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About this report 

This report is a summary and an evaluation of phase four of the 

National Adult Literacy and Numeracy Awareness Campaign which 

happened in September 2019. The report should be read in conjunction 

with the summary and evaluation of the National Adult Literacy and 

Numeracy Awareness Campaign phase one (September 20161), phase 

two (September 20172) and phase three (September 20183).  

The National Adult Literacy and Numeracy Awareness Campaign was 

funded by SOLAS, the Further Education and Training Authority of 

Ireland, and it was managed by the National Adult Literacy Agency 

(NALA). 

Adult Literacy is co-funded by the Irish Government and the European 

Social Fund (ESF) as part of the ESF Programme for Employability, 

Inclusion and Learning 2014-2020.  

The research in this report was completed by Coyne Research, an 

independent market research agency. 

 

 

 

                                                           
1 SOLAS and NALA (2016), National Adult Literacy and Numeracy Awareness 

Campaign: September 2016 Summary and Evaluation, Dublin. 

2 SOLAS and NALA (2017), National Adult Literacy and Numeracy Awareness 

Campaign: September 2017 Summary and Evaluation, Dublin. 

3 SOLAS and NALA (2018), National Adult Literacy and Numeracy Awareness 

Campaign: September 2018 Summary and Evaluation, Dublin. 
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Campaign ambassadors launch ‘Take the first step’, the National Adult Literacy and 

Numeracy Awareness Campaign ahead of International Literacy Day, 6 September 

2019. Pictured L to R: Brian O’Donnell, Carlow ETB learner, Galina Moraru, Wicklow 

ETB learner, Lisa Banks, Kilkenny ETB learner, Michael Duffy, Cavan ETB learner 

and award winning Irish author Emilie Pine.   
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Introduction and background information to this report 

 

In September 2016, SOLAS, the Further Education and Training Authority in 

Ireland, funded a national adult literacy and numeracy awareness campaign to 

encourage those with literacy and numeracy difficulties to improve their skills.  

 

The campaign was a key action in Ireland’s Further Education and Training (FET) 

Strategy 2014 – 2019 which sets out to meet the training needs of Ireland’s labour 

market and society.  

 

The campaign was managed by the National Adult Literacy Agency (NALA) and it 

was supported by a range of stakeholders via a national steering committee. 

  

The campaign included national and regional radio advertising, video and digital 

advertising, outdoor advertising, posters, leaflets and public relations activity.  

 

An independent evaluation showed that the campaign performed strongly across a 

range of awareness raising metrics and made a number of recommendations.  

 

In September 2017 and September 2018, SOLAS funded a second and third 

phase of the national adult literacy and numeracy awareness campaign which 

incorporated the recommendations. An independent evaluation showed that both 

campaigns also performed strongly across a range of metrics and set out some new 

recommendations.  

 

In September 2019, SOLAS funded a fourth phase of the national adult literacy and 

numeracy awareness campaign which incorporated the recommendations identified 

as part of phase 3 (2018). This report is a summary and an evaluation of the fourth 

phase of the campaign. It is divided into three chapters as follows: 

 

1. Chapter one provides a summary of the fourth phase of the campaign. 

2. Chapter two provides the findings from an evaluation of the campaign. 

3. Chapter three provides key insights and recommendations for future campaigns. 
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Executive summary 

 

Overview of phase four of the awareness campaign  

• Phase four of the National Adult Literacy and Numeracy Awareness Campaign 

was launched on Friday 6 September 2019, ahead of International Literacy Day.  

• The awareness campaign was similar to phase one, two and three (September 

2016-2018) of the campaign. It was called ‘Take the first step’ and included 

national and regional radio advertising, video, digital and outdoor advertising as 

well as print and public relations (PR) activity. The awareness campaign 

promoted individuals who had addressed their literacy difficulty with the objective 

of encouraging others to reap the rewards by doing the same.  

• There were a number of recommendations from the evaluations of the previous 

phases of the campaign that were incorporated into the fourth phase such as the 

promotion of local ETB services and the promotion of a range of people and 

scenarios so as to appeal to a greater cohort of the public. 

• All national advertising and PR activity encouraged those interested in improving 

their basic skills to contact a national Freephone and website. All regional activity 

encouraged people to contact local ETB adult literacy services and promoted 

local contact phone numbers. 

 

Initial response to the campaign 

• NALA provided information to about 300 individuals who phoned and wanted 

information about improving their literacy and numeracy skills. This is similar to 

calls recorded in the first phases but a decrease in calls from 2018.  

• The split of callers was about 53% female and 47% male callers, and each 

person was given details of their local ETB adult literacy service. 

• When callers where asked ‘Where did you hear about us?’ Radio was the 

primary source of awareness, followed by online and word of mouth. 

• The campaign website takethefirststep.ie recorded 10,500 sessions, 13,400 page 

views and about 10,000 users during the campaign.  

• Five out of nine ETBs recorded they had received new enquiries on foot of the 

national awareness campaign. 
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Campaign evaluation 

• The reach of the ‘Take the First Step’ campaign remains high and has increased 

again in September 2019. Amongst the adult population, 39% recall some 

element of the campaign (radio, online or outdoor). This is up from 34% in 2016, 

37% in 2017 and 38% in 2018.  

• Across the media channels, the campaign registers the highest recall on Radio 

(26%). This is followed by Online (19%) and Outdoor (16%). All channels 

experienced a small increase since 2016 and a slight decrease in comparison to 

September 2018.  

• The campaign continues to be regarded as effective at encouraging people to 

seek help. Amongst those who have been exposed to the campaign, 84% believe 

it is effective at encouraging people to consider seeking help for literacy, 

numeracy and basic technology problems. Amongst those who have difficulties 

with literacy or numeracy, 57% recall the campaign – decrease of 18% from 

September 2018. However, there has been an increase in recall amongst those 

who say their friends or family have literacy or numeracy difficulties.  

• Almost half of the total population (49%) are aware that courses are available 

locally and free of charge, rising to over 2 in 3 (68%) amongst those who had 

been exposed to the ‘Take the First Step’ campaign – this is similar to 2018. 

Recommendations  

• Evaluations of the campaign show that it has had a positive impact in terms of 

awareness of services and effectiveness by those who are exposed to it. The 

challenge in the future lies in reaching the population who have not been 

exposed to it, specifically those whose needs are greatest; and creating 

pathways for individuals to take up a learning opportunity. We recommend to: 

▪ Identify, agree and research new ways of using existing assets and 

resources to reach key target audiences. 

▪ Work with ETBI to pilot localised awareness campaigns, working with a 

small number of individual ETBs, at specific times of the year to raise 

awareness among key target audiences; and  

▪ Recruit learners to work with NALA and ETBI on the campaign to actively 

engage with hard to reach target audiences, and promote suitable 

pathways for potential new learners.   
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Emilie Pine, author and literacy ambassador, Inez Bailey, CEO, NALA and Jason Vit, 

Head of local areas, National Literacy Trust UK at the launch of the National Adult 

Literacy and Numeracy Awareness Campaign, 6 September 2019.  
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Chapter one 

 

Overview of phase four of the awareness campaign 
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1. Overview of phase four of the awareness campaign 
 

This chapter summarises the fourth phase of the national adult literacy and 

numeracy awareness campaign that happened in September 2019.  

 

1.1 National Adult Literacy and Numeracy Awareness Campaign  
 

Phase four of the National Adult Literacy and Numeracy Awareness Campaign was 

launched on Friday 6 September 2019, two days ahead of International Literacy Day. 

It was launched at a photocall and conference in Dublin called ‘Literacy changes 

lives’.  

 

The creative approach and implementation of the fourth phase of the campaign was 

similar to the previous phases that happened in September 2016, 2017 and 2018 as 

the evaluations had shown that they performed strongly in terms of recall, reach, 

awareness and attitudes and no changes were recommended4.  

 

The campaign used advertising and public relations activity to promote four 

individuals who had addressed their literacy difficulties with the objective of 

encouraging others to reap the rewards by doing the same. The content and 

message of each individual’s story focused on the benefits of returning to education, 

as well as demonstrating that the service was free.  

 

The campaign ran for three weeks and included national and regional radio, video, 

digital, print and outdoor advertising as well as a public relations (PR) activity.  

 

All national advertising and PR activity encouraged those interested in improving 

their basic skills to ‘Take the first step’ by calling Freephone 1800 20 20 65, Text 

LEARN to 50050 or log onto takethefirststep.ie. Once they called or texted, NALA 

put them in contact with their local ETB Adult Education Centre or told them about 

other free services that would help them meet their needs. Regional advertising and 

PR encouraged people to contact local ETB adult education services for information.  

 

                                                           
4 SOLAS and NALA (2016, 2017, 2018), National Adult Literacy and Numeracy Awareness 

Campaign: Summary and Evaluation, Dublin. 
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1.2 Incorporation of recommendations from previous campaigns  
 

There were a number of recommendations from the evaluation of the previous 

campaigns that were incorporated into the fourth phase in 2019, such as:  

• the promotion of local ETB services, and 

• the promotion of a range of people and different scenarios so as to appeal to 

a greater cohort of the public. 

 

There were two recommendations* that could not be implemented as there was no 

additional funding to pay for them. These recommendations were to: 

• repeat the campaign with a higher media spend, and 

• include TV advertising to increase awareness. 

 

*RTE partnership 

In 2019, NALA secured a media partnership with the national broadcaster RTÉ. The 

advertising assets from the Take the First Step campaign were reworked with 

voiceovers of well-known RTE personalities, and were broadcast for free on all RTE 

platforms (Radio, TV and Digital) for three weeks in March. There is a plan to 

broadcast new assets from the 2019 campaign in January 2020. The findings from 

this partnership will be available in 2020 after the RTÉ partnership finishes. 

 

EU branding 

NALA included ESF and ESIF logos on all new campaign assets, similar to the 2018 

campaign.  

 

1.2.1 Promotion of local ETB services, learners and scenarios  

 

One of the recommendations from the evaluation of the previous phases of the 

campaign was to emphasise the availability of local ETB adult education services 

and the promotion of a range of people and different scenarios so as to appeal to a 

greater cohort of the public. In 2019, NALA produced and broadcast four new 

regional videos featuring a range of learners, as well as using regional radio, posters 

and PR. 
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1.2.2  Regional video campaign promoting local learners and ETBs *New* 

NALA produced four new videos promoting local learners from Limerick and Clare 

ETB, Kilkenny and Carlow ETB, Waterford and Wexford ETB and Kildare Wicklow 

ETB.  Each video featured learners in their home town talking about how going back 

to education has benefited them. The videos showed them going about their daily 

routines in their local communities – working, relaxing with family, doing hobbies and 

attending their local ETB adult education centre. The videos showed how these 

individuals had gained more confidence and were able to do more with their life 

since improving their literacy and numeracy skills. It also provided an opportunity to 

use local voices, accents and locations so that viewers would be able to identify the 

local ETB service.  

NALA produced two versions of each video:  

• 1½ minute version that ETBs could promote and use at local events, and 

• 1 minute versions that could be promoted across social media platforms.  

NALA also produced two end-frames with different call-to-actions for each video: 

• local ETB name and phone number for use by the ETB and digital marketing 

geo-targeted at specific locations, and 

• national Freephone number for use in national digital marketing to maximise 

engagement and views. 

The regions and ETBs that were promoted were:  

 

Take the 
first 
step

Limerick 
Clare ETB

Carlow 
Kilkenny 

ETB

Waterford 
Wexford 

ETB

Kildare 
Wicklow 

ETB
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Learners who took part in the videos  

 

Margaret Donovan, Limerick and Clare ETB 

Watch Margaret’s story here https://youtu.be/_sz41fW7ycU 

 

 

 

Margaret is an adult learner in Ennis. She is in her 50s and is a member of the 

travelling community. There were 12 children in her family and her parents couldn’t 

read or write. Margaret herself only went to primary school off and on. She got back 

into education through family learning classes because she wanted her daughter to 

have more than she ever had herself. She did family learning classes at night for 

three years and it completely changed her life. She discovered that she had a 

hunger to learn and she did classes in everything that was available including 

computers, cooking, art, maths, English and the Driver Theory test. Margaret says 

that going back to education gave her independence and freedom. Before that she 

felt very isolated and didn’t feel part of the wider community. She couldn’t even write 

a letter to someone, she would have to ask a settled person or a cousin that could 

read and write to do it for her. She has completed Level 5 and 6 courses in childcare 

and has been working in a crèche for 10 years.  

https://youtu.be/_sz41fW7ycU
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Lisa Banks, Kilkenny and Carlow ETB  

Watch Lisa’s story here https://youtu.be/-XZ8ZjwPweM 

 

 

 

Lisa is in her late 40s. She is originally from Dublin but moved to Kilkenny with her 

husband and children a few years ago. For years Lisa managed to get by without 

being able to read or write very well. She worked with children with special needs 

and pre-school children and she really loved it. It didn’t matter that her spelling or 

reading wasn’t great because when she read stories to the kids she would just skip 

the words that she didn’t know. At home, her husband did most of their children’s 

homework with them. He would also look after filling in any forms so not many 

people knew how bad her education was.  

Going back to adult education was difficult for her at the start but it wasn’t long 

before she grew to love going to classes. She has since completed courses in 

nutrition and personal and interpersonal skills and computers.  

Lisa said that she is a much more confident person since returning to education. Last 

year she joined NALA’s student subcommittee and loves representing the views of 

adult learners.  

https://youtu.be/-XZ8ZjwPweM
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Mary Devereux, Waterford and Wexford ETB 

Watch Mary’s story here https://youtu.be/iFh0oD8sG4E 

 

 

Mary is 54 and is from Enniscorthy, Wexford. She left school in her junior cert year. 

She was mocked by teachers for being left handed and never really took to school 

after that. She started working in Kelly’s Hotel in Rosslare and she was there for 26 

years. She loved it there and really enjoyed meeting people and interacting with the 

guests. She gave it up when her son was born because he has autism and Fragile X 

so she became his full time carer. This is one of the main reasons Mary went back to 

education four years ago. She wanted to improve her reading, writing and spelling to 

help her to fill out all of the forms that was needed in relation to her son’s healthcare. 

She’s also really gotten into reading novels since going back to education. She really 

likes reading the Catch the Criminal section of Ireland’s Own. One of the things she 

likes most about the classes is that they have enabled her to finally get things from 

her head onto paper. She also really enjoys the social side of the classes. 

  

https://youtu.be/iFh0oD8sG4E
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Galina Moraru, Kildare Wicklow ETB 

Watch Galina’s story here https://youtu.be/Fx_3FE0qYxM 

 

 

Galina is in her early 50s and is originally from Moldova. She moved to Ireland just 

over two years ago to be with her husband who moved here 10 years ago. Galina 

could not speak English at all when she arrived here so she relied a lot on her 

husband for help. She started beginners English in Bray Adult Learning Centre and 

went on to get a Level 2 QQI award. She will start Level 3 next year. Galina wanted 

to learn English to help her integrate into Irish society and to help her get a job. The 

English classes helped her to get her taxi licence and she now works as a taxi driver. 

  

https://youtu.be/Fx_3FE0qYxM
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1.2.3 Regional radio advertisements 

Similar to our approach in 2018, NALA re-broadcast six local radio advertisements 

produced in 2017 that promoted local ETB services and phone numbers.  

The six local radio advertisements were 40 second interview style vox-pop with 

about three students from each ETB talking about how going back to education had 

benefited them. This provides an opportunity to use local voices and accents to 

promote local ETB services. Each radio advert ended with details of the local ETB 

phone number to contact for further information on courses.   

 

1.2.4 Posters with local ETB contact details 

Similar to the first phase of the campaign, NALA offered all ETBs and Adult Literacy 

Centres or Services bespoke posters with local contact phone numbers, websites 

and corresponding ETB logos.  

• Seventy five centres ordered bespoke posters (with local contact details).  

• Seventy centres ordered generic posters (with national contact details).  

 

 

1.2.5 PR for centres 

In addition to the posters, NALA also provided PR services, in the form of press 

releases and social media activity, to 45 centres who requested it.  
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1.3 Integrated campaign approach   
 

Similar to the other phases of the campaign, an integrated campaign approach was 

chosen that included radio, digital and outdoor advertising aimed specifically at 

reaching the target audience, that is, individuals with literacy and or numeracy 

difficulties. This was supplemented with printed materials disseminated locally, PR 

and other awareness activity to augment the campaign and increase awareness.  
 

 

 

 

 

 NALA and Mindshare – media buying agency 

 NALA and The Reputations Agency – PR agency 

 NALA and ETB Adult Literacy Organisers 

 NALA and ETB Adult Literacy Organisers 

 

Take the 
first 
step

Radio

Digital

Outdoor

Local 
posters

National PR 
and other 
awareness 

activity

Regional PR 
with ETB 
students 

and tutors
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1.3.1 National radio advertising promoting Freephone and freetext (3 weeks) 

 

 

 

 

1.3.2 Regional radio advertising promoting ETB adult literacy service (3 weeks) 

 

 

  

Take the first step, 

Freephone, 
Freetext, 
Website

RTE One 

Today FM
IRS+ (15 
stations)

Media Central 
(Spin, 98FM, 
Beat, 4FM, 
Classic hits)

Local ETB 
contact 
number

FM104 - City 
of Dublin ETB

96FM - Cork 
ETB

LMFM - Louth 
Meath ETB

Galway Bay 
FM - Galway 
Roscommon 

ETB

WLFM -
Waterford 

Wexford ETB

Limerick FM -
Limerick Clare 

ETB
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1.3.3 Digital advertising (4 weeks) 
 

Video on 
Demand – 4 
testimonial 
videos from 
2016 
campaign 

 
Video content 
created and 
seeded 
through 
Facebook 

 
Online 
advertorials 
seeded 
through radio 
websites and 
mobile and 
digital display 
advertising to 
support the 
campaign 
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1.3.4 Outdoor advertising (2 weeks) 
 

150 Bus 
interior 
posters 
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1.3.5 Posters  

New poster (personalised featuring local ETB numbers and generic featuring NALA 

freephone) were produced and distributed to 145 adult education centres. 
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1.3.6 NEW Podcast – ‘I forgot my glasses’ 

 

 

We produced a new podcast as part of this year’s Take the first step campaign. The 

podcast, which is called ‘I forgot my glasses’, features learners from Cavan 

Monaghan ETB, Mayo Sligo and Leitrim ETB, Kildare and Wicklow ETB and also an 

Adult Literacy Organiser from City of Dublin ETB. The podcast is available on 

Spotify, iTunes and NALA’s YouTube channel. So far it has been listened to over 

350 times with further promotion work currently being carried out. 
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1.3.6 National PR and media coverage – some highlights 

 

 Date  Activity 

Friday 6 

September  

 

 

 
 

NALA organised a conference to mark the start of National Adult 

Literacy Awareness Week and the launch of the SOLAS funded 'Take 

the first step' campaign.  

 

The conference was called ‘Literacy changes lives’ and highlighted why 

we need to work together to close the nation’s literacy gap.  

 

Speakers and topics: 

 

• Introduction and MC 

Joe Little, Religious and Social Affairs Correspondent, RTÉ News 

and Current Affairs 

•  

• Low literacy costs, high literacy pays - Why good literacy 

skills are fundamental to the life chances of each citizen and 

to the development of an equal society 

Dr Inez Bailey, Chief Executive, National Adult Literacy Agency 

•  

• The personal consequences 

Brian O'Donnell, Adult Literacy Student, Kilkenny and Carlow 
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Education and Training Board (ETB) and Galina Moraru, Adult 

Literacy Student, Kildare and Wicklow ETB 

•  

• Literacy in the workplace - Why we need to support low 

skilled workers in the workplace 

Andrew Brownlee, Chief Executive, SOLAS and Sylvia Caldwell, 

Learning and Development Manager, Keelings 

•  

• Health literacy and health inequality in Ireland 

Professor Donal O’Shea, Consultant Endocrinologist  

•  

• A whole community response to low literacy 

Jason Vit, Head of Literacy Hubs at the National Literacy Trust in 

the UK 

•  

• What's next? - Developing a 10 year whole-of-government and 

whole-of-society framework for literacy in Ireland 

Dr Shana Cohen, Director, Think-tank for Action on Social Change 

(TASC) 

•  

September Media interviews and coverage 

 

 
 Ireland AM – 8-minute interview with Clare McNally, NALA 
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 5,875 followers 

 
 

 
 Today FM - Interview with NALA Ambassador Emilie Pine on Take the 

First Step Adult Literacy Campaign –9 minutes, 8 seconds in length. 

 

 
 Newstalk News - Interview with NALA CEO Inez Bailey on the Take 

the First Step Adult Literacy Campaign 
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 Today FM News –Interview with Jason Vit of The National Literacy 

Agency and NALA students on Take the First Step Adult Literacy 
Campaign 

  

 

1.3.7 Regional media coverage – highlights 

 

 
 Dublin’s Q102 News –Interview with Inez Bailey, CEO of NALA and NALA students 

on the Take the First Step Adult Literacy Campaign 

 

 
 Clare FM - Interview with Tutor Margaret Donovan and NALA student Mary Flanagan 

-14 minutes and 10 seconds in length. 
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 16,000 followers 

 

 
 Interview with NALA Student Lisa Banks and Tutor Helen Walshe on NALA’s Take 

the First Step Campaign –Length –7 minutes and 54 seconds 
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 Interview on Limerick Today with Mary Dunne from Limerick ETB –5 Minutes in 

length. 
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 Cork’s 96FM The Opinion Line -Interview with Tony Moloney on NALA’s Take the 

First Step Campaign. 15 minutes in length. 

 

 
 Interview with NALA Communications Officer Patrick Gleeson discussing the NALA 

Take the First Step Campaign –7 minutes in length. 

 

 
 Cry 104FM Interview with Tony Moloney on NALA’s Take the First Step Campaign. 8 

minutes in length. 



 

33 
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 The Irish Times online 
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1.3.8 Attendance at events 

 

Ploughing Championships 

       

 

This year we implemented a new plan for our awareness work at the national 

ploughing championships. This year’s approach focused less on giving out leaflets 

and workbooks and more on promoting NALA’s Freephone number by giving out 

"get a qualification" business card and branded pens.  

 

Awareness workshop with Concern 

 

 

During Take the first step we co-facilitated a workshop with Concern Ireland in 

Dublin on Sustainable Development Goal 4: Quality Education. The event was 

attended by 40 transition year students from 4 schools; 10 Concern staff; 3 NALA 

staff and 2 students. 
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1.4 Initial response to the campaign 

 

1.4.1 Freephone calls  
 

Following the third phase of the campaign NALA provided information to 309 

individuals who wanted information about improving their literacy and numeracy 

skills. This is an increase in calls from the first phase of the campaign in 2016 when 

there were 200 calls but a decrease in calls from 20185.  It can be divided 53% 

female and 47% male. 

 

 

                                                           
5 The increase in calls in 2018 came as a result of capturing referrals given at large events, 

such as the National Ploughing Championships. We decided not to include this data in 2019, 

as following call-backs to individuals in 2018, we found that these enquires were not as 

effective as individuals who had chosen to make contact as a result of the campaign. 

2
0

0 2
5

0

5
9

5

3
0

9

1

CALLS - YEAR ON YEAR

2016 2017 2018 2019

Female
53%

Male
47%

Gender

Female Male
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1.4.2 Freephone calls and claimed source of awareness 

In the third phase of the campaign when callers where asked ‘Where did you hear 

about us?’ Radio remained the primary claimed source of awareness amongst those 

given information, followed by online and word of mouth.  

 

 

 

Event
3%

Online
23%

Print
3%

Radio
53%

TV
3%

Word of mouth
15%

WHERE DID YOU HEAR ABOUT US?

Event Online Print Radio TV Word of mouth

0

100

200

300

400

500

600

700

Event Online Print Radio TV Word of mouth Total

YEAR ON YEAR - CLAIMED SOURCE OF AWARENESS

2016 2017 2018 2019
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1.4.3 Freephone campaign referrals 

The chart below shows the number of responses where callers were given details for 

centres by ETB:  activity is predominant in the Dublin area. Other significant areas of 

call origin are Louth Meath, Kildare Wicklow and Cork. 

 

 
0 20 40 60 80 100 120

Cavan and Monaghan

City of Dublin

Cork

Donegal

Dublin and Dun Laoghaire

Galway and Roscommon

Kerry

Kildare and Wicklow

Kilkenny and Carlow

Laois and Offaly

Limerick and Clare

Longford and Westmeath

Louth and Meath

Mayo, Sligo and Leitrim

Tipperary

Waterford and Wexford

ETB REFERRED TO
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1.4.4 Website traffic 

Following the fourth phase of the campaign the main campaign website 

takethefirststep.ie received the following hits during September and October 2019:  

• 10,500 sessions on takethefirststep.ie   

• 13,400 page views on takethefirststep.ie   

• 10,000 users on takethefirstsep.ie  

 

 

1.4.5 Video performance on Facebook: 

 

Video Engagements 

(likes, comments, 

interactions) 

Video plays on 

Facebook  

Number of 

people reached 

Margaret Donovan 

(LCETB) 

8,000 120,000 256,000 

 

Lisa Banks 

(KCETB) 

3,000 90,000 160,000 

Galina Moraru 

(KWETB) 

3,000 100,000 130,000 

Mary Devereux 

(WWETB) 

1,500 80,000 170,000 
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1.4.5 Data recorded by ETB adult literacy centres  

• Education and Training Boards Ireland (ETBI) did a survey with 16 ETBs to 

gather data on the national awareness campaign. ETBI received nine responses 

to this survey.  

• Out of the nine responses received from ETBs, five had a designated contact 

number or person for recording new enquiries during the awareness campaign. 

• Five out of nine ETBs recorded they had received new enquiries on foot of the 

national awareness campaign. 

 

 

 
Campaign ambassadors launch ‘Take the first step’, the National Adult Literacy and 

Numeracy Awareness Campaign ahead of International Literacy Day, 6 September 

2019. Pictured L to R: Siobhan McEntee, ETBI; Emilie Pine, author; Andrew 

Browlee, SOLAS CEO; Michael Duffy, Cavan ETB learner; Inez Bailey, NALA CEO; 

Brian O’Donnell, Carlow ETB learner; Jason Vit, National Literacy Trust; Lisa Banks, 

Kilkenny ETB learner; and Mary Bambrick, NALA Chairperson.  
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Chapter two 

 

Campaign evaluation 
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2. Campaign evaluation  

This section provides details on quantitative research that was done to provide an 

evaluation of the 2019 National Literacy and Numeracy Awareness Campaign.   

 

2.1 Quantitative research – post campaign national survey 

The quantitative research was designed to provide an evaluation of the fourth phase 

of the campaign (September 2019) compared to first, second and third phase of the 

campaign (September 2016, 2017, 2018). The research evaluated awareness levels 

related to the campaign objectives and how the campaign rated on a number of key 

advertising metrics by a nationally representative sample. 

 

(Please note that in some of the following pages, reference is made to research findings 

from August 2016. This research was done before the campaign existed in order to provide 

baseline data to compare the September 2016 campaign research against.) 

• Pre campaign research to establish baseline data – August 2016 

• Phase 1 – post 2016 campaign quantitative research – October 2016 

• Phase 2 – post 2017 campaign quantitative research – October 2017 

• Phase 3 – post 2018 campaign quantitative research – October 2018 

• Phase 4 – post 2019 campaign quantitative research – October 2019 

 

 

2.2 Methodology - Nationally Representative Sample of Irish adults aged 18+. 

• Questions were included on the Coyne Research Omnibus survey consisting of 

1000 online interviews with adults aged 18+. 

• The margin of error for the sample is +/-3.2%. 

• Quotas were set in terms of age, gender, region and social class in order to 

ensure that a nationally representative online sample was achieved. 

• One third of the total population either have or know someone with literacy or 

numeracy difficulties. Incidence of having or knowing someone with difficulties is 

highest amongst younger age cohorts and those living in Dublin. 

• The research was done between the 30 September and 7 October 2019. 
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2.3 Summary findings 

 

• The reach of the ‘Take the First Step’ campaign remains high and has increased 

again in September 2019. Amongst the adult population, 39% recall some 

element of the campaign (radio, online or outdoor). This is up from 34% in 2016, 

37% in 2017 and 38% in 2018.  

• Across the media channels, the campaign registers the highest recall on Radio 

(26%). This is followed by Online (19%) and Outdoor (16%). All channels 

experienced a small increase since 2016 and a slight decrease in comparison to 

September 2018.  

• The campaign continues to be regarded as effective at encouraging people to 

seek help. Amongst those who have been exposed to the campaign, 84% believe 

it is effective at encouraging people to consider seeking help for literacy, 

numeracy and basic technology problems. Two in five of those exposed to the 

campaign consider it to be very effective.  

• Amongst those who have difficulties with literacy or numeracy, 57% recall the 

campaign. There is 50% recall amongst those who say their friends or family 

have literacy or numeracy difficulties.  

• Almost half of the total population (49%) are aware that courses are available 

locally and free of charge, rising to over 2 in 3 (68%) amongst those who had 

been exposed to the ‘Take the First Step’ campaign – this is similar to 2018. 

• Amongst the total population, approximately 6 in 10 (62%) claim they would know 

where to get help with literacy/ numeracy whilst over 2 in 3 (67%) would know 

where for computer/ technology skills.  
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2.4 Recall of the ‘Take the first step’ campaign 

 

• Prompted awareness of the ‘Take the First Campaign’ has increased slightly from 

2018, with almost 2 in 5 (39%) of Irish adults recalling at least one element of the 

campaign – up from 34% in 2016. 

• The biggest increases in awareness since last year are amongst the older 

cohorts (45-64 year olds) and the greatest decrease is amongst the younger 

cohorts (under 35 year olds). 

• Amongst those experiencing literacy or numeracy difficulties, just over half (57%) 

recall the campaign. 
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2.5 Recall of the campaign by channel (radio, outdoor and online) 

 

• Across different media channels, the campaign registers the highest recall on 

radio (26%), followed by Online (19%) and Outdoor (16%).  

• All channels experienced a slight decrease in comparison to September 2018.  

• Recall across all channels shows an uplift amongst older cohorts (45-64 year 

olds) from 2018. 
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2.6 Effectiveness of the campaign 

 

• Of those who have been exposed to the campaign, 84% consider it effective in 

encouraging people to consider seeking help. Two in five of those exposed to the 

campaign consider it to be very effective. This is a slight decrease from 2016, 

2017 and 2018 figures. (These ‘effectiveness’ figures are considered high 

compared to advertising industry norms (COYNE)). 
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2.7 Awareness of services and where to get help 

 

• Amongst the total population, when asked ‘if an adult wanted to improve their 

literacy or numeracy skills, do you know where they could get help’, over 6 in 10 

(62%) said ‘Yes, they would know where to go to get help with adult literacy and 

numeracy skills’. This is a small decrease on the previous year. Amongst those 

recalling the campaign those saying ‘Yes’ rise to 75%.  

• Amongst the total population, on the issue of learning computer or technology 

skills, about 2 in 3 (67%) say they know where help can be got. This is a small 

decrease on the previous year. Amongst those who recalled the campaign the 

level of positive agreement rises to 80%. 

• When asked who provides such literary, numeracy, technology classes, the 

proportion giving a generic answer of “classes/community” centres has slightly 

increased, while specific mentions of VECs/Educational Training Boards has 

slightly decreased. 
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2.8 Awareness of availability of courses 

 

• About half of the total population (49%) are aware that courses are available 

locally and free of charge, rising to over 2 in 3 (68%) amongst those who had 

been exposed to the ‘Take the First Step’ campaign. This is similar to previous 

years. 

• Similar to the previous year’s research, awareness in general increases with age 

from 39% of 18-24 year olds to 60% of 65+ year olds, highlighting the campaign’s 

greater salience and impact with older age cohorts.  

• Whilst there has been a decrease in awareness amongst those who have/know 

someone with difficulties, awareness amongst those who have been exposed to 

the ‘Take the First Step’ campaign remains high at 68%. 
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2.9 Awareness of general advertising (unprompted) 

 

• Just over 1 in 3 (36%) of Irish adults claim to recall some sort of advertising 

recently; which is similar to last year when there was no TV advertising. This 

rises to 60% for those who recall the campaign.  

• There is minimal difference across channels versus September 2018 in terms of 

recall. However, there is a 3% uplift in recall of TV from 2018 which could be as a 

result of the RTE partnership in March 2019.  

• Approximately 33% of those recalling advertising opt for radio as the channel 

recalled, which is similar to last year.  

• There is an increase in recall of online activity (social media and blogs) from 16% 

in 2018 to 20% in 2019, and a 2% increase in recalling any online activity in 

2019. 
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2.10 Awareness of the name ‘Take the First Step’ 

 

• 29% of Irish adults claim to have heard of “Take the First Step” when prompted 

with the name with very little change registering between all the waves of 

research.  

• The biggest decrease from 2018 is amongst those who have difficulties 

themselves whilst the biggest increase was amongst the 55-65+ cohort. 
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Michael Duffy and Michelle Johnston, students at Cavan Monaghan ETB both 
took part in the promotional video for Take the first step in Cavan. 
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Chapter three 

 

Key insights and recommendations 
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3. Key insights and recommendations  

The Take the first step campaign has been broadcast for four consecutive years 

(2016-2019). Evaluations of the campaign show that it has had a positive impact in 

terms of awareness of services and is considered very effective by those who are 

exposed to it.  

 

The key challenge in the future lies in reaching the population who have not been 

exposed to it, specifically those whose needs are greatest; and creating pathways for 

individuals to take up a learning opportunity.  

 

For this reason we recommend the following approach to any new phase of 

awareness work. 

 

3.1 Advertising  

 

Media spend: 

National advertising has proven effective for raising awareness with the general 

population. If we want to reach the 61% of the population who have not been 

exposed to the campaign, a simple recommendation would be to repeat the 

campaign with higher media weight, given the evidence that it is effective for those 

exposed to it.  

However, if we want to ensure we are reaching those whose needs are greatest we 

should investigate other means of raising awareness with different key audiences. 

 

Creative assets: 

Over four years considerable resources have gone into producing radio, video, 

digital and print assets. We now have a bank of assets that represent different age 

groups, demographics and life stages as well as themes such as work, family, health 

and wellbeing. Therefore, we recommend not spending any budget on producing 

new assets but rather develop new, creative and focussed ways of using them.  

 

Action: Identify, agree and research new ways of using existing assets and 

resources to reach key target audiences. 
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By way of an example, key target audiences could include, for example: 

 

 

 

 

3.2 Link with local services  

Overall the response to the campaign has been positive with the majority of ETBs 

reporting it was a very good campaign.  ETBs would like more localised awareness 

and promotion of literacy services and some have suggested a number of regional 

campaigns rather than an annual campaign as September is a particularly busy time 

of year.  

Some ETBs get more involved than others, some not at all. There is also an issue 

with reporting on calls received as a result of the campaign work as there is no 

centralised system for recorded calls. 

With this in mind we propose doing a pilot awareness campaign, working with a 

small number of individual ETBs, at specific times of the year to raise awareness 

among key target audiences, and promote local services – or very specific themes 

like family learning, health and wellbeing, workplace basic education etc. 

Action: Work with ETBI to identify pilot awareness campaigns with ETBs that 

promote specific themes at different times of the year. 

Migrant adult 
learner

Learner with 
complex needs

Early school 
leaver

Low skilled, 
low income 

learner
Retired learner

Learner in a 
community at 

risk
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3.3 Outreach 

Research conducted by NALA in 2016 showed that individuals are most influenced 

by their family, friends and peers. Sometimes people are not able to see the benefits 

to returning to learning. They had a negative experience of school in the past and 

associate returning to learning with that experience. There is also a stigma attached 

to low literacy and basic skills. Often people feel too embarrassed to return to 

learning and go to great extremes to hide their difficulties from their friends and 

family.  

 

We know from our work in this area that learners are best placed to encourage 

others to return to education as they often faced the same challenges and fears 

themselves. They know the barriers that exist for people and can explain through 

first-hand experience the enormous gains that can be made to both their confidence 

and basic skills by returning to education. 

 

We propose working with learners, specifically those of the agreed target audiences 

to do outreach work and raise awareness with those hardest to reach. 

 

Action: Recruit learner to work with NALA and ETBI on the campaign to actively 

engage with hard to reach target audiences, and promote suitable pathways for 

potential new learners.   
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Appendices 

Appendix A – Media schedule 

Appendix B – PR impact data  

  



 

59 
 

Appendix A – Media schedule  
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Appendix B – PR impact data  
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