
 

 

 

 

 

More than 200 people commit suicide on the railways every year 

…how do you stop them? 
 

A paper by 

Nick Johnson (MD of Volante Research) 

and  

Nicola Peckett (Head of Communications for Samaritans) 

 

Background 

The World Health organisation estimates that around 1 million people worldwide die by 

suicide every year.  In the UK, 6,000 people take their own lives every year, and 4,000 of 

them are men. 

 

Of those 6,000, more than 200 choose to kill themselves on the railways.  Contrary to 

popular belief, most do not jump off a platform.  In fact 63% chose to die on what is known 

as ‘open track’, miles from the nearest station.  No one knows what the real reasons for 

choosing these locations, perhaps it is to ensure they aren’t talked out of it at the last 

minute, perhaps also because the trains will be travelling at high speed so death is more 

guaranteed. 

 

Thanks to painstaking work by Samaritans, Network Rail and the British Transport Police, we 

know a little bit about the sort of people who choose to kill themselves in this way:  They 

tend to be men.  90% are white.  There is a peak around 30-50years of age.  Only 21% were 

in full-time employment.  They worked mainly in heavy manual jobs.  42% had a history of 

mental health issues. 

 

In January 2010, Samaritans and Network Rail launched a five-year joint partnership to 

reduce suicides on the railways.  One of the key elements of the initiative was an advertising 

campaign aimed at reaching the sort of man in his 30s, 40s or 50s who fitted the rail suicide 

profile.   

 

Since 63% of those who had committed suicide last year did so away from stations, the 

campaign had to work within the local community – reaching these men long before they 

made their final journey to the railway track.  We also found out that the railway suicide 

profile mirrored that of the person most likely to take their own life by any method.   

 



 

Therefore Network Rail accepted their wider corporate social responsibility role and allowed 

Samaritans to broaden the campaign beyond the station environment. 

 

It needed to get more of these men to call Samaritans and to start talking.  Anecdotally it 

was believed that the target audience for the ads would probably be very resistant to calling 

Samaritans or, for that matter, any form of discussing their problems or emotions openly. 

 

This meant that any advertising would have to be very careful in the way it sought to engage 

with these men.  The campaign wouldn’t have a big media spend behind it, so it also had to 

be very hard-hitting. 

 

Working closely with Samaritans, their creative agency – Arthur London, and also 

Samaritans’ Trustee, Stephen Platt, Professor of Health Policy Research at Edinburgh 

University, we identified key areas around the UK where we might find the sort of men who 

fitted the profile, namely: 

- the Pollok estate in Glasgow 

- the area around the former Redcar Steelworks in Middleborough 

- Romford in the east of London 

- Solihull in the Midlands 

 

Our intention was to talk to these men, trying to understand a little bit about their lives and 

carefully exploring how they reacted to the planned advertising and how they thought it 

would go down in their local communities.  In our first round of research, we selected 

Glasgow and Middleborough, speaking to a total of 10 men (five per location).   

 

Data from the British Transport Police also indicated that many men who killed themselves 

on the railways had previously been picked up by the BTP for trespassing on Network Rail 

property.  This indicated that BTP officers would have a good insight into the mind-set of 

these men.  Consequently, we also decided to interview officers in the BTP to see what they 

thought of the campaign. 

 

Why the f**k should I talk to you? 

The research posed some challenges: 

- These weren’t the sort of conversations you could have in a group; they had to be 

individual depths. 

- Our recruiters refused to enter some of the areas we wanted to conduct the research in 

(….on the advice of the police). 

- A very real concern by our client was whether these men would even talk to middle- 

class market researchers from London. 

- We needed people to open up to us and to be honest with us, but we knew our 

questions might make respondents very upset, …or very angry. 



 

 

‘Neutral territory’ 

We decided to hold all of the sessions in local community centres.  This felt like ‘neutral 

territory’ (it wasn’t their home or a pub, but equally it wasn’t a Viewing Facility).  We spent 

most of the interview getting them to talk about themselves and their lives, working hard to 

get them to relax and open-up.  Only in the last 15-20minutes of each session did we start to 

show them the ideas for the advertising campaign. 

 

 

To understand how advertising can make a difference, you first need to understand 

something of the lives and backgrounds of the people it is designed to influence. 

 

Pollok Estate in Glasgow 

Council houses occupy most of this region. Social deprivation, high levels of unemployment 

and poor housing are serious problems in areas such as Nitshill, Priesthill, Arden and 

Corkerhill.  Glasgow was notorious for its heroin epidemic of the 1980s and the legacy of this 

has remained.  There is still a lot of drug use and related gang violence in the area. 

 

Racial violence is also prevalent, with a sense that many construction jobs are only offered to 

people from Eastern Europe.  Schools and community facilities are improving in the area but 

its people still face a great many challenges. 

 

Life on the Pollok Estate is vividly described in the following verbatims from the interviews: 

 

“Long days...you can only do so much in the house.   

Every day is like the last.  I keep myself active; don’t sit around on my bum all day.   

I do painting, decorating, clean around the house...make something happen.” 

 

“It’s the worst it’s ever been.  You cannot get a job anywhere now.   

I’ll do anything; I just need a job. The Polish people took all the jobs.” 

 

“Everything’s ‘tickets’ now.  You can’t do anything without certificates.   

I could build you a house but I’ve not got a ticket to say so.   

Show me a manual job and I bet I can do it.” 

 

 

Middlesbrough 

With an industrial working class history, many parts of Middlesbrough are still thriving. 

However, the demand for manual labour seems to be declining.  The Corus TCP Steel plant 

recently closed with the loss of several thousand jobs.  The crime rate in Middlesbrough is 

nearly twice the UK average and was 4th highest in England in 2007 despite seeing year–on-



 

year reductions according to the Cleveland Police crime statistics.  Many we spoke to had 

experienced random acts of violence committed against them whilst on a night out. 

 

Many of the respondents had experience of violence: 

 

“People drink because there’s nothing to do.” 

 

“Guys go out with their money, all wishing to get something a bit better without trying.  

What little money they have they’ll spend on gambling or drink.” 

 

“I don’t like to go out in Middlesbrough any more. You just get too much hassle. My son was 

standing outside a club, about midnight. A man in a car called him over and said ‘get in the 

car’. My son said ‘no’ and started to walk away and the man got out, hit him over the head 

with a cosh and dragged him into the car. He was shouting and kicking and managed to get 

away. My son ran down the road ‘til he saw a police van. He told them what had happened 

but they just drove him home and did nothing.” 

 

 

When conducting the interviews, before exploring their reactions to the advertising, we 

wanted to understand something of the lives of the people we spoke to. 

 

Here are some ‘pen portraits’ of a few of those we spoke to: 

 

Tony – mid 40s, unemployed, lives with his parents in Solihull 

Tony used to work at the Land Rover assembly plant in Solihull but was recently laid-off, and 

lives with his parents.  His father has regularly hit and punched him and sought to disown 

him.  The last time his father beat him up, his mother begged Tony not to call the police and 

he reluctantly agreed.  He is diagnosed with bi-polar disorder and is on Lithium and anti-

depressants. 

 

Peter– 45 years old, Coke loader in Redcar Coke Works, lives in Middlesbrough 

Peter worked as a fitter, spent several years working around Europe and sending money 

home. Four years ago, he returned to find his wife had been having an affair and had 

become a Jehovas Witness.  He had to get a court order to allow his children to have blood 

transfusions. 

 

After his divorce he had a serious gambling problem and got into debt.  He saw an ad for 

Gamblers Anonymous, attended their meetings and gave all his credit cards to his dad 

because he couldn’t trust himself with them.  He still loves his ex-wife. 

 



 

He recently his job when the Corus plant shut down but has been offered a new job to re-

train as a Coke loader at the firm’s Redcar coke works. 

 

John– 50 years old, unemployed, lives on the Pollok Estate in Glasgow 

John grew up in a children’s home as both his parents died of cancer.  He left Glasgow in 

1979 and moved to London to avoid the heroin epidemic.  He worked as a shot blaster and 

painter. 

 

His wife died of cancer in 1997 and he moved back to Pollok with his daughter.  He has been 

unemployed ever since.  His two brothers are currently serving prison sentences for drug 

dealing.  His cousin died of a heroin overdose. 

 

Several years ago he was charged with assault – a swimming pool manager held his 

daughter’s arm, he had an argument about this, and felt the manager was talking down to 

him so he hit him. 

 

 

Donald– 45 years old, unemployed, lives on the Pollok Estate in Glasgow 

Donald left school at 16.  He started working as a mechanic but dropped out of the training 

course.  He then got a job on a building site, but didn’t hold the job down.  He served 9 years 

in prison for manslaughter (he stabbed someone). 

 

“I remember in prison, the strongest men crying – big rufty tufty sorts.  We had other cons 

who the screws had asked to be ‘Listeners’ – but you wouldn’t want to be seen talking to one 

– it would mean you were weak...and you don’t want to be seen as weak in prison.” 

 

He has lost touch with his best friend Graham since Graham started taking smack.  Graham’s 

mother is an alcoholic and no longer able to stop him.  His friend now lives in a hostel and 

has lost touch with his wife and kids.  

 

“...he [Gary] would probably see phoning Samaritans as a weakness  

because he’s a hard man; … but he’s not really – he’s a sap at heart.” 

 

 



 

The advertising campaign 

The creative agency, Arthur London, had a theory that in order for the advertising to work it 

would need to connect with these men on very fundamental and ‘masculine’ level.  This lead 

to the development of a range of potential routes that were explored.  The main campaign 

idea was centred around a series of very striking images of a boxer – the message being that 

if someone as tough as this guy can be helped by Samaritans then it’s ok for any man to call 

them. 

 

After finding out about the men’s lives we showed them the creative in a landscape and 

portrait format. We worked through the overall look and feel of the ads, then the headline 

and the body copy specifically as well as the call to action. 

 

 

 
 

The original 48-sheet ad 

 

 

 

 

 

 

 

 



 

 

 

 

Bus-shelter, telephone box and general portrait ad 

 

Our research showed that the boxing metaphor had a resonance. Many of the men we spoke to 

during our research had experience of boxing in their youth and boxing gyms are in the areas 

they live in.  It is seen as an outlet for frustration and a supremely masculine thing to do.  As 

such, it is a very relevant visual metaphor to use, although it needs the body copy for the 

analogy to be successfully decoded. 

There was some confusion as to the man’s ethnicity (he can be seen as Asian or Turkish) and 

this made it harder for the audience to relate to him (is it an anti-racist ad?) 



 

 

We looked at two versions of the copy, both for the headline and for the body copy.  It soon 

became obvious that the success of the ad was going to be very dependent upon setting the 

right tone of voice. 

 

 
 

Vs. 

 

 
 

Of the two headlines, it became very clear that ‘A Samaritan Helped Me Find My Strength’ 

worked better.  The men we spoke to didn’t want pain, they wanted the pain to go away.  

This second headline gives a sense that the problem hasn’t been solved – i.e. there is still 

pain. Taking pain suggests living with the problem.  It positions Samaritans as a form of 

‘emotional valium’ that dulls the pain but doesn’t take it away.  

 

In contrast, ’helped me find my strength’ works well as a line to justify the benefit of talking 

about your problems.  Having strength is appealing and the line adds an element of ‘nobility’ 

to the suffering (no one wanted to be pitied).  Finding strength also suggests overcoming 

problems and offering hope.  It makes sense that Samaritans could help you find your own 

inner strength and, as such, this is a message of empowerment. 



 

 

We also presented a number alternatives for the body copy and found that it was equally 

crucial in achieving a resonance with these men.  We discovered that brevity was vital.  The 

ad had to talk in the direct and to the point style of the men themselves.  This meant that 

the copy needed to be short and punchy. 

 

 
 

 

 
 

Although Samaritans were concerned that the opening line ‘Whatever you’ve done’ would 

be seen to be judgmental (a core value of the charity is to be non-judgmental), in fact it 

proved to be very important.  Many of the men we spoke to carried around a degree of guilt 

about their lives and the things they may have done in the past (including those who had not 



 

been in trouble with the police).  By saying ‘Whatever you’ve done’, the ad was clearly saying 

that it was ok, that Samaritans would not be judging its callers. 

 

Our research also found that the two lines ‘no pressure, no judgement’ were similarly 

important in achieving a rapport with the reader of the ad.  All of the men we spoke to felt 

that there was a huge stigma associated with mental health issues and that to admit to 

having problems was a tacit admission of failure.  Many feared that if they told other people 

how they really felt they would be critical or judgmental.  Consequently, many just bottled 

their feelings up inside.  There was an assumption among the men we interviewed that 

Samaritans is for people who are desperate and have found that their friends and family no 

longer want to know them – due to drink, drugs and violence. 

 

“Some people are dealt a bad hand; some people deal themselves a bad hand  

and I see it as weakness when they do that to themselves.” 

 

 

“...’no pressure, no judgement’ is good cos it’s not dictating, just advising. You don’t want 

anyone telling you what to do – like how people get wound up about the government telling 

them to do stuff.” 

 

“... ‘no pressure, no judgement’ – talk to somebody that doesn’t know you.  You go to your 

family and they say ‘we know you, we know what you’re like’...[Samaritans] you don’t know 

these people and these people don’t know you – you can tell your whole story to these kind of 

people without being judged.  I’ve done a lot of bad things in my time and I’ve paid for them  

– it’s no pressure talking to people like Samaritans I suppose.  It’s not their job to get angry or 

to go slap, smell the coffee.” 

 

 



 

 

Media placement was also a strong factor in driving what was communicated by the ad: 

 

 
 

For example, part of the media strategy included placing the ads on the outside of telephone 

boxes around locations such as betting shops, at sporting venues and pubs; another 

placement for the ad was going to be above urinals in men’s toilets.  In this context, the 

image of the boxer dominates and the copy can often be missed or ignored.  As such, it was 

seen to be a threatening and aggressive image.  Many claimed that it would become a target 

for people to hit and that the glass would very quickly be smashed. 

 

In our research group with officers with the British Transport Police, their reactions were 

broadly similar to participants in Glasgow and Middlesbrough.  They pointed out that many 

of the cases they deal with don’t involve aggressive people and that the hard-man image 

may not reflect those who are down and depressed. 

 

“...looks scary, hostile and aggressive.  

This could create a hostile environment” 

 

“It’s a very macho feel; it may disenfranchise those who are less macho 

 ...normal people who have fallen out of sync with life” 

 



 

 

Conclusions from the first round of research in Glasgow, 

and Middlesbrough 

We found that the boxer was an archetype that fitted well with the target audience.  

However, it was not always clear that he was a boxer (and without this, the image loses its 

context).  Therefore, the ads needed to very clearly demonstrate that the image was set 

within a boxing ring.  Given the sense of frustration that many felt about unemployment and 

a perception that many jobs in their area were going to immigrants, it was important that 

the ad was clearly showing a white man. 

 

We also found that the image was too confrontational for a target audience who are 

depressed and often no longer feel anger (much of the sense of aggression comes from the 

cuts on his face and his glaring eyes).  Consequently, the image should communicate 

strength of character not just physical strength, a strong man but not a violent one, 

commanding respect without inciting fear. 

 

We had all gone into the project assuming that the target audience would identify with the 

‘tough guy’ image shown in the ads..  The reality was different.  Whilst many had pasts that 

were reflected by the boxer image, most had now gone beyond anger into a depressive 

acceptance of the way things were.  As such, if the role for the advertising was to reflect an 

idealised self image of the target audience, it needed to reflect dignity and inner strength 

more than outward aggression. 

 

We reviewed the findings with the Samaritans’ team and with Arthur London, the agency 

that had created the ads.  We also spent time with the creative team at Arthur London 

talking about the mind-set of the men that we had spoken to – helping them to get into their 

psyche. 

 

The Arthur team re-wrote the copy and looked closely at how to cast the boxer in the ad.  

We then conducted further research in Romford, varying the location in order to get as wide 

a national coverage as the budget would allow; again, we spoke to five men within the target 

audience. 

 

 

 



 

Key findings from the second round of research in Romford 

 

During this round of research, we showed the men a series of potential boxer images: 

   
Boxer 1   Boxer 2   Boxer 3 

 

Boxer 1 was the original image, and again all found it overly threatening.  Boxer 3 was 

rejected as too good looking, too young and too much like a model.  However, Boxer 2 

seemed to strike the perfect balance between masculinity and aggression.  His face tells a 

story (“he’s been a bit of a roughy, he’s a bit jack-the-lad but now he’s proud of himself and his 

achievements”). Unlike the 'psycho' Boxer 1 image, Boxer 2 is a positive image in a way that 

participants wanted to relate to. Some spontaneously linked the two boxer ads – Boxer 2 is the 

winner of the fight (he’s been through the hard times and come out on top) and Boxer 1 is the loser 

(he’s beaten up and feeling down – before calling Samaritans). 

Boxer 2 was also showing off his muscles which the younger participants (late 20s) pointed 

out as being very aspirational – they liked going to the gym themselves and admired his 

physical strength. 

 

Reactions to the body copy were very consistent. Again there was a desire for the copy to 

be short and to the point, sounding like it was written by one of the target audience and not 

by an ad agency copywriter.  As literacy levels are in issue for this target audience, it was 

also important that any copy was punchy and easy to read. 

 

We worked closely with the creative team to get the casting of the boxer right (all of the 

images used so far had been stock photos so we need to find a real boxer!)  Eventually an 

amateur boxer, David White, was found and he seemed to look perfect for the role – tough 

without being psychotic! 

 

Within Samaritans, there were still some concerns that images of boxers could be an issue 

for men who were clinically depressed (as they could potentially feel inadequate when 



 

compared to such an archetype of virility and strength) and also amongst women from the 

same demographic who may have had experience of domestic violence (and consequently 

regard the boxer image as threatening).  

 

In order to explore these issues further, we spoke to two distinct target audiences, this time 

in Solihull: 

- 5 men from the same demographic as the ones we had spoken to in Glasgow and 

Middlesbrough, but who were also diagnosed as clinically depressed and on medication 

- 5 women from the same demographic 

 

Findings from the third and final round of research in Solihull 

 

This time, we showed them the, hopefully, finished ad: 

 
 

The ads included David White – the man who had been cast as the actual boxer for the 

campaign.  For many (men and women) this ad made them realise that Samaritans was for a 

broader range of people than they had previously imagined – i.e. that it would be legitimate 

to call for a whole variety of reasons and not just for suicide. 

 

“I always thought that Samaritans was for really desperate people like homeless people 

and drug addicts but this guy looks like an everyday guy and makes me see that 

Samaritans are there for anyone who needs to talk.”   - Female respondent 

 

“There’s been times when I probably should have called Samaritans but for some reason 

I never have. Seeing this ad has actually made me think I should call them if I’m feeling 

down and angry again.” – Male respondent 

 



 

No one we spoke to was upset or uneasy about the boxer image or the boxing theme of the 

advert.  When paired with the Samaritans logo, any perceptions of intimidation or aggression 

are countered by the calm and resolutely non-violent image of Samaritans. 

 

The fact that he’s clearly a boxer with gloves on gives the impression that he has his aggression 

under control – he’s a strong athlete but not violent. 

 

Males described the boxer as being a ‘man’s man’ – interested in sport, women and drinking 

beer, someone who has been through some trouble in their life and someone who they could 

imagine seeing down at their local pub. Importantly, he was consistently described as someone 

they could relate to and respect. 

 

“He looks like he could handle himself in a ring, 

but he can accept help from others for things that have happened to him.” 

 

“He looks like a proud man, maybe a fire fighter,  

he’s probably been married but now he’s divorced  

and sees his kids on the weekend.” 

 

“He looks like he could do with help to find his strength, 

he looks a bit worried and worn out [which I can relate to].” 

 

“He’s about my age and there are lots of people my age in the same boat 

[can’t find work].” 

 

Females also described the boxer as being someone they could relate to, with a similar 

appearance to their husbands and likely to have a similar occupation. For many, he looked 

more sad than aggressive. They liked that he doesn’t look too polished – he looks like a real guy 

who might live in their community. As a boxer, he looks physically strong but no one 

commented that he was threatening or intimidating. 

 

“It needs to be a strong image of a guy like that so that guys who see it will recognise 

that it’s not a namby pamby thing to call Samaritans.” 
 

“He looks not dissimilar to my husband when he’s coming off his night shift.” 
 

“He would appeal to males but it’s not excluding appeal to females.” 
 

“He looks like someone who’s been through a journey, he’s battle weary but hopeful.” 

 

“He’s a realistic guy – not ‘pingy’. He doesn’t give false hope, it’s not saying that 

Samaritans makes things brilliant and all rosy – they’re just there for you.” 



 
 

“He’s a normal everyday guy so he tells me that Samaritans is for everyone.” 

 
Many of the women we spoke with knew people who had suffered from 
domestic violence and none of them could imagine their friends being upset or 
offended in any way about the advert we showed them. 

 

“Having been through a domestic violence situation myself, I know that the abusers need 

help as much as the victim.” 

 

 

 
 

When looking at the body copy, the men liked the idea of finding strength to tackle their 

problems and admit that it is often hard to keep going each day when your prospects are so 

grim.  Women felt that the imagery of the boxer was all about strength and courage, not 

about violence – and this headline reinforces that feeling. 

 

As with the previous round of research, this copy was consistently liked by males – in 

particular the ‘no names, no pressure, no judgement’ part as this states, in a simple way, 

the benefit of calling Samaritans is that someone will listen to anything you need to talk 

about. 

 



 

Several men also particularly liked the inclusion of ‘whatever you’ve done’ as they could 

think of things they have done in the past that they have needed to talk to someone about. 

 

‘Any time’ is important too as several men commented that often the times they are feeling 

most anxious is when they can’t sleep at night or after they come back home after a 

drinking session.  Women liked the body copy for similar reasons. 

 

 

The campaign launch 

Over a period of several months, we had worked closely with both Samaritans and the team 

at Arthur London.  The research had provided vital insights that helped to shape all 

elements of the campaign (the art direction, the body copy, headlines, the casting and the 

media strategy).  At last the campaign was ready!  The initiative was launched with much 

fanfare at Waterloo Station, where a boxing ring was set-up on the concourse: 

 

 
 

 

Samaritans used the findings of the research in a Press Release to announce the launch.  

This is what was said about the research and the target audience: 

 most acknowledged that they do not discuss their emotions with friends 

or colleagues because this would be seen as ‘weak’ 

some were or had been long-term depressed due to extended periods of 

unemployment, family break-down, and/or drug and gambling problems, 

and they thought things would not get any better. Many of those in their 

40s and 50s described times in their lives when they had been violent and 

angry, but they now quietly accepted their situation, with their children 

(and sometimes their partners) being the only thing that kept them going 

 



 

 those who are unable to find work and are dependent upon their 

partner’s income, feel ‘emasculated’ and ‘reduced’ to being a 

househusband 

 when trying to help friends who had problems, many felt that they lacked 

the skills to get their friends to talk or to help them. 

 

The results so far….. 

The research itself has provoked interest amongst the academic community. 

 
'Although academic social science has gone mad for masculinity in the last couple of decades, 

there has surprisingly been relatively little qualitative research with this group of men – 

working class men in mid life. The Samaritans' market research with this group is therefore 

very welcome.' 

Dr. Jonathan Scourfield, Cardiff School of Social Sciences 

The campaign itself also achieved considerable coverage in the national news, 

garnering 231 items of news coverage in the print, broadcast and on-line media 

with around 7million ‘opportunities to see’.  This included a major item on SKY 

News: 

 

 



 

 

…and this striking double-page spread in The Sun (which we knew was widely 

read amongst the target audience): 

 

 

 

As for the campaign, its early days, but we hope to be able to announce the call 

up-lift by the time that we present the paper in March.  However, anecdotally, 

the Samaritans volunteers who staff the phone lines have noticed more calls 

from men.  To bring this to life, we have shared the recent experiences of a 

volunteer at a branch of Samaritans: 

“[One of our] volunteers recently received a call from a young man..  He had 

never called us before and indeed did not know what we did as an 

organisation, and what kind of service we offered.  He was hesitant at first, 

but soon his story flooded out.  He has a lot of issues going on right now, and 

he feels alone, lives on his own and has little support. He just really wants 

things to be different.  The volunteer spoke to him for around 40 minutes, and 

was very grateful, thanking him for his time. 

 

Anyway, all this is fine, and the volunteer commented it was a really 

'rewarding' call, but is not the most important factor... 

 

15 minutes before he called, he was standing at the bar in a local pub in 



 

Exeter with his mate.  They were discussing his situation and getting 

nowehere with it, in fact the caller said it was getting him more and more 

frustrated and upset.  It was then, as he was putting his pint down, that he 

noticed a beer mat..it was a Samaritans one. He read it quickly and slipped it 

in his pocket before his friend returned [part of the campaign included 

running the ads on beer mats].  15 minutes later, he was on the phone to us!” 

 

Another branch of Samaritans had this to say: 

I'm at the branch and blown away by how many calls we've taken from 
men today.  Talking about relationship and job stuff. 
 
I'd say the ‘Men on the Ropes’ campaign is a winner - especially with 
the two pages in The Sun. 

 

It seems appropriate to leave the final words of this paper to a man who 

attempted to take his own life -  Welsh International rugby union referee, Nigel 

Owens:  

“Men from my town would just get on with things, you weren’t even aware men 

had problems. My depression started because I didn’t like who I was and I was 

too ashamed to talk to anyone. I let these feelings build up and up, and before I 

knew it I couldn’t see a reason to live anymore, which is why I tried to take my 

own life.   

Looking back there were people I could have and should have turned to. I think 

that if I had been able to talk to someone that day, I might not have attempted 

suicide. Today, I can’t even find the words to explain how thankful I am that I am 

still here. That’s why this campaign is so important; because it has the power to 

make men aware help is available and that they should use it.” 


