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The Mental Health Commission has received funding through the Western Australian (WA) Footprints to Better Health, since 2010 to develop and implement the Strong Spirit Strong Mind Metro Project. 
The project aims to increase awareness and knowledge of the harms associated with alcohol and other drug (AOD) use among young Aboriginal people, families and communities and available support services in the Perth metropolitan area.
The Strong Spirit Strong Mind Metro Project is further enhanced by a culturally secure AOD prevention campaign, which is used to communicate the key messages:
· When our spirit is strong our mind is strong and we make good choices;
· Strong inner spirit keep our family strong, our community strong and our culture alive  and
· Drugs and Alcohol messes with your mind and affects your relationships 
The latest repeat of the campaign occurred in March and June 2016, and underwent an evaluation with 155 young Aboriginal people and showed the campaign was very effective.
KEY FINDINGS
· There is almost a universal acceptance of the potential negative consequences of using alcohol and other drugs.
· Eighty three percent of respondents indicated they were more aware of the harms associated with alcohol and other drug use as a result of the Campaign, with around a quarter naming each harm covered in the Campaign.
· Most respondents identified that all elements of the Campaign were appropriate for young Aboriginal people and 86 percent of respondents would like to see the Campaign again. 
· At least three quarters of all respondents, recall being exposed to the Campaign, with half seeing or hearing it more than three times.
· Three quarters of all respondents, claimed to have recently seen or heard alcohol and other drug advertising, but this covered a range of Campaign messages including tobacco and drink driving.
· A third of all respondents recognised the Strong Spirit Strong Mind (SSSM) logo and half recognised the slogan, SSSM.
· The best known sources for help were general practitioners, alcohol and other drug counsellors, family and helplines.
· The most recognised Campaign advertisements were the bus adshel with 64 percent awareness, followed by the video advertisement played on social media, with 62 percent awareness. 
· A large proportion of respondents were unaware of the SSSM brand, compared to Alcohol Think Again. 
· Respondents were asked to identify how the Campaign message reach could be improved.  Suggestions included:

· Make the posters more attention grabbing through improved visuals; 
· Increase the logo size on all material;
· Ensure people depicted are clearly Aboriginal; and
· Increase SSSM brand recognition through more promotion.
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