
Case StudyCase Study: 

Target: Lifetime wanted to communicate the importance for 
individuals to associate positive emotion with their job, 
raise awareness of the Lifetime courses available and 
encourage more people to ‘train themselves happy’

Timing: December 2010

Activity: Research campaign reviewing the nation’s 
happiness at work, national and regional press releases, 
learner case studies sell in to media 

Results to date: 20 pieces of media coverage including Daily 
Mail, Daily Mirror, Daily Star, Daily Telegraph and Women’s 
Fitness  

EAV: £22,000 
Reach: 84 million
ROI: 4:1 
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