
ALLANAH MOONEY
Executive Producer, Writer, Director

Allanah has over twenty years 
experience in storytelling, strategy, and 
social change. She owns Lionheart 
Productions Inc. in Vancouver, Canada. 

Our experience includes: healthcare, arts, culture, education, 
literacy, and anti-bullying campaigns. We have produced 
content for audiences in several countries. Lionheart projects 
include a 8 year workplace health and safety campaign for 
Canadian mining giant, Teck Resources. Between 2010-
2016 Teck reduced their safety incidents by 50%.

Allanah’s background includes senior community relations 
and marketing roles in professional sports with the 
Vancouver Canucks and Calgary Flames. She has 10 years 
experience as a communications consultant working with 
corporations, charities, and broadcasters on successful 
social impact projects. 
www.allanah.com, www.lionheartpr.ca

MARIGNA BRIGHT
Post Production Supervisor, Editor

Marigna has edited Olympic advertising 
campaigns, television documentaries, 
and web series. Marigna’s TV experience 
includes Post Production Supervision 
on “Timber Kings”. Allanah, Jan, and 

Marigna have collaborted on many successful Lionheart 
film campaigns.

JAN VOZENILEK
Director of Photography,  Photographer

Jan is an accomplished cinematographer 
and photographer. For over twenty 
years, he has told stories behind his 
camera and recently completed work 

as a Director of Photography on a feature documentary, 
ALBATROSS. The ALBATROSS trailer has over 25 million 
plays online. In the last two years, Jan has worked as a 
cinematographer on A&E's INTERVENTION series. 

PLEASE JOIN US. TOGETHER WE CAN:

Tell a better story. 

Promote innovative models and treatments.

Provide a tool set for use in the workplace, 
in the classroom, or at home.

Transform beliefs, attitudes, and behaviours.

Rebrand mental health.

Making a Comeback is a story driven campaign to rebrand 
mental health. This 4 part mental health web series with multi-
platform campaign is designed to reduce stigma and promote 
a new narrative for mental health. 

Personal stories showcase the journey from crisis to 
transformation. Expert interviews are featured, along with 
alternative treatment models and community outreach efforts. 
The series is candid and inspiring. 

Our short films are produced using change management and 
marketing psychology techniques.

• 4 films (8 minutes)

•  Additional content from each film includes: 'Mental 
Health Minute' and 'Mental Health Mythbusters" for social 
media distribution.

• Interactive website with downloadable films

• Blog with ongoing guest writers 

• Direct distribution to key influencers including Caregivers, 
Educators, Advocates, Policy Makers, Military, and 
Workplace Safety Leaders 

STORYLINES

When life brings you to your knees, how do you get back up?

Short films feature reoccurring characters and themes of crisis, 
friendship, innovation, recovery, and service. Locations include 
Canada and the USA.

Losing Hayden: Barb Kozeletski loses her beloved teen 
daughter to suicide and becomes an advocate for mental 
health reform.

Hope Bridge: Fredric Matteson develops a treatment 
for despair and suicidal thinking based on his 25 year 
experience with 16,000 suicidal patients at St. Francis 
Hospital in Seattle, Washington. 

Man Up: Artist Foster Eastman volunteers with Veterans 
and suicidal men to tell their stories. Also features Colonel 
Rakesh Jetly, Senior Psychiatrist, Canadian Armed Forces, 
NATO Chair in military mental health.

Second Chances: Dean Thullner survives terminal illness, 
trauma, and despair. He rebuilds his business and together 
with the LGBTQ community, creates a fashion and arts 

based fundraiser in support of mental health and addiction.

www.makingacomeback.com

CONTACT
Allanah Mooney - Executive Producer 
P:  1 604 999-2042 E: Allanah@lionheartpr.ca     Lionheart Productions Inc., Vancouver     www.lionheartpr.ca

Jan Vozenilek - Director of Photography 
P:  1 250 863-8898 E: jan@copperskyproductions.com Copper Sky Productions, Kelowna  www.copperskyroductions.com

STORIES THAT SAVE LIVES

CREATIVE TEAM

HELP US TELL STORIES THAT SAVE LIVES

BUDGET - PER FILM (ESTIMATE)

PRE-PRODUCTION 
Admin, Accn, Legal, Insurance, Development

$3,500

PRODUCTION 
Film crew, production equipment, travel

$13,000

POST PRODUCTION 
Transcription, Writer, Editors, Graphis, Music, 
Sound

$7,000

WEBSITE / MARKETING / DISTRIBUTION $1,500

DEMO REEL
www.makingacomeback.com

$25k per film  x  4 =  $100k total

SOCIAL MEDIA
facebook.com/makingacomeback



16-year-old Hayden Kozeletski took her own life while 
hospitalized at a teen mental health facility. She was 
beautiful and intelligent; a gifted artist and athlete. In 
this series, Hayden’s Mom, Barb, sets out to understand 
what happened to her beloved daughter. Along the way, 
she begins to heal herself as she reaches out to help 
other struggling families and teens. 

One of the experts Barb meets on her journey is 
Suicidologist, Fredric Matteson. Through his work 
with 16,000 suicidal people over 25 years in a Seattle 
hospital, Matteson developed a new therapy, Contextual-
Conceptual Therapy (CCT). He uses visual and kinesthetic 
tools to educate and treat patients. His work is gaining 
international attention, yet there are many obstacles for 
Fredric and the other mental health champions featured 
in the series. They struggle to point the system toward 
best practices. “We dress it up and make it look like we 
are serving people, but as soon as something happens 
we discard them. Oh they are ‘too crazy’ to help.”, says 
James Hayes. James and therapist Jason Moran met 
while while working at St. Francis Hospital with Fredric 
who trained them in CCT. 

When asked about the future, Jason replies, “Can you 
imagine going to a mental health unit and saying, ‘I’m 
about to transform,’ and everyone backing you up, and 
understanding that, and welcoming you as you walk in 
the door?” 

Colonel Rakesh Jetly also spoke of a new narrative 
needed for mental health. “The poin about illness is ‘I'm 
sick, so what?’ maybe needs to be the approach, 'I have 
good days I have bed days' but let's not confuse mental 
illness with incompetence." Jetly is the senior psychiatrist 
for the Canadian Armed Forces and the NATO chair in 
military mental health.

Dean Thullner credits the hospital with saving his life. 
“Enough.” says Dean, “People are finally saying ‘Enough 
with the stigma’. How come I can break my arm and I’m 
going to get help, but I break my brain and I’m not going 
to get help?” Dean’s fundraiser, SHINE! raises funds and 
awareness for mental health.

After his good friend died by suicide, artist Foster 
Eastman began volunteering in service of depressed men 
and struggling Veterans. Foster's work examines social 
and cultural issues often shrouded in taboo and stigma. 
Eastman explains, “The arts are a great alternative way 
to have sensitive conversations like Veterans coming 
home traumatized from Afghanistan, and struggling with 
mental and emotional wounds.”

Barb met Foster when she toured the Man Up Against 
Suicide exhibit at his gallery. A counsellor from UBC was 
also present. Foster describes an installation, “My first piece 
was a noose made out of Hermes neckties, probably the 
most expensive neckties on the planet. This was to reference 
my friend, born into a world of privilege, who took his own 
life. You are talented; you’re funny; you’re wealthy; you 
have everything to live for - and yet you don’t.”

This is tough stuff, but Foster explains, “We can’t just 
pretend it’s not happening. I think that’s our problem, 
ignoring what’s right in front of us.”

Foster volunteers on multiple arts and education projects 
including the Veteran’s Transition Network, the UBC Men’s 
Depression and Suicide Network, the Lest We Forget 
CANADA! mural, and the Man Up Against Suicide exhibit. It 
is making a difference. 

According to Man Up participant, Doug, “It was very 
cathartic being able to tell my story. It helped me deal 
with my thoughts of suicide because I was down that 
path. I was on the middle of the Lions Gate Bridge a 
year ago.” Today, Doug is well, happy, and an active 
participant and volunteer in his community.

• Suicide is the number 1 cause of death worldwide for 
teen girls (15-19)

• In 2013, Suicide was the leading cause of death for men, 
ages 20 to 34, in England and Wales

• The suicide rate of young Inuit men in Nunavut is 40 
times the rate of their peers in Southern Canada 

• GLBT youth face approximately 14 times the risk of suicide

• A study of Irish men (18-34) revealed that 78% knew 
someone who had died by suicide

• During the Afghan War in 2012, more US soldiers died by 
suicide “one a day” than were killed by enemy fire 

• Every day in the USA, 22 Veterans take their own lives

THE CAMPAIGN

Our films are produced using change management 
and marketing psychology to transform thoughts and 
behaviors. We are rebranding mental health with a story-
based campaign.

Our goal is to change cultural beliefs, attitudes, and 
behaviours to better serve our personal and collective 
mental wellbeing.

Making a Comeback resources are modular. They are 
designed to work in multiple settings and time slots. 
Personal stories connect with audiences - leaving them 
empowered and optimistic. Direct distribution to key 
influencers and at-risk communities amplifies our impact.

THE SILENT EPIDEMIC

STORYTELLING

Making a Comeback - Stories That Save Lives

“People are finally saying, 
‘Enough with the stigma’. 
How come I can break 
my arm and I’m going to 
get help, but I break my 
brain and I’m not going 
to get help?”

“We can’t just pretend it’s 
not happening. I think 
that’s our problem.”



“Can you imagine going to a mental health 
unit, and saying ‘I’m about to transform,’ and 
everybody backing you up, and understanding 
that, and welcoming you as you walk in the door?”

THE PROBLEM

People struggle to talk about mental and emotional issues. 
No one knows what to say, especially if you want to discuss 
challenging topics like trauma, despair, or suicide. Shrouded 
in ignorance, fear, shame, and mistrust, mental health has 
an image problem. It needs a new narrative.

THE PLAN

1. Produce a story-based content campaign using 
marketing psychology and change management 
techniques to transform outdated beliefs, attitudes, and 
behaviours. 

2. Distribution is free on-line, including direct distribution to 
at-risk communities and key influencers.

KEY MESSAGES

• Mental Health is misunderstood and underfunded

• As a culture we have failed people in the past

• It is no longer acceptable in our society to ignore or 
stigmatize mental health 

• More educational resources for families, schools, 
caregivers, and workplaces are needed

•  It is possible to elevate our personal and collective 
mental wellbeing

•  There are innovative models and treatments that work 

THE BENEFITS

These films are the perfect conversation starter. They set 
the stage for larger discussions in a workplace, school, 
family, media, or event setting.

Interviews with experts from communications, psychology, 
the military, and the arts make our content relevant for 
multiple audiences. We build community by weaving 
diverse people around common experiences and concerns. 

Transformational stories combined with practical 
information leave audiences empowered and optimistic. 

•  Makingacomeback.com

• Social Media Channels 

• Campaign Partner Channels 

• Families, Caregivers, and First Responders 

• Charities & Community Groups 

• Broadcast Media & Film Festivals 

• Industry Associations & Trade Unions

• Workplace Health & Safety Departments

• Active Duty Military & Veteran Organizations

• Events & Promotions 

• Employee Assistance Programs

• Faith Groups & Funeral Homes

• GLBTQ and Teen groups

• Policy Makers 

• Mental Health Training & Education Programs

• Middle Schools, High Schools, and Universities

AT RISK AUDIENCES

Direct distribution via community, workplace, 
and social channels.

KEY INFLUENCERS

Digital influencers, advocates, senior thought leaders, and 
individuals and organizations responsible for mental health 
policies, training, and care.

MEDIA RELATIONS

Online aggregators (The Huffington Post, Buzzfeed, and 
Upworthy) need fresh content

FUNDRAISING

Donors, Grants, Impact Investors and Sponsorship

DISTRIBUTION

Making a Comeback - Stories That Save Lives

COMMUNICATIONS

“The point about illness 
is ‘I’m sick, so what?’ so 
maybe needs to be the 
approach, ‘I have good 
days I have bad days’ but 
let’s not confuse mental 
illness with incompetence.”

“It fits in the sense of 
reaching people where 
they are, so if somebody 
is looking at ways to kill 
themselves and they find 
this which is ways not to 
kill yourself that might 
save a life”



Our films resonate with at-risk populations. Male friendly 
branding addresses cultural barriers to adoption. 
Distribution is focussed on key influencers and at-risk 
communities. Universal themes like the hero’s journey from 
crisis to transformation broaden our appeal. Short-form 
content is ideal for social channels. 

Digital distribution channels include:

www.makingacomeback.com, Youtube, Instagram, 
Pinterest, Twitter, Facebook and partner 
social channels.

AUDIENCE PSYCHOGRAPHICS

• The mom searching for answers following 
her daughter’s suicide 

• The gay teenager who is being bullied at school

• The teacher worrying about his students’ mental health

• The traumatized Veteran seeking confidential information 

• The frustrated Social Worker who needs new resources

• The Health and Safety Officer looking for presentation video 

• The desperate wife trying to help her suicidal husband

• The dad whose son made it home from Iraq 
but now has PTSD

KEY INFLUENCERS

Content Aggregators, Caregivers and Educators, Coaches 
and Mentors, First Responders, Celebrities and Digital 
Influencers, Military and Veteran Channels, Faith-based 
Organizations, Mental Health Advocates and Thought 
Leaders, Middle Schools, High Schools, and Universities, 
Families and Suicide Survivor Support Networks, 
Workplace Training and Employee Assistance Programs, 
Trade Unions and Professional Associations, Mental 
Health Charities and Community Groups, Corporate and 
Government Policy Makers

MARKETING

Our story world is shared across multiple channels to 
maximize impact. Modular content offers flexibility for 
presenters. They might choose to share our Mental Health 
Minute, Mental Health Mythbusters, or full length films 
individually or as a series to maximize impact.

WEBSITE

www.makingacomeback.com will feature:

• 4 films (8 minutes) 

• Mental Health Mythbusters video series 

• Mental health Minute videos

SOCIAL MEDIA 

Youtube, Instagram, Pinterest, Twitter and Facebook.

PARTNER CHANNELS 

Through our free distribution model, Making a Comeback 
provides a valuable asset to the innovators and allies 
featured in the series. Through the gift of communications, 
partners gain a tool to support their awareness, advocacy, 
and fundraising activities. This amplifies our reach and 
impact. 

EXPERIENTIAL

The Compassionate Self-Observer card gives people 
personalized and self-guided practice in reframing 
negative thoughts. In "Hope Bridge", Fredric Matteson 
explains how he uses the tool to guide his patients. It's one 
example of how we translate the expertise of mental health 

professionals to a practical level for regular people.

EVENTS 

Speakers need engaging video to bring life to their 
presentations. Our short films are ideal for events and training.

Producer Allanah Mooney received a standing ovation for her 
TEDx Talk on Rebranding Mental Health, featuring Making a 
Comeback film clips. 

https://www.youtube.com/watch?v=U93CpMy4CiY

MULTI-CHANNEL

Making a Comeback - Stories That Save Lives

“The arts are a great 
alternative way to have 
sensitive conversations 
like Veterans coming 
home traumatized 
from Afghanistan, and 
struggling with mental 
and emotional wounds.”

AUDIENCE DEMOGRAPHICS

GENDER 60% Male, 40% Female

AGE RANGE Primary Target (25 - 55)

NATIONALITY Diverse, English speaking

AT-RISK Veterans, Teens, Men, GLBTQ

LOCATIONS Canada, USA

"83% of people when they 
have a health issue, the first 
thing they do is go on the 
internet, so it’s wrong for us 
to be blind to that fact. The 
responsible thing would 
be to populate the internet 
with meaningful evidence 
based things so we can 
steer people away from the 
harmful things and toward 
the helpful things."  


