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What is Just Talk?

Just Talk is a multi-agency campaign that encourages Hertfordshire’s children and
young people to show strength through talking about their mental health and to
learn where to go for support.
The Just Talk website provides a hub of information, tools and resources for
children and young people, parents or carers, and professionals. The aim is to
ensure that young people have the tools to help improve their own wellbeing.

Who is Part of Just Talk?

Just Talk is now made up of 35+ partners these include:
Beezee Bodies
Borough of Broxbourne
East and North Herts CCG
Hector’s House
HCC
Herts for Learning
Herts Mind Network
Youth Talk
Herts Sports Partnership
Herts Valleys CCG
Hitchin Boys School
JOCA
Hertsmere Leisure
Mind in Mid Herts
Monks Walk School
Natural Flair
NESSie
Nicholas Breakspear Catholic School
Oaklands College
Education Psychology
Mental Health Support Teams

Messaging
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Presdales School
Safe Space
Samaritans
Services for Young People
Step 2
Spot the Signs & Save a Life
Stanborough School
Stevenage FC Foundation
Teen Voice UK
The OLLIE Foundation
The Priory School
The Reach Free School
Watford Community Sports &
Education Trust
Welwyn Hatfield Borough Council
Welwyn Hatfield Youth Council
West Herts College
Hertfordshire Partnership University
Trust
HCT School Nursing Service

What is the purpose of this toolkit?

This toolkit is designed to give you, the Just Talk partners, all the help and
guidance you need to be able to promote your messages on social media, whilst
keeping a consistent look and feel to the Just Talk brand. This toolkit will also give
you advice on how to maximise the reach and impact of your messages.
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Messaging
It can often be difficult to know what to post, Just Talk has a variety of different
key messages it covers as part of its remit. These messages have been developed
through research and co-production with young people:
• It’s OK to not be OK.
• Talking shows strength, not weakness.
• We all have mental health, just like we all have physical health.
• Support is available and it can really help.
• You’re more likely to get better quickly if you seek help early.
Redmoor has worked to create a variety of succinct messages that work around
these messages which you can include in your posts.

It’s ok to not be ok
ok/not ok
Talking Shows Strength
There’s nothing Weak about talking
Talking is strength
The bravest thing You can do Is talk
TALKING TAKES REAL STRENGTH
IT TAKES STRENGTH TO TALK ABOUT MENTAL WELL BEING
Just like physical health, we all have mental health... so let’s talk
There is no physical or mental health, there is only ‘health’ ...so let’s talk
We need to talk about mental health, like we talk about health
Support is out there and we can Help you FIND the right path
Find the right Support for you
There is support available, We can help you find it
Like any health issue, it’s easier to treat POOR mental health if you seek help early
Getting help early Means getting Better faster
THERE ARE THINGS YOU CAN DO TO BOOST YOUR MOOD
DON’T WAIT UNTIL YOU’RE NOT OK TO THINK ABOUT YOUR WELL BEING
These messages are by no means an exhaustive list, you may want to create your
own messaging. This is why Redmoor has created a PowerPoint-style template
that consists of some designs, sized for Facebook, Twitter and Instagram, which
can easily be edited to promote your own messages.
In this document, you will find a Just Talk Style Guide, to help you make design
decisions about your custom posts as well as an, Editing Guide, that will help you
with the technical side of designing in PowerPoint.
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Messaging
Ideally, you should rotate your messaging so you never post the same message
twice in a row. For example one week you might want to promote one of the Five
Ways To Wellbeing and then the next week you may choose to post about talking
therapy services, available in the Hertfordshire area.
However, you may wish to cover the same message multiple times in a row if it is
topical, for example you may want to provide multiple links to bullying support on
anti-bullying week (see Key Dates for more relevant dates).
In addition to the key messaging created, we have provided you with some custom
hashtags you can use in your posts. #JustTalk is unfortunately used by more than
the Just Talk partners and has come to represent the wider concept of
communicating when facing issues. Instead, we recommend you use
#JustTalkHerts .

#letstalk
#talkfeelings
#notok
#wearelistening
#itsok2talk
#starthealing

#Time2Talk
#Talkingisstrength
#bebravejusttalk
#findsupport4u
#itsjusttalking
#helpstartshere

#youtalk
#welisten
#hetalks
#shetalks
#theytalk
#areuok

These hashtags are by no means an exhaustive list, you may want to use your own
hashtags or include some popular ones. Check out our list of popular hashtags in
Maximising Your Impact.

Target audiences
You should always plan your posts; starting with who your target audience is.
Target audiences should be made up of one or more demographics to help refine
your content, this could be: Black, Asian, Minority Ethnic, Lesbian, Gay, Bisexual,
Transgender, Non-binary, Under 18s, 18-25s, 65+, 25-35, 35-45, 45-55, 55-65
etc...Whatever audience you are aiming your posts at, you should try and use
messages and images that resonate with that group. You can always consult those
in your services who are of the target demographic to find out what resonates with
them or liaise with other partners in the network.
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Style Guide
This section is a Style Guide aiming to provide you with all the information on how
to create an asset, such as a poster to go on social media, that has the look and
feel of the Just Talk brand. The Just Talk-style is made up of a few key concepts:
colour, font, images, frames and layout.
Just Talk has a few core colours that you should stick to when designing anything
under the Just Talk name. These are:
Green - Just Talk uses a Mint Green for its assets, this
works well as a background with Grey and White text or as
a text, on a Grey or White backgrounds. The HEX colour
code for this Green is #49b8b2, you can paste this into
any HTML colour palette to summon this exact colour.
Grey - Just Talk uses a Steel Grey for its assets, this can
work as a background with White and Green text or it can
work as a text, against White or Green backgrounds. The
HEX colour code for this Grey is #495257, you can paste
this into any HTML colour palette to summon this exact
colour.
White - Just Talk uses a Bright White which works great as
a background or text highlight against Green or Grey. The
HEX colour code for this White is #ffffff, you can paste this
into any HTML colour palette to summon this exact colour.
In addition to these core colours the Just Talk Brand uses a few key fonts
recognizable as part of the Just Talk Brand. The first and most recognizable font
can be seen in its Logos.

Bebas Neue - This font is an all capitals font, great for headings and making key

messages stand out, however in large portions of text it is difficult to
read and so should be used conservatively. This Font, as a default, is
not available in most Microsoft or online programmes and needs to be
installed. However, Redmoor has provided instruction on how to do
this in the Editing Guide in this document.

-

Arial is a font you will likely be familiar with, it is commonly found in
Microsoft programs such as Word and PowerPoint. Arial is a good font
to use in larger bodies of text as it is easy on the eye.
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STYLE Guide
However, because it is a thin text and familiar to most people it is not
the most eye-catching of fonts therefore not well suited to headings
and key messaging.
Inter -

Inter is the font used in this document it is very similar to Arial and
available on Canva. Similar to Arial we recommend this font for larger
bodies of text or subtext, not headings. The Inter font serves as an
alternative font to Arial.

This toolkit will provide you with a library of images for you to use in creating your
posts. These images have been selected to include representations of different
demographics. Redmoor recommends when targeting specific demographics you
should try and match images that best represent the group you are targeting.
The imagery provided by Redmoor can be split into three types, positive, negative,
and metaphorical:
Positive imagery shows happy people and is representative of the aim of good
mental health and responding to mental health issues. These images pair well
with posts that promote positive messages or that encourages well-being
exercises.
Negative imagery shows unhappy people and is representative of the feelings
of those struggling with mental health issues. These images pair best with posts
that aim to be empathetic and encourage reaching out. It is important to note
that Just Talk is a positive mental health campaign. As such whilst there are
occasionally circumstances where negative imagery is appropriate, these
should be used sparingly.
Metaphorical images are images that illustrate more difficult concepts such as
people struggling in silence or behind a smile. These images pair directly with
the messages they are trying to help illustrate and are more niche.
In addition to the images provided in this toolkit, we realise you may need something
a bit more specific to fit your messages. You can find stock images on the internet
that can be cropped and used on your assets, however, you need to make sure that
these images are free for commercial use to avoid legal troubles. We recommend you
use sites like: unsplash.com, Unsplash is a site full of free high-resolution images
that you can use to find what you need. Just visit the website and type in a
description of the image you want and it will find similar results.
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Style Guide
The posts and templates provided by Redmoor encourage images to be placed
within frames rather than sitting flatly on a background of an asset or serving as the
background itself. This toolkit uses the Just Talk speech bubble as a frame for all
images. It should be noted that the bubble frames all use a coloured shadow; as
discussed earlier in this section you may want to change the colour of this to better
contrast with your preferred background. See below for examples:

The templates provided in this toolkit use a standard layout for your ease. Images
are positioned to the upper left in speech bubble frames. Text is in the center and
there is a space for logos in the bottom right. Our templates feature the Just Talk
logo but you can always swap this for your own logo.

You can use these assets to create posters and frame the wording of your post to
create strong messages. The aim is for this consistent messaging to be used
across the entire Just Talk network, helping to strengthen the campaign voice and
brand recognition.
This toolkit recommends that partners aim to post new content related to Just Talk
between once a week and once every two weeks. Posting too frequently can dilute
the power of your messages making them seem repetitive and dull. Posting too
little however means that you will not get enough coverage of your messages to
stay relevant in the minds of your target audience.
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Editing Guide
This section is aimed to help you use PowerPoint to edit the template provided. The
templates are designed to help you customise assets for posting on social media.
Ideally, these templates should be used to change images or wording, we do not
advise partners to attempt to drastically change the layout as this may lead to
formatting errors.
Here is a quick screenshot guide to changing images or logos:

Image
To change template images, right-click
on the image to bring up the image
toolbar. Then go to "Change Picture"
and then "From a File". This will bring
up your computer files. Navigate to the
location you have saved your Just Talk
toolkit and then select a different
option from the image folder. If you
use your own images you will need to
frame them in a photo editing tool.

Logo
To change the template logo simply
right-click on the image to bring up the
image tool bar. Then go to "Change
Picture" and "From a File". This will
bring up your computer files. Navigate
to the location you have saved your
preferred logo and then select it. This
will insert the logo however you may
need to resize it to fit in the speech
bubble.
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Editing Guide
To edit the text of your Just Talk templates you should first ensure you have the
Bebas Neue font installed. To do this go to your Just Talk Toolkit, and go to Fonts
there you will find a folder titled Bebas Neue. In this document, you will find the font
installer, it should look like this:
open the program and click install, this should
only take a few seconds. After this, all your Microsoft documents should have the
Bebas Neue font.
To change the asset message click on the text and highlight the words in the text.
You can then type or copy and paste in your new message. Ideally, your text should
not touch the speech bubbles on either side of the document and should fill most of
the blank space.

If your message does not fit correctly try increasing or decreasing the size of the
text to fit in the space as best as possible.
You may also need to expand or move the text boxes to get it to fit in the space
properly. Don't forget you can always use the enter key to shift text to a different
line.
If you wish to change the colour of the words in your text simply highlight the
words you want to change and use the Font colour tool on the Font section to
change this:
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Composing a post
There are lots of ways you can compose a post to promote your message across
social media, this largely depends on what platform you are using. For example
TikTok uses almost entirely video content with a tiny bit of text included as a
caption. However, the majority of partners in the Just Talk partnership are using
Facebook, Twitter, Instagram and Linkedin.
When using these platforms your
post will usually consist of three
core components: visuals, text
and call to action. Whilst this is
the standard formula for
Facebook, Instagram and
LinkedIn, on Twitter you may only
use text, particularly if you are
having a dialogue with individuals
or organisations, in this way it
functions a lot like a public
messaging forum (see example).

A humorous example of Twitter being used
in this way by the American fast-food
company Wendy's.

The majority of your posts as previously, mentioned will consist of a visual, text and
call to action element. Below, will help you get the best from each element to
maximise your posts impact:
1. Visuals - Visuals include images, video and GIFs. The purpose of the visual
is to draw the attention of the audience. This can be done through evocative
imagery, eye-catching colour, recognisable faces, memorable songs, funny
or emotional subject material. The Just Talk brand already provides you with
a differentiating colour scheme to use and included with this toolkit is a bank
of images you can switch in and out of the templates provided to suit your
message. Most visuals also include some text which frames the subject of
your post.
2. Text - Once your visuals have brought in your target audience you're text
allows you to elaborate. Here is where you communicate the details of your
message the main points, any facts, key dates and times. Bare in mind, it is
rarely effective to include large bodies of text here people often will not take
the time to read through; this is where the 3rd element comes in.
3. Call to Action - Unlike these other elements there will be no section to input
a call to action, it is simply the purpose of your post. You should think about
what you want people to do after reading perhaps follow a link, sign up to a
newsletter or follow your account.
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Maximising your impact
Social Media can be difficult to manage when you don't know the latest hints and
tips. You may find yourself wondering why some posts seem to get more
engagement than others, the tips below are designed to help you make the most of
your social media marketing.
Date & Time
Facebook, Instagram Twitter and other platforms see peaks and troughs in their
usage over the course of a day and a week. Naturally, times between 5pm to
7pm on weekdays, coincide with people finishing work and returning home, a
comfortable time for browsing and a good time to post your message. Be aware
leaving posting too late could leave your post sitting in a time where it is
common for evening rituals to take place such as, family television watching,
evening gaming, putting children to bed etc...
12pm to 1pm in the week is often a popular time for social media browsing as
people take to their phones in the Lunch break to alleviate work boredom.
It is also worth considering who your post is aimed at. For example, most
children and young adults finish school around 3pm rather than 5pm. In addition
to this, the purpose of your post should also be considered when selecting a
date and time. For example, a post aimed at encouraging children who are
being bullied to reach out may be particularly impactful around the transit time
to school between 7am to 9am.

Platforms
Choosing a platform for your message is important. Naturally, certain platforms
are more popular with certain demographics. The better you can line up your
messaging with the platform its for the more reach and impact it is likely to
have. Below are the 2021 demographic stats for the most popular social media
platforms:
Facebook:
86% of people ages 18-29 use Facebook
77% of people ages 30-49 use Facebook
51% of people ages 50-65 use Facebook
34% of people that are 65+ years old use Facebook
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Maximising your impact
Platforms
Facebook:
54% of Facebook users are female
46% of Facebook users are male
96% of users access Facebook via mobile devices
On average, Facebook users spend 35 minutes a day on the platform
Instagram:
67% of people ages 18-29 use Instagram
47% of people ages 30-49 use Instagram
23% of people ages 50-64 use Instagram
8% of people that are 65+ years old use Instagram
51% of Instagram users are female
49% of Instagram users are male
On average, Instagram users spend 53 minutes a day on the platform
Twitter:
38% of people ages 18-29 use Twitter
26% of people ages 30-49 use Twitter
17% of people ages 50-64 use Twitter
7% of people that are 65+ years old use Twitter
50% of Twitter users are female
50% of Twitter users are male
On average, Twitter users spend 3.39 minutes per session
Linkedin
21% of people ages 18-24 use LinkedIn
60% of people ages 25-34 use LinkedIn
17% of people ages 35-54 use LinkedIn
3% of people that are 55+ years old use LinkedIn
43% of LinkedIn users are female
57% of LinkedIn users are male
On average, LinkedIn users spend 6 minutes and 7 seconds per session
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Maximising your impact
Platforms
Youtube:
81% of people ages 15-25 use YouTube
71% of people ages 26-35 use YouTube
67% of people ages 36-45 use YouTube
66% of people ages 46-55 use YouTube
58% of people that are 56+ years old use YouTube
Over 50% of YouTube users are female
Under 50% of YouTuber users are male
On average, YouTube users spend 11 minutes and 43 seconds per day on
the platform
Over 70% of YouTube views are on mobile devices
Snapchat
53% of people ages 15-25 use Snapchat
34% of people ages 26-35 use Snapchat
18% of people ages 36-45 use Snapchat
11% of people ages 46-55 use Snapchat
4% of people that are 56+ years old use Snapchat
61% of Snapchat users are female
38% of Snapchat users are male
On average, Snapchat users spend 30 minutes per day on the platform
Tik Tok
55% of people ages 10-25 use Tik Tok
22% of people ages 30-49 16 use Tik Tok
14% of people ages 50-64 use Tik Tok
53% of TikTok users are male
47% of TikTok user are female.
TikTok users spend an average of 52 minutes per day on the app.
You should consider the popularity of these various platforms with your target
audience when deciding where and what to post on social media. For example
Tik Tok would be an effective platform to market to ages 10-25 where as
Facebook and Youtube would be the most effective platforms to reach people
over the age of 56.
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Maximising your impact
Hashtags
A hashtag is a label used on social media sites that makes it easier to find posts
or information with a theme or containing specific content. Here are four
reasons you should use hashtags:
1. Hashtags simplify the process – Searching a hashtag pulls results for each
post using that hashtag. Using a hashtag helps you reach your target
audience, and likewise makes it easier for others to find your information.
2. They compel an action – When a user sees a post that is of interest, they
will likely spend time looking through content brought up by the hashtag.
3. Hashtags evolve – Hashtags are being used by more and more platforms,
impacting the amount of information put directly in front of social media
users.
4. They reward the distinctive – Hashtags make finding information easier for
social media users. A unique hashtag makes your message stand out to the
users who find the hashtag valuable.
Here are some popular Hashtag which compliments the Just talk Message and
Five Ways To Wellbeing messages:
#mentalhealth
#mentalhealthawareness
#selfcare
#selflove
#motivation
#mentalhealthmatters
#loveyourself
#wellness
#mentalhealthstigma
#mentalhealthisreal
#mentalhealthadvice
#mentalhealthcommunity
#mentalhealthadvocacy

#inspiration
#FiveWaysToWellbeing
#fitness
#give
#healing
#mindfulness
#happiness
#nature
#positivity
#BeActive
#positivevibes
#TakeNotice
#therapy
#KeepLearning
#meditation
#mentalillness
#mentalhealthmatters
#mentalhealthrecovery
#mentalhealthsupport
#mentalhealthadvocate

You should pick hashtags that best relate to the topics you are talking about. If
you are struggling to include hashtags in you character count don't be afraid to
#include them in the main body of your text.
Most platforms have a trending section where you can see what the popular
topics of the day are, you can increase your reach by attuning to these topics.
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Maximising your impact
Call to Action and Tagging
A useful post on social media always has a call to action. A call to action can be
anything - a link to browse your website, a donation button, tagging a partner
agency, the purpose of this is to drive your target audience to action.
In the case of Just Talk, you may want to include links to your website or the
Just Talk website where people can find out about services that can help them,
resources that can improve their wellbeing or advice and guidance on how to
help others.
Use our Top Tips to help build your call to actions:
1. Links too long - Have you ever tried to include a link in your post and its
super long? On platforms like Twitter where you are limited by characters
this can be a real problem. Use www.tinyurl.com or www.bitly.com to turn
those long link texts into smaller ones, the link will still work the same, they
are now just shorter.
2. Make your calls visible - Calls to actions often fail when they are buried in
long paragraphs or stuck at the bottom or detailed posts. Keep the text of
your posts short or put your calls at the beginning of the post.
3. Keep it simple - The verb for using social media is called scrolling and for
good reason. Most people use social media in small bursts often throughout
the day and spend an even smaller amount of time on individual posts.
Complicated and wordy calls to action require great effort on the part of
your followers and discourage them from fulfilling your calls. The simpler
your call is the more likely your audience is to follow through - calls like:
click this link, follow this page or watch this video are easy to complete and
more likely to be followed.
You should always tag other organisations and people in your posts. This is
usually done by using the @ symbol followed by the name of the relevant party.
It's important to tag others in posts as it helps create a journey for your
followers, if they are unsure who someone is, tagging allows them to easily
follow through to places where they can get more information.
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Key Dates
Over the duration of the year, there will be a number of dates and awareness days
where issues relevant to Just Talk work are in the consciousness of communities
across the UK and the rest of the world. Distributing content around these dates is
an effective tool for increasing the reach of your messages. People are more likely
to engage and share your content on these dates. Just Talk has highlighted a
number of dates listed below where it will be promoting its messages, you may
want to consider syncing your marketing with the schedule below:

10th October 2021 - World Mental health Day
2nd to 5th November 2021 - Stress Awareness Week
13th November 2021 - World Kindness Day
16th to 20th November 2021 - Anti Bullying Week
15th to 21st November 2021 - Just Talk Week
13th December 2021 - Holiday Jumper Day
20 to 27th December 2021- Winter Holidays
2nd January 2022 - Brew Monday
1st to 28th February 2022 - LGBTQ+ History Month
7th to 11th February 2022 - Hertfordshire Feeling Good Week
1st to 30th April 2022 - Stress Awareness Month
16th to 17th April 2022 - Easter Weekend
13th to 20th May - Mental Heath Awareness Week
15th May - International Day of Families
17th May - International Day Against Homophobia, Biphobia and
Transphobia
10th to 17th - June Men's Mental Health Week
20th to 26th - Learning Disability Week
3rd July - The NHS's Birthday
12th August - International Youth Day
10th September - World Suicide Prevention Day
Please note this list of dates is not exhaustive, should your organisation wish to
use the Just Talk brand in conjuncture with other annual events, please contact
Just Talk at justtalk@hertfordshire.gov.uk.
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