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Welcome to the HeadsUp 
Campaign Guide

HeadsUp is a campaign to help men stay happy. The campaign 
targets men aged 30-59, living in low-income households in Milton 
Keynes and Bedfordshire. These men are less likely to seek help on 
mental health issues and tend to ‘suffer in silence’. The campaign is 
designed to offer men a source of information and guidance about 
any mental health issues they may be facing, communicated in a 
style to which they can relate.

This guide provides all of the information you need to know about 
the campaign and the resources available. It also offers you, the 
stakeholder, a chance to get involved and support the campaign. 
HeadsUp can support any man suffering the effects of a mental 
health problem, as well as providing tips and guidance to the people 
who are helping men to deal with their concerns. 



Background
Studies have suggested that men in the UK are not 
as likely to seek professional help for a mental health 
problem as women. This, coupled with the rates of suicide 
in men being three times higher than in women, suggests 
that there is an urgent need to help men who may be 
feeling low or suicidal. We also need to help men stay 
happy to prevent matters becoming worse. This needs to 
be done in a way that helps support men and in a language 
and tone that men can relate to. 

HeadsUp was created following research with men aged 
30-59 years old. They told us the best methods to target 
and communicate with men their age and HeadsUp 
is a product of this research. We found out that men 
preferred to talk to friends or someone with a similar 
experience about their issues, rather than a doctor. Very 
few men reach out to a helpline. It is also ingrained in a 
man’s DNA to not express vulnerability which often leads 
to many men ‘suffering in silence’.

We also found that men want to explore their issues 
alone and would seek out answers online. The preferred 
language that man like to talk in is a very jokey manner, 
which many termed as ‘banter’. We discovered that men 
do not like labels or clinical terms for how they might be 
feeling and words such as ‘mental health’ led to a stigma 
that men were not keen to associate with.

These insights led the creation of a website, which is 
designed to signpost men to the resources available but 
written in a more informal language. It also offers a wide 
range of tips and an online check - up tool to allow men to 
self-assess their symptoms without the involvement of 
other people. 

Other features include a ‘hide my screen’ button to allow 
men to explore the site, but quickly move off the site if 
they are interrupted. A ‘toolbox’ offers lots of different 
resources to address issues that lead to feelings of low 
worth, anxiety and depression such as money problems, 
a relationship breakdown and trouble sleeping. 

Other resources that have been designed to specifically 
target the audience are the HeadsUp scratch cards, 
which act much like the online check-up, encouraging 
men to use the advice underneath the scratched off 
problem they might be worried about. There are also 
beer mats and posters, signposting men to the website, 
as well as mirror stickers for display in male toilets, in 
pubs and  other social settings.



The campaign focuses on delivering the following 
key messages: 

• You are not alone

• You are not weak

• Have courage to seek support

• A brave face may not be a happy one (recognising 
symptoms in another man)

Further messages for communications include: 

• 1 in 12 men take their life every week (raising 
awareness of the scale of the problem)

• Don’t man up. Talk. 

Key Messages



This campaign uses Facebook advertising to target 
specifi c geographical locations in Milton Keynes and 
Bedfordshire, aged 30-59. From May 2018 there 
will be a number of different advertisements running 
online, including over the festive season and into the 
new year when prevalence of men ‘feeling low’ reaches 
its peak. 

Stakeholders and local businesses have also been 
encouraged to get involved in the campaign, by 
displaying posters and distributing the campaign 
resources (beermats, scratch cards, mirror concept) 
and displaying information about the campaign in key 
locations for men in the local area. 

Our aim is to get as many men as possible to the 
website, or to make them aware that this resource is 
available. We are encouraging men who suspect that 
they may have a problem with their mental well-being 
to seek help or try out some of the tips and tools 
available to them to help them to ‘stay happy’. 

Targeting Strategy



Campaign Resources  |  HeadsUp Online

The HeadsUp website was designed using feedback from local men. The online resource is fully 
responsive for both desktop and mobile so that the experience will still be the same, regardless 

of the device they use to access the site. The website features quick links to an online check-
up, a toolbox with useful hints and tips on how to cope with symptoms, as well as useful videos 

and a list of contacts for support and guidance. When a man takes the ‘online checkup’ he will 
be directed to local support if he answers in a particular way, or he will be directed to the online 

toolkit to self care. There is also a section on the website for friends and family who might be 
concerned about a man in their life. This section tells you how to support a man who is feeling 

low, including tell-tale signs and how to speak to a man who is struggling.



Relationship

problems?

Money
worries?

Lonely?

Anxious?

Campaign Resources  |  HeadsUp Scratch Cards

From research, it became apparent that men were unlikely to pick up leafl ets, particularly those 
that had reference to mental health printed on the front. They also revealed that they would not 
pick up materials related to health in the presence of others – including family and friends. 

This led the design of our ‘discreet’ but informative scratch cards, which feature a number of issues 
that a man may be struggling with. By scratching away the relevant problem, an answer is revealed, 
with tips to help or places to seek support. They feature a QR code, which will direct men to the 
online check-up on the website.

Silicon layer to be 
scratched away



Campaign Resources  |  HeadsUp Posters

The posters for the campaign are designed to raise awareness and will be displayed in key locations that 
men are likely to visit, such as supermarkets, health centres, pubs and cafés. The posters are available in 
seven different designs with the main theme being that ‘you are not alone’.



Campaign Resources  |  Beer Mats

There are four diff erent designs 
for the beermats, which will 
be located in pubs, bars and 
cafés in key locations in Milton 
Keynes and Bedfordshire. We 
felt that this would be a good 
way to spread awareness of the 
campaign, by targeting places 
that men are likely to visit. The 
beermats feature a QR code to 
take the men straight to the 
HeadsUp website.



Campaign Resources  |  Social Media adverts

There are 8 social media adverts to choose from. These can be used 
to promote HeadsUp on Facebook. They follow the 20% text rule.



Campaign Resources  |  Contact

If you would like to request any campaign materials for the HeadsUp campaign, 
you can do so by getting in touch with Emma Bates, Public Health Practitioner 
(Mental Health) at Milton Keynes Council:

             emma.bates@milton-keynes.gov.uk

             01908 253 597

             www.thisisheads-up.uk
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