: wijl be adapted for an oniine version of the
education programme. Showing the versatiiity of the concept.
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Aware received financial support from Tesco. Tesco ireland staff have chosen
Aware as their charity of the year 2012 and 2013, This support helped
in buying media space for online advertising. Also Tesco promoted the
programme to all their staff throughout their stores with in-house POS.

Aware’s own in-house PR staff promoted this programme. Using social
media to spread the word and sent out press releases of their faunch of the
programimes new look.

Press advertising was commission to promote the programme. Using a special
refationship with ‘Metro Herald Ireland’ a free daily newspaper who did an
advertorial on the ‘Life Skills' programme.

Radio Ads were produced and ‘News Talk an Irish radic station did a special
interview to raise awareness on the programme.

Aware found that they had telephone queries everyday from the public about
the programme since the campaign launch. [t was a big change as previously
alot of their attendees would have only heard of the programime form their
doctors.




Avare
Aware programme

Iennifar
25/03/2013 - 1470412013

Aed Aprif 2013

Client

Campalgn

Cantact
Campaten (e
Report data

1,067,393

4,888,829

1 x day {fat)

Tarpeting Males/Females 18-55 years

Males/Females 18-85 yoars

tshRugby,|e, HoganStand.carm ang £:

IshRugby.ls, HoganStand.com and Extr

xed 21981

Homepage Takeovar x 1 day {wi
Homepage Takeover x 1 day {walipaper/skin neaded)

Homepage Vokeover x 1 day [wallpaper/skin necded)
Homepage Takeover x 1 day {wallpaper/zkin nended)

& sports channel

rishTimes.com

OMD s part of the Omnicom group, the world's largest marketing services
company. OMD Ireland are Aware’s media agancy. They booked all the
online media space.

Please see the CTR and CPC figures for the ‘Life Skilis’ campaign for April
2013

The industry average CTR for standard display banners is 0.07%. With rich
creative the average CTR would be 0.11%.

As you can see from the opposite figures, Aware had an average click-
through-rate of 0.18%. And the highest click-through-rate being 0.85%.
Welt above the national average.

The Aware campaign ended on the 14th of April and defivered 4,888,829
impressions, 8,913 clicks and had a strong overall otr of 0.18%

Sky Media performed very well with the supersky banner driving a huge
volume of clicks (1,247) and very high ctr 0f0.30%.

The supersky also performed brillantly on RTE with 1,516 click and cfr of
0.71%

The average cost per click for the suparsky on Rte was €0.66 which is
increditly low.

Accuen also came in at a low cpe but for this particular campaign we have
learnt the larger formats out performed the standard mpu and ieaderboard.

The Irist: Times takeaver ran on the 8th of Aprif and had strong
engagement. In total the takeover received 2,116 clicks |, the skin was the
strongest format and received 1,355 dlicks.

The Daily Mail mobite app drove 1,363 clicks and also had a fow cpc of
€1.66.

The Yappy mobile network is also performing weil and to date has delivered
798 clicks with a low ¢pc of €1.50.

Therefore the onfine campaign got a lot of traction and performed
exceptionally well. This happened across ali sites.
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Or. Claire Hayes, Clinical Director of Aware

Jan-13 Apr-13 TOTAL
Attendee’s on first night 270 787 1057
Attendes's Comoleted Full Six weeks 180 355 735
number of programmes 12 26 38

See the ‘before and after’ campaign stats from Aware on the attendarca for
the 'Life Skills’ programime. The stats which concern the new design of the
visual identity and campaign look are for April 2013,

An increase of 191% participants signed up for this free programime.

The target set of 25 pecple per a class was exceed. Class sizes increased to
32 people per a class.

More classes were set-up 1o meet demand.

Aware now have a waiting list of interested people for the next cycie of their
‘Life Skifis® programme in September.,

The April 2013 stats show that over 70% of attendees completed all 6 waeks
af the programme - the best continued attendance figures so far,

Aware believe that this is down to how the programme was visually
communicated through our designed marketing materials. Participants felt
better informed, ‘they knew what they were signing up for’.




TESTIMONIALS FROM ATTENDEES

Awgre uses independent rasearch to assess the impact of all their work. This is
& crucial element in Aware’s objectives.

They used independent researchars Dr. Katrina Collins and Clinical Cirector
Claire Hayes to gain insights from attendees of the ‘Life Skills' programme.
Aware also used Survey Monkey for research,

Again they received positive feedback and engagement. Please see quotes and
testimonials from attendees above.

The quantitative findings were supported by open ended feedback from
individuals about the positive impact the programme was having and was
likely to have on their mental health in the near future. The life skills gained as a
result of participating in the programme enabled participants to better manage
stressful situations in the futurs.

Overall post programme ressarch has demonstrated positive feedback and
engagement with the ‘Life Skills' programme.
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Programmes {o help you deal with life’s challenges
www.aware.ie/life-skills

Aware are a charity that provides information and support to those who
experience depression and refated mood disorders.

Aware commissioned Clickworks to design a new visual identity and
campaign for their ‘Life Skills’ programme to be rolled out in Apri 2013.

This educational programme had been in operation since May 2012. Any design
elements used previousty to promote this praogramme had been either ad-hoc ot
promoted directly under Aware’s own branding look and feel.

Aware's aim for their ‘Life Skills’ programme was to:

Position ‘Life Skills® as a stand alone service. Yet still be under the ‘Aware’
umbrelia.

Increase awareness and enrolment of their nationwide courses.
Project the image of ‘depression/and the stigma of’ in a more positive light.

Advertise as an educational programme rather then a counseliing service.

We achieved this by:

Creating a colourful and engaging design which used Aware’s brand colour
‘blue’ as the cornerstone to the concept. We also gave the identity a more
scientific and educational feel to attract a more male audience, as their
programme had been predominately used by women.

Increasing the enrolment from 270 first night attendees in January 2013 to
787 first night attendees in Aprit 2013, An increase of 191%

Creating awareness of the programme through a strong online media
campaign. We achieved exceptionally high average click through rate of
0.18% when the industry average in freland is usually 0.7% to 0.8%.

Showing the ‘Life Skills' programme in a more positive fight.

We intentionally used images of positive and empowered people to
engage with the audience and to breakdown the stigma, and
perceived perceptions of traditional depression imagery.

We ensured the campaign imagery and new visual identity had the
tone of an educational programme, rather then using imagery such
as ‘supporting hands’ etc. which is overly used in this sestor.




The brief from Aware was;

Create a visual identity that would appeal to everyone from the age of 18
and upwards.

= The new visual identity must represent the programme as positive and
educational. Aware believes that partaking in a course like ‘Life Skills' is just
as important as a medical check up and should be done just as frequently.

¢ The new visual identity needs to target bath genders, but to be weighted
slightly more towards the male gender as the participants to date had
largely been women,

= Theaim of 'Life Skills' is to give people the tools to resolve their own
probiems -~ to educate about anxiety, stress and depression. it does not
provide one-to-one counselling services, so it was important that the new
visual identity represented the course in this light
The new visual ideniity needs to demonstrate proactivity,

¢t needs to draw people in.

< It needs to ilustrate how the 'Life Skills’ programme was the central hub of
education and information.

= ltneeds to represent ‘practical tips for coping with everyday life'.

¢ The campaign developed must tie in with the new branding and promote
the 'Life Skills’ programme in & mora positive light.

Above all Aware wanted more people to sign up to their ‘Life Skills' programme.

depressior: and related mood disorders, and their families, are understood and
supported. That they are free from stigma, and have access to a broad range
of support options.

Ore of the support options that Aware runs is an educational programme
entitled 'Life Skilis”. This programme empowers people how to manage mild
to moderate depression or anxiety, based on principles of cognitive
behavioural therapy.

"Life Skilis’ is & compistely free educational programme which is defivered
over the course of six weeks. Each session is 90 minutes long and offered in
a group setting of around 25 people. The programme can help participants
rmake a real difference in their lives,

Currently, more than 450,000 people in Ireland experience depressicn (1 in
10) at any one time, but many hide their condition and never get help. Aware's
message is one of hope: recovery is possible. Early intervention, as well as
ongoing support are very important.




The participants to date had largely been women. Aware wanted to engage
with more men. Therefore the design needed a more masculine feel.

The "Life Skills’ programme is free. Yet there had not been a high enroiment
rate. Aware wanted fo increase attendess and also to maintain a 70%
consistent attendance rate throughout the 6 weak course.

There was no visual identity for the 'Life Skills’ programme. They neaded to
position and project this educational programme in a more professionat yet
aspirational light. While still showing that the prograrmme came from Aware.

The look and feel of the 'Life Skills” campaign needed to stamp out any
negatives, and show how signing up for a programme ke ‘Life Skills' was in
fact a socially acceptable norm, Aware wanted 10 create the idea that this was
like ‘going to the gym’ for your mental health.

Life Skills first phase was launched in Jaruary 2012, Two courses ran that vear.
in 2013 the second phases started in January. Clickworks were commissioned
in March 2013 to create a visual identity and campaign for the 2013 April cycle.

PRESS LAUNGH OF AWARE LIFE SKILLE PROGRAMME'S NEW For the design of a new visual identity and campaign which was applied to

LOOK WITH INTERNATIONAL IRISH HOGKEY PLAYER MK ieaflets, posters, press and online advertisements, stands and t-shirts,
SYMMONS, FAIR CITY ACTRESS ADIRHEANN McCAUL AND TOTAL COST €6 100 00 7 (% 175
MODEL MICHELLE RYAN. FOTAL COST €68.100.00 7 £5,175.00
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Life Skills is proudly supporied by the
fundraising efforts of Teseo staff and
customers nationwide, thanks (o the
tesco Charity of the Year Partnership.

See www.aware.ie/life-skills for information
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We presented four solutions to the new visual identity. Alf off them meeting
the requirements to the given brief. The chosen identity embodied the
aspirations and positive qualities 'Life Skills” wanted to project. A colourful
‘shining light” designed to guide attendees in the right direction to coping
with mild depression and anxiety. The structure of the identity ilustrated
how this educationat programme was the ‘central hub' wihere all information
was disseminated from and to, and where all the attendees connected to
the programme for support. These courses run throughout Irefand so we
also wanted to show the "spread’ of engagement. The design needed to
have a more scientific look and feel, in order to attract more man on to

the programme. Who traditionally have been hesitant to engage with such
programmes. So we avoided soft feminine colours and went with a more bold,
confident and dynarmic approach.

We designed the identity with Aware’s branding in mind as we wanted to
visually acknowledged the parent organisation. Hence the predominant colour
was Aware's corporate blue,

From this identity design came the concept for the campaign ook and fesl.
Using the coloured circles throughout as a graphic device, enabled us to link
all the marketing mateatials together for a strong, positive and consistent look. It
attracted attention, and gave ‘Life Skills’ its own persona.

We used images of real pecple with an empowered, positive and confident
stance to attract and speak to the intended audience. We wanted to
breakdown the barrier of depression related imagery to something more
proactive. Using images of male and female, young and oid people we were
able to speal to the wide audience that Aware wanted 1o engage with.

We kept the typography clear and concise in order to avoid any confusion and
1o make sure the audience was famifiar with what they were signing up to.

Our design for the campaign allowed for flexibility across all marketing
materials. This ensured all aspects from posters to onfine advertising gained
maximum effect and was not hampered by style or content.

The communications design has proven so successful that an online version of
the programme is being devised for people to engage with.

Overall, we wanted to project to the audience that this was an educational
programme that paricipants can engage with, and feave with the tools for
coping with life stress in a proactive way.

The 191% increase in numbers who signed up for the programme speaks for
itself,
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The target that Aware set themselves was to have a minimum of 25 people for
each of their 26 classes throughout the country. This was exceeded as all seats
were filled, in fact they were over subscribed and now had 32 people per class.
Unfortunately, they even had 1o turn away around 5% of interested people who
wanted to attend. And they now have a waiting Jist for their September cycle of
the programme.

Another target that Aware set themselves was 1o ensure that 70% of the
attendees, attended for the whole duration of the 6 week programme. Some
people drop out if they feel the course is not right for them. Their target was
met, as people feli that they had more information about ‘what they were
signing up for' from the clear and concise marketing materials designed by
Clickworks,

During the course of the advertising campaign Aware filled all the places
available within 2-3 weeks. A far quicker uptake then previous.

Aware’s results from their new identity design and campaign design for their
'Life Skilis” programme exceeded all targets,

Aware were thrilled with the results of the amount of people who engaged

with the online advertisements. Having high click-through-rates of 0.18% (the
average is 0.079%) indicated & high interest and engagement in the programme
and the service they offered.

Independent evaluation of Aware's Life Skilis programme by Dr. Katrina Collins,
shows a significant positive impact from participation on individual's mooed in
terms of self-reported depression and anxiety: 20% of participants reported
having ‘severe’ anxiety in Session One, with no-one reporting this in Session
Six, having completed the programme.

Clickworks changed the perception of design for the subject of depression —
from something that was represented in a negative fashion — to an attractive,
positive, pro-active and approachable visual style. Which in turn helped reverse
the stigma of signing up for a programme like 'Life Skills'. An empowering step
by an attendee to ook after their mental health.

in the near future our design will be adapted for an online version of the
education programme. Showing the versatility of the concept.
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Aware received financial support from Tesco. Tesco Ireland staff have chosen
Aware as their charity of the year 2012 and 2013. This support helped
in buying media space for online advertising. Aiso Tesco promoted the
programme to all their staff throughout their stores with in-house POS,

Aware's own in-house PR staff promoted this programme. Using social
media to spread the word and sent out press releases of their launch of the
programmes new ook,

Press advertising was commission to promote the programme. Using a special
refationship with "Metro Herald Ireland” a free daily newspaper who dic an
advertorial on the ‘Life Skills' programme.

Radio Ads were produced and 'News Talk’ an Irish radio station did a special
interview to raise awareness on the programme.

Aware found that they had telephone queries everyday from the public about
the programme since the campaign faunch. It was a big change as previously
alot of their attendees would have only heard of the programme form their
doctors.
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OMD is part of the Omnicom group, the world’s largest marketing services
company. OMD lreland are Aware’s media agency. They booked ail the
online media space.

Please see the CTR and CPC figures for the ‘Life Skills’ campaign for April
2013.

The industry average CTR for standard display banners is 0.07%. With rich
creative the average CTR would be 0.11%.

As you can see from the opposite figures, Aware had an average click-
through-rate of 0.18%. And the highest click-through-rate being 0.89%.
Well above the national average.

The Aware campaign ended on the 14th of April and delivered 4,888,829
Impressions, 8,913 clicks and had a strong overall ctr of 0.18%

Sky Media performed very well with the supersky banner driving a huge
volume of clicks (1,247) and very high ctr 6f0.30%.

The supersky aiso performed brillantly on RTE with 1,516 click and otr of
0.71%

The average cost per click for the supersky on Ste was €0.66 which is
incredibly low,

Accuen alse came in at a low cpe but for this particular campaign we have
tearnt the larger formats out performed the standard mpu and leaderboard.

The Irish Times takeaver ran on the 8th of April and had strong
engagement. in total the takeover received 2,116 clicks | the sikin was the
strongest format and received 1,355 clicks.

The Daify Mail mobiie app drove 1,363 clicks and also had a low cpc of
€1.66.

The Yappy mobile network is alse performing well and to date has delivered
799 clicks with a low cpc of €1.50.

Therefore the onfine campaign got a lot of #raction and performed
exceptionally well, This happened across all sites.
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See the ‘before and after’ campaign stats from Aware on the attendance for
the "Life Skills' programme. The stais which concern the new design of the
visual identity and campaign look are for April 2013,

An increase of 191% participants signed up for this free programme.

The target set of 25 people per a class was exceed. Class sizes increased to
32 people per a ciass.

More classes were set-up to meet demand.

Aware now have a waiting list of interested pecple for the next cycle of their
"|ife Skills' programme in September.

The April 2013 stats show that over 70% of attendees complated all 6 weeks
of the programme - the best continued attendance figures so far.

Aware believe that this is down to how the programme was visually
cormmunicated through cur designed marketing materials. Participants felt
better informed, they knew what they were signing up for’.




TESTIMONIALS FROM ATTENDEES

Aware uses independent research to assess the impact of all their work. This is
a crucial element in Aware’s objectives.

They used independent researchers Dr. Katrina Collins and Clinicat Director
Claire Hayes to gain insights from attendeas of the ‘Life Skills' programme.
Aware 2iso used Survey Monkeay for research.

Again they received positive feedback and engagement. Please see quotes and
testimonials from attendees above.

The guantitative findings were supported by open ended feedback from
individuals about the positive impact the programme was having and was
likely to have on their mentat health in the near future. The life skills gained as a
result of participating in the programme enabled participants to better manage
stressful situations in the future.

Overall post programme research has demonstrated positive feedback and
engagement with the *Life Skills’ programme.




