Love, Y, N {m@/

Adult Mental Health Initiative Playbook




This document is an open-source playbook
for media and creative partners to learn why
this initiative is so important and to
understand the insights that led to this work.
It also includes creative and branding
guidelines for partners to adapt the campaign

elements to their content and audiences.
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Our Mission




Why Mental Health

Pressures of modern life have pushed many Americans to their
breaking point, with 49% of U.S residents ages 16 to 65 reporting
to have a mental health condition—most commonly anxiety and/or
depression (46%). But among those reporting a condition,

only 48% report getting any kind of help or treatment.’

The challenges show up at work, too. Only 35% of U.S.
employees report feeling comfortable discussing mental health
with colleagues,? and 25% of employees often feel down,
depressed, or hopeless.®

Despite the prevalence of these mental health challenges, only
57% report being able to cope with stress/challenges in a healthy
way and 38% would only seek professional help as a last resort.?
Adding to the challenge is the 43% who choose to simply ignore
difficult emotions and the over 40% who don’t feel comfortable
talking to friends and loved ones about emotions or how they’re
feeling.2

Sources

1. CDC, 2021

2. Ad Council Mental Health Segmentation Research, May 2022
3. Society for Human Resource Management, 2023

Love, Your M {/\J
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Mission

The Ad Council, in partnership with
the Huntsman Mental Health Institute,
is leading a groundbreaking initiative
dedicated to creating a society

that is more open, accepting,

and proactive when

it comes to mental health.

“Love, Your Mind” is a simple invitation

to check in with your own mental health
and recognize that it’s okay to not feel
your best. Our campaign acts as a simple
yet powerful platform to change norms,
break down cultural barriers, and inspire
individuals to actively take care

of their mental health.

Love, Your M f/n[
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COUNCIL

Mental Health Considerations

(&) HUNTSMAN

Keep in mind...

e \We all have mental health, just like physical health, and each impacts the other.

° Mental health includes our emational, psychological, and social health. These affect how we think, feel,
and act, and also impact how we manage stress and relate to others.

e  Mental health is a continuum that we all move across throughout our lives. Sometimes, we may be thriving.
Other times, we may struggle with our mental health even without having a mental condition or disorder.

e  There is no one-size-fits-all approach to taking care of one’s mental health and one’s approach
can change over time.

e  Everyone has unique experiences, needs, and resources. Therefore, it is important to encourage people
to try different things in order to find what works best for them.

e  Everyone’s culture, beliefs, values, upbringing, and language affect how they perceive and experience
mental health. Cultural differences can influence what coping mechanisms and support work best for each
of us. Consider which elements of your own culture can best support mental health in your community.

Love, Yo v M 'n J 07



Campaign Impact

Normalize

Demonstrate importance
of prioritizing mental
health.

Change perceptions
around seeking out help
for mental health.

Love, Your‘ M l\f\<[

Educate

Improve knowledge of
how to check in on
yourself and take
supportive steps for your
mental health.

ad
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Connect

Connect individuals with
culturally specific
resources such as peer
groups and proven tools.
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The Big Tent

A powerful coalition to coordinate impact

Love, Your‘ M l\f\<[

Healthcare
Providers

Community
Advocacy

Federal
+ State
Government

Creative
& Media
Community

Trusted
Influencers

COUNCIL

Community
Leaders

Corporate
& Business
Sectors

ad
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How You Can Help

Love, Your‘ M \\’\c[

ad

INSTITUTE

HUNTSMAN

MEN

®

e Support the assets being developed
by the Ad Council within the
Love, Your Mind platform.

e Use this playbook to create and
distribute content at scale. What unique
audiences can your brand reach in your
voice? What conversations can your
brand authentically facilitate within the
sphere of mental health?

e Use the #LoveYourMind hashtag in
relevant social content to spread
awareness, spur conversation, and
ignite a greater movement.

10



How to Make Custom Content

Love, Your M {ﬂj

Please fill out the appropriate form below if you
would like to use the “Love, Your Mind” brand
elements and/or Ad Council + HMHI logo

in your mental health campaign messaging.

We will review any requests and brand partners
within two business days. Custom content
featuring the “Love, Your Mind” and/or

Ad Council + HMHI logos will need to be
approved before distribution.

e Media partner form
e Campaign funding partner form
¢ Non-funding brand form

ad
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Creative Grounding




Who We’re Helping

Love, Your M {ﬂj

We're focused on reaching the over 70 million U.S. adults who face

challenges with their mental health but often hesitate to acknowledge

their struggles. Likely to see asking for help as a sign of weakness,

they commonly experience conditions such as anxiety and depression,

but are less willing to open up to others. While 76% report having a mental health
condition, less than half (45%) are getting any kind of help or treatment.’

Often associating mental health with “having a problem,” many feel that

showing their emotions goes against their personal values of strength

and self-reliance.! Ambitious and motivated (2.8x more likely to describe themselves
this way) to find success in life, they’re less likely to recognize the potential benefits
of working on their mental health.? Instead of seeking external support, they’re much
more likely to try to “tough it out” by suppressing their emotions.” Commonly
caretakers and providers, they’re driven to make a positive impact in the world.

But in doing so, they often put the needs of others ahead of their own.®

While there are demographic skews, our target is present
across all ages, genders, races, ethnicities, and communities.

Sources:

1. Ad Council Mental Health Segmentation Research, 2022

2. MRI Simmons & YouGov, 2022

3. Ad Council Mental Health Campaign Qualitative Research, 2023

ad
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The Platform

Love, Your Mind serves as a platform that grounds all executions visually, tonally, and in

messaging. With your help, we can begin to reframe mental health, model behaviors that
foster well-being, and help connect people to the education and resources they need to

find balance and succeed.

As we embark on this journey together, remember that each community and audience
represents its own unique experiences and needs. That’s where you come in. We invite
you to create authentic executions that reflect your audience’s lived reality while echoing
the core message of Love, Your Mind: When we nurture our mental health, it can help
us get where we want to go.

Love, Your Mind can come to life in many ways, including creator content, video series,
social engagement tactics, and localized ground media initiatives. Use this platform as a
stage to tell stories, inspire change, and serve your community. No matter the story you tell,
the unifying element should be a gentle, caring reminder that you can get where you're
going when you begin to Love, Your Mind.

Love, Your‘ M \xr\f

ad
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Creative Keys to Success




Give them

credit for all they do in their daily life

Love, Your‘ M fnJ

COUNCIL

(&) HUNTSMAN

Before

asking them to change their thinking or
behavior around mental health

They’re juggling a lot of responsibility — jobs, kids, sick family
members — and dealing with mental health on top of it all. Giving
them recognition goes a long way in winning their trust.

19



Show them

an aspirational vision of their everyday
life that’s grounded in lived experience

Love, Your‘ M fnJ

Don’t

dwell on the discomfort of their current
struggle without resolution or a way forward

Images should reflect positive and non-stereotypical
portrayals of their lived experience. While acknowledging
difficult experiences can be important to the story, be
careful not to re-traumatize individuals.

ad
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Paint a picture

of how taking care of their mental health
can help them go further and thrive
(e.g., showing up as a better friend,
parent, partner)

Love, Your‘ M fnJ

Don’t

reinforce their perception that mental health is
a nonessential luxury without a tangible benefit

They’re hardworking, ambitious, and strive to make a
positive impact. Show them how caring for their mental
health can help them get where they’re going.

COUNCIL

(&) HUNTSMAN
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Use Not

grounded optimism to toxic positivity they’ll immediately
inspire and motivate write off as disingenuous

Use visuals that let real, optimistic emotions shine through,
making the outcome of improved mental health feel real and
relevant. Steer clear of stock photography that shows a rigid,
Staged version of happiness or positivity.

Love, Your‘ M fr\z[

ad
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Show them

the many ways to pursue better mental health
(see page 54 for a list of appropriate mental
health activities)

Love, Your‘ M fr\z[

Don’t

promote a narrow perspective on how to
address mental health

Let them know there is a wide range of ways to work on their mental
health, both independently and with the help of others. Make it clear
they can pick what feels right to them on their current journey, vs.
showing only a single way forward (e.g., promoting only therapy,
gratitude, or exercise as the sole solution).

ad
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Provide

tangible, manageable steps they can
take to get where they’re going

Love, Your‘ M fnJ

Don’t

make mental health feel mysterious,
overwhelming, or elitist

Make taking action for mental health feel approachable and
manageable within their busy life, not an intimidating or
mysterious project they don’t have time for.

ad
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Initiatives

Always: real, thoughtful, direct, empathetic, dignified, intentional

People who are struggling with their mental
health but don’t see the value in addressing it

They’d rather push through alone than admit
that there’s a real issue

Reframe mental health as a relationship that
(when cared for) can help you succeed

Core Message
Your mind needs care and support. Give it
some love and see how far you can go.

CTA
Find mental health resources at
LoveYourMindToday.org

Who

The Ad Council, Ground Game, Media and
Tech Players (e.g., Amazon, iHeart, Meta,
Pinterest, Reddit, TikTok, Phreesia,
Paramount, YouTube, X)

Thought Starters

Pieces that show a narrative from the mind,
asking for care and support and where it
could take you (e.g., show them a note from
“Your Mind”)

Activating Love, Your /I nd

Our mental health needs love and attention, just like any interpersonal relationship.

When we nurture our mental health, it can help us get where we want to go.

People who recognize they’re struggling but
don’t feel comfortable doing anything about

The idea of pursuing mental health is a direct
threat to their values and identity

Encourage taking specific, approachable
steps to care for their mental health

Core Message
Loving your mind starts with one simple step.
Give it a chance and see how far you can go.

CTA
Find mental health resources at
LoveYourMindToday.org

Who

The Ad Council, Brands, Ground Game,
Media and Tech Players, Community
Leaders (e.g., Black Community, Latino
Community, Faith Community)

Thought Starters

Content showing the tangible steps they can
take to show their mind some love (e.g.,
show guided breathing exercise or journaling)

Never: authoritarian, condescending, trivial, toxic positivity

Reframe Mental Health Show Simple Steps IHluminate the Path Make the Connection

People open to learning about the positive
outcomes of mental health and potential
ways to do so

They’re open to learning but don’t have the
vocabulary or know where to start

Point them to educational content that helps
them see a way forward

Core Message
The mental health journey is yours to make.
Find a path forward that fits you.

CTA
Explore mental health resources at
LoveYourMindToday.org

Who

The Ad Council, Brands, Ground Game,
Community Leaders, Content Partners,
Mental Health Partners

Thought Starters

Pieces that promote the campaign website
as a place to explore what might work for
them (e.g., push against “one-size-fits-all”
mental health and lead to the website)

People ready to take action for their mental
health

Fear, uncertainty, time constraints, or
finances can discourage the first step

Connect them directly to a larger community,

mental health professionals, groups, toals,
and other resources

Core Message
Get the mental health support you need.

CTA
Get connected at
LoveYourMindToday.org

Who
The Ad Council, Ground Game, Community
Players, Mental Health Partners

Thought Starter

Materials that link to resources, tools, and
community (e.g., custom pamphlet that
highlights the website and accessible
resources within the local community)

27



Messaging Love, Your /M nl

Tlluminate the Path

We can do this.

Make space for me stz Love, Your / «=» Talk it out.
so you can be there T T e e e It's not always easy,
for them. Youe Mind but it helps.
Love,
Love, 2 (
Your Mind

YO‘JF Mif\l

@) o [

LoveYourMindToday.org

PS. Find mental health resources
N ) HUNTSMAN
LoveYourMindToday.org 0

PS. Find mental health resources

LoveYourMindToday#




Creative Guidelines




Logo, English

Love, Love, Your M mc[
Your /\/\ iv’\c!



Logo, Spanish

Con Amor, Con Amor, /u Mente
o Meonte



Tone of Voice

Your mind is a thoughtful place. The writing should have the
deliberate, direct tone of a close friend writing to you in earnest.
No irony, no hedging, no clever turns of phrase. Just a series of
deeply insightful truths that feel like a lot of time, care, and
consideration was put into them.

A little bit of recognition goes a long way in getting through
to someone, so always start from a place of true empathy.

Optimism is a key element. This is about positioning mental health

as a vital asset in your personal journey to health and success. It’s
not about how far we might fall. It’s about far we can go.

Love, Youf M {nj

Also, remove any sense of a moralistic high ground from

the writing. We are not talking down to people about what they
should be doing and what they’re doing wrong. We are simply
offering a path forward for them to help themselves.

Lastly, write real feelings:
Hope. Love. Ambition. Care. Concern.
Lead from the heart.

ad
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Tone of Voice

Love, Your‘ M l\r\<[

We are

Real
Hopeful
Thoughtful
Direct
Empathetic
Dignified

Intentional

We are not

Patronizing
Dismissive
Flippant
Authoritarian

Preachy

Condescending

Trivial

COUNCIL

(.) HUNTSMAN
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Color Palette

The usage of primary
and secondary colors.

The color palette uses earth tones.
This classic editorial color choice
calms the viewer and doesn’t
interfere with the design

or message, giving the

viewer space to breathe.

Love, Your /‘/\ Mc[

(.) HUNTSMAN

Neutrals #383838 #606060 #8C8C8C #D9DIDY

§ : ]
. #3D3633 #887771
Grayish brown © f

\

- h

#E6DICF

#D9F 1

Link Color



Typography

The usage of primary and secondary Adobe fonts.

Qur primary font, Adonis, is approachable, conversational, and a classic editorial
choice, especially when it comes to legibility.

Our secondary font, Acumin, is a sans serif font that is better for longer copy and
complements our primary font. It’s very modern and of the times.

Aa Aa

Adonis Bold Acumin Medium

Love, Your‘ M l\n<[

ad
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Typography — Primary font: Adonis Bold

ABCDEFGHIJLM
NOPQRSTUV
abcdefghijlnopqr
stuvwxyz
1234567890
AIOUUN aiouiifig |

e

Love, Your‘ M {f\J

I see how hard you work.

But what about me?
I can help.

It you make time for me,
we will feel stronger than ever.

I know you say everything is good. But is it?
Give me a chance. Tkfligge san,eet.better

COUNCIL
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Typography — Secondary font: Acumin Medium

ABCDEFGHIJLM
NOPQRSTUVWXYZ
abcdefghijlnopq
rstuvwxyz
1234567890

sy 5 7

AIOUUN &i6uug;

Love, Your‘ M fnJ

| see how hard'youwork.
Making time for everyone.

But what about me?7

| can help.

If you make time for me,
we will feel stronger than ever.

I know you say everything is good. But is it?
Give me a chance. Things can get better.

COUNCIL
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Margins — Squared format

Find mental health resources
LoveYourMindToday.org

™Y HUNTSMAN ad

MENTAL HEALTH INSTITUTE COUNDIL

Taking care of you

Moo e cmcee =tV oo

N

MaXes CAre O eVeryone.

ad
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Margins — Horizontal format

-;-mu.xrmm

Breathe.

Love,

Your /ﬂim;’

LoveYourMindToday.org

ad
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MENTAL HEALTH
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CTA, URL, and CTA

The usage of primary and secondary Adobe fonts.

QOur primary font, Adonis, is approachable, conversational, and a classic editorial
choice, especially when it comes to legibility.

Our secondary font, Acumin, is a sans serif font that is better for longer copy and
complements our primary font. It’s very modern and of the times.

URL HASHTAG

| |
LoveYourMindToday.org #LoveYourMind

(.) HUNTSMAN

CTA

PS. Find mental health resources

LoveYourMindToday.org

Find mental health resources
LoveYourMindTodav.org

*CTA only used in print not Billboards
or Social/Digital: P.S. Find mental health resources

40
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CTA, URL, and CTA - Spanish

@ HUNTSMAN

URL HASHTAG CTA

PD. Encuentra recursos de salud mental

ConAmorTuMente.org #ConAmorTuMeme="  ConAmorTuMente.org

Encuentra recursos de salud mental
ConAmorTuMente.org

*CTA only used in print not Billboards
or Social/Digital: P.D. Encuentra recursos
de salud mental



Photography

Each photo should tell a story grounded in
realism. Everyday actions like walking, hanging out
with friends, thinking, etc.

The subjects are real people.The motion should
feel authentic, never overly framed or posed.

[t’s ok to sparingly show people who appear to be
struggling, distant, or not present in the moment.

But this should always be counterbalanced by

imagery that evokes feelings of optimism and
hope.

Love, Youf M {n<[
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Black and White

vs. Color

Primary photos (Print and OOH) should ideally
be in color. Black-and-white photos should lean
more heavily on white so as not to make the
image too dark or foreboding.

For secondary photos (social and digital), the
goal should always be black-and-white. But if
that’s not accessible, color is acceptable. All color
photos should be stylized: lightly washed out and
muted color tones. The background should be
clear and not cluttered.

Love, Youf M {n<[

zﬁ?‘)ﬁ;\s\ 4
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Visuals to Avoid

Anything that could insinuate violence or suicide

(e.g., weaponry, firearms, sharp objects, knives, ropes,
broken glass, people in high areas and at risk of falling,
visuals suggestive of drowning)

Anything that could be construed as a symptom
of depression or other mental illnesses
(e.g., sleeping too much)

Images that could be triggering to those experiencing
an eating disorder (e.g., tables, pantries, or refrigerators
with very much or very little food)

Other brand logos or assets (especially on attire)
Hyper-specific places such as recognizable landmarks
Imagery of people facing challenges or looking forlorn is

ok to use sparingly, but try not to over-index. And
resolve stories with hopeful, optimistic imagery.

Love, Youf M {n<[

(.) HUNTSMAN
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Messaging to Avoid

Negativity, fear, or telling people how they “should” feel
Phrases that perpetuate stigmas, such as “strength,”
“weakness,” “man up,” “mental problems,” “messed up,”
and “crazy”

Perpetuating negative stereotypes

Triggers that may cause individuals to feel shame around
their mental health (e.g., don’t imply there is a “right”

or “wrong” way for how our minds work)

Triggering shame for not yet taking steps to care for their
mental health

Providing specific advice on how to manage a particular
situation or condition

Directing audiences to specific medications, products,
services, or types of therapy

Overly dark or detailed stories about trauma, self-harm,
suicide, death, abuse, or treatment without resolution
Putting pressure on the viewer to get better, or making
them feel guilty about not taking action

Anything that appears to trivialize mental health

(e.g., someone joking during meditation or joking about
mental health challenges)

”

Love, Your /‘/\ Mc[

I know you may think it’s weak,

P.S. Find mental health resou

LoveYourMindToday.
b

(.) HUNTSMAN
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Hero Film

We see images of young men who are there, but not present. They look introspective at home, at soccer
practice, on a run, playing basketball, commuting to work.

V/O: | wonder if you know that | want the best for you.
| know you're going through a lot.
| wonder if you know that the big homie needs help too.
That you can’t just rebound from everything.
| know you've been grinding.

But how long will you fight solo?

| wonder if you know that we can get help.
Now, the tone shifts. We see a young man seeking therapy. We can tell opening up is helping him.
| wonder why we waited so long.
Not wondering anymore.
Love, Your Mind
Let’s see how far we can go.

SUPER: Find mental health resources
LoveYourMindToday.org.

() onrsiaan @ FCBNY



Mood Board



Print

I see how hard you work.

But make time for me
and see how much
further we can go.

Love,

YOU(‘ Mi/\([

PS. Find mental health resources

LoveYourMindToday/0Fg

Media partners should follow
best practices for their respective medium
(e.q., legibility, length of message, placement).



Digital Banners

Type Over Imagery

We should always aim for contrast.
Type over imagery should always be black or white.

e |f the background photo is darker, use white
type for maximum contrast.

e [fthe photo is lighter, use black type.
Always find the negative space in the image

to drop in the type. Avoid placing type
over cluttered imagery or people’s faces.

Find mental health resources

LoveYourMindToday.org (’) EH‘N'E.‘:_@}:R@'
Find mental health resources
i HUNTSMAN
LoveYourMindToday.org (%) HunTsman

Talk it out.
It’s not always easy,
but it helps.

Love,
Your Mi(\c{

Learn More Learn More

(.) HUNTSMAN

Find mental health resources

Love,

Your Mimc[

) tunisman BT

Learn More

Find mental health resources
LoveYourMindToday.org

() tontsman

Learn More
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Website / Microsites

Body content
offers clear support
and
encouragement

Always leading directly
to actionable
resources

o

Love, Your Mind

Mome  Emotiooskmcods  Unchatknges v Saces  Finding suppert v

Caring for your mind
only makes you stronger.

g your Ref

your
Your way.

Explore guides with Emotions & moods
instruction and insight

Direct link to
resources should
always be in
header

Header image
should always be
pblack-and-white

Find resources to Finding support
support yourself or
someone you love.

Body imagery

can be color or

black-and-white
e depending on the

topic

T & stres

Atantion Dutict vyperactiy Disorder
aono)

(.) HUNTSMAN



Partners’ End Cards
Partner Logo

Template subject
to change based on asset,
brand, and message.

Note: Brand logos featured
are dependent on asset.

/\/\ C[ Find mental health resources
Love, Your 1N LoveYourMindTodas.argy

HUNTSMAN

MENTAL HEALTH INSTITUTE COUNGIL ‘ Partner logo

Love,

YO\/(‘ M\v’\c[

Find mental health resources

LoveYourMindToday.org

HUNTSMAN Partner

MENTAL HEALTH INSTITUTE cuuNc!L ‘ logo

(.) HUNTSMAN
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Partners’ End Cards

Example

Template subject
to change based on asset,
brand, and message.

Note: Brand logos featured
are dependent on asset.

M C[ Find mental health resources
Love, Your N LoveYourMindTodas.argy

HUNTSMAN @i

MENTAL HEALTH INSTITUTE COUNCIL ‘

Love,

YO\/(‘ M\ﬂ([

Find mental health resources

LoveYourMindToday.org

(.) HUNTSMAN
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Radio

Love, Your Mind :30
English

VO:
Let’s take a moment to just breathe.

Deep inhale. Extend your spine.

Remain focused on what you’re doing.

If safe to do so, exhale slowly leaning to one side.

Inhale back to center.

If safe to do so, exhale slowly to the opposite side.

[long pause, guided breathing exercise]

Give your mind moments like these and you can stay more focused

throughout the day.

Find mental health resources at LoveYourMindToday.org
This message is brought to you by the Huntsman Mental Health

Institute and the Ad Council.

Con Amor, Tu Mente :30
Spanish

VO:

Tomemonos un momento sélo para respirar.

Inhala profundo. Endereza tu columna.

Mantén el enfoque en lo que estas haciendo.

Si puedes hacerlo sin peligro, exhala lentamente inclinandote hacia
un lado.

Inhala y vuelve al medio.

Si puedes hacerlo sin peligro, exhala despacio hacia el otro lado.
[long pause, guided breathing exercise]

Dale a tu mente momentos como este y estaras mas enfocado
durante el dia.

Encuentra recursos de salud mental en ConAmorTuMente.org

Un mensaje del Huntsman Mental Health Institute y el Ad Council.

ad

COUNCIL
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Radio
DJ Live Reads

:60 template

Hey this is [fJopen with personal introduction]]. | wanted to take a
moment and talk to you straight up. Not as a radio host. As a
person.

For all you have been listening to me a long time, you probably
know | was struggling with [finsert personal trial or tribulation]]

| started [finsert positive mental health practice]] and it helped me work
through what | was feeling.

| started...

Insert positive mental health practice from the following options:
Physical movement (e.g., going on a walk)

Exercise (e.g., going to the gym)

Improved diet

Opening up to a friend, family member, clergy member, community
leader, or mental health professional

Speaking with a medical health professional

Meditating

Mindfulness

Spending time outside

Journaling

Breathing exercises

Taking a moment to yourself

...and it works.

It’s a journey. Everyday is different. But I’'m definitely feeling better.
Find mental health resources at LoveYourMindToday.org

Now let’s get back to the [[music, story, sports talk, telling jokes, etc.]]
because we all know, that’s therapy too.

ad

COUNCIL

:30 template

For all you have been listening to me a long time, you probably
know | was struggling with [finsert personal trial or tribulation]]
| started

(&) HUNTSMAN

Insert positive mental health practice from the following options:
Physical movement (e.g., going on a walk)

Exercise (e.g., going to the gym)

Improved diet

Opening up to a friend, family member, clergy member, community
leader, or mental health professional

Speaking with a medical health professional

Meditating

Mindfulness

Spending time outside

Journaling

Breathing exercises
Taking a moment to yourself
and it helped me work through what | was feeling.

It’s a journey. Everyday is different. But I’'m definitely feeling better.
Find mental health resources at LoveYourMindToday.org

51



Creating Content

Obtain Ad Council approval before embarking on creative
process and before public dissemination of the content.

Always adhere to the Creative Guidelines.

Love, Your‘ M fnJ

All applicable third-party permissions, consents, approvals,
and licenses, including, without limitation, talent and music
releases, required for the distribution of the content are
your responsibility.

Compliance with all applicable laws, regulations, and other
governmental and judicial requirements relating to the
distribution of the content is your responsibility.

ad
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Helpful Mental Health Activities

Content may promote...

Physical movement (e.g., going on a walk)
Exercise (e.g., going to the gym)

Healthy eating habits

Opening up to a friend, family member, clergy member,
community leader, or mental health professional
Speaking with a medical health professional
Meditating

Mindfulness

Spending time outside

Journaling

Breathing exercises

Taking a moment to yourself
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The Advertising Council, Inc. (“Ad Council,” “we,” “us,” or “our”) has made this Adult Mental Health Initiative Playbook (“Playbook”) available to you for the purpose
of sharing the insights behind the “Love, Your Mind” initiative (“Initiative”) and providing you with creative and branding guidelines (“Creative Guidelines”) for you to
adapt elements of the Initiative into your own content (the “Content”). These Terms and Conditions (these “Terms”) describe your rights and responsibilities
regarding your use of the Playbook. PLEASE READ THESE TERMS CAREFULLY. THIS FORMS A LEGALLY BINDING AGREEMENT BETWEEN YOU AND US. IF
YOU DO NOT AGREE WITH THESE TERMS, PLEASE DO NOT USE THE PLAYBOOK OR ANY ELEMENTS CONTAINED THEREIN.

The Playbook, and the drawings, sketches, copyrights, logos, taglines, trademarks, and service marks contained therein (the “Ad Council IP”) are our exclusive
property. All rights, title, and interest in and to the Ad Council IP and all associated goodwill shall remain vested in us, subject only to the rights of use granted in these
Terms. You do not acquire any proprietary rights in any Ad Council IP by reason of these Terms or your use of the Playbook.

As between us, the Content and anything produced by you (except for any Ad Council IP contained therein), and all copyrights and all other intellectual property rights
pertaining thereto, shall be owned by you.

We grant to you a limited, royalty-free, revokable, non-sublicensable, non-transferable license, to use, copy, and display the Ad Council IP, solely as provided by us
and solely for use in connection with your creation and distribution of the Content; subject at all times to the following restrictions:

(0] You must always adhere to the Creative Guidelines;
(I You must obtain our written approval before any public dissemination of the Content;

(D) You must obtain, at your own cost, any and all applicable third-party permissions, consents, approvals, and licenses, including, without limitation, talent and
music releases, required for the distribution of the Content; and

(V) You are responsible for compliance with all applicable laws, regulations, and other governmental and judicial requirements relating to the distribution of the Content.

Except with respect to any Ad Council IP, you shall indemnify, defend, and hold us harmless from and against all losses arising out of or relating to any claim alleging
that the Content infringes or violates any third party’s intellectual property, privacy, or publicity rights (collectively, “Third-Party Rights”). We shall indemnify, defend,
and hold you harmless from and against all losses arising out of or relating to any claim alleging that Ad Council IP infringes or violates any Third-Party Rights.
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