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FIT FOR LIFE ‘ FIT TO FIGHT




Campaign:
“Your Choice, Your Consequences” - “Be Informed”

Army Health / CDT Dietary and Sports Supplements awareness and education Campaign Plan
Target Group:
All Serving Regular and Reserve Officers and Soldiers
Duration:
25 Mar 13 to 31 Mar 14 
Aim:
To raise awareness of the potential risks to health and the possibility of CDT failure through the use of dietary and sports supplements (supplements) 
Objectives:

· To raise awareness across the Army of the AF Supplement use policy.
· To raise the awareness of the risks to health and the potential for CDT failure.
· To raise awareness of the Informed Sport programme and to encourage service personnel to ensure that any supplements they take are free from contamination either inadvertent or deliberate. 
Background to Campaign
Officers and soldiers regularly state they have a lack of knowledge on dietary and sports supplements, and state that insufficient information is reaching the lower levels of command on the policy and guidance issued by Defence and Single Service sources.

The instances of positive CDT for steroids has reduced slightly; however, there has been a marked increase in citing supplement use as mitigation for failure. The default response from soldiers testing positive for steroids is now, “it must have been in the supplements I’m taking”.

Simply telling service men not to use supplements is unrealistic we must therefore educate them at all levels on the potential consequences of supplement use in order that they are able to make informed choices. Further more we must promote the message “Be Safe”.

Current policy on supplement use is covered in 2012DIN01-124 and direction is simple:
· Generally you don’t need supplements; you can get all the nutrition you need from a healthy balanced diet.

· If you are going to use supplements, you must ensure that the supplements are safe.  The Informed Sport program analyses supplements from a number of manufacturers and checks on a batch by batch basis that they are free from harmful contaminants. Individuals taking supplements are encouraged to ensure the supplements display the Informed Sport logo.
· Only take supplements in accordance with the manufacturers guidelines, do not stack (take multiple supplements claiming the same effect) supplements.
MATT 6, Healthy Living was updated in Jul 2012 to reflect AF Supplement use policy and highlighted Informed Sport and the web link which should be used to check the safety of supplements they intend to use. 
In order to increase awareness of the potential pit falls of supplement use, Army Health Promotion in conjunction with CDT will run the following supplement campaign elements in 2013/14:
· Army Knowledge Exchange (AKX) Forum. AKX supplement debate aimed to stimulate on-line discussion and improving awareness.  The forum will run for a duration of 8 weeks starting 25 Mar 13.

· Virtual Presentation Team. The team will consist of Army Health and CDT with SME support and will be promoted through the health committee structure with the aim of presenting at health committees, health fairs and formation/unit drug/supplement forums.

· Leaflets.  A tri-fold leaflet designed to highlight the dangers of drug, alcohol and supplement use.  For issue at CDT and health fair events.

· Poster.  A poster designed to raise awareness of the potential dangers of supplement use with the strap line `Your Choice – Your Consequence` for display in unit gymnasiums (Including Operational Theatres) medical and dental centres.

· Business Cards.  A two-sided business card that highlights the possible impact on CDT of using supplements. For issue at CDT and heath fair events.

· Payslips.  Messages drawing attention to the risk of drug, alcohol and supplement use will be printed at intervals on the service pay slip.  The lead will be supplement misuse in Nov 13 payslip and the subjects will rotate on a quarterly basis thereafter.

· Media Campaign.  This will include features in magazines and on social networks along with the use of audio and visual Radio and TV resources.
· Defence Nutrition Advisory Service (DNAS) Fact Sheets. The DNAS Fact Sheets referred to in 2012DIN01-124 are nearing publication and offer detailed guidance on nutrition and the pitfalls of supplementation. They will be introduced into general service during and as an integral component of the campaign.
The Campaign:
The campaign is designed to influence the target audience to consider the necessity for supplement use and to use them safely if they so choose.. The target audience is defined as:

· Tier 1 (T1) – the Chain of Command (CoC) defined as Div level and below.
· Tier 2 (T2) – the RAPTC and medical community.
· Tier 3 (T3) – all Army personnel who are/or considering using supplements.
· Tier 4 (T4) – families, friends and acquaintances of T3 personnel.
Phase 1: Engagement.  This phase will engage the CoC and military community.  This will ensure that the conditions are set for the influence phase by: 
· coordinating institutional support for the campaign.
· maximising complicity from main sources of influence.
· minimising the chances of conflicting messages once the decisive phase commences.
This will be done through a number of mechanisms to engage the required level.

T1, T2 and T3 personnel:
· Launch of the AKX Forum on the awareness of supplement use within the Army which will influence future guidance and policy. The launch of the forum will be widely publicised in all available service related media. Support in the moderation of the forum will be given by Dr Rob Childs, a renowned nutritional bio-chemist who works closely with a number of UK elite athletes and is a strong advocate supplements not being generally required. 
· Instigation of a Supplement Virtual Presentation Team that will present/brief on the health and discipline risks to using supplements.
· Early engagement with 2* commands in order to support and coordinate with their extant and nascent initiatives.

T2, T3 and T4 personnel:

· A multi-media passage of information to include audio and visual media and the creation of leaflets, posters, business cards and use of pay slips.
Phase 2: Influence.  Maximum use of in-house media resources will utilised to support the engagement phase.  Having set the conditions in Phase 1, gain support from the media community to influence T3 and T4. The mechanisms used to deliver these messages will be:
· Radio Advert/Promo.

· BFBS.  BFBS Radio has been engaged to run a supplement awareness interview with the Army Health and CDT, from which a supplements promo for radio will be created.
· Garrison Radio.  Similar tasking as for BFBS radio.
· Television Features
· BFBS.  BFBS TV will be engaged to run various supplement awareness features and interviews.

· Magazine.  
· Soldier.  The intent is for Soldier magazine to run a series of articles throughout the period of the campaign.  As a minimum, an editorial will be written on Capt Neil Thomas (RAO 3 AAC) who is chairman of the Army Power Lifting organisation and secretary of the British Drug Free Power Lifting Federation, supported again by Dr Rob Childs to ensure the balanced view.
· Sixth Sense.  Similar tasking as for Soldier Mag but written by AMC.

· Other publications.  This would include Defence Focus and Garrison Magazines and is currently being scoped.

· Health Committee.  Health committees at all levels will be offered the services of the Virtual Presentation Team to educate on the potential dangers of supplement use.
· Health Fairs.  As for UHC, units will be offered the services of the Virtual Presentation Team.
· Internet.  It is intended to take full advantage of Army web, Armynet and BFBS web pages to promote the campaign message.  
· Intranet.  Update the Army Health MOSS page specific to supplement, adding radio promotions and articles.  In addition ensure policy links and information relevant to users.

Phase 3: Sustaining.  At the conclusion of the influence phase (Dec 13), the heavy media messaging will taper to a reduced output aimed to maintain awareness.  The sustaining phase will be of an indefinite duration and will comprise:

· Extant posters in the most relevant locations (gymnasium and med centres)

· Periodic radio adverts 
· Extant internet/intranet adverts on various home/login pages

· Continued messaging through Health Fairs/UHC
· Availability of the Virtual Presentation Team

Effect Analysis:
Long Term.  The long term success of the campaign will be the affect on the attitudes of soldiers towards the use of supplements. This will analysed by the effects on CDT trends in relation to supplement/steroid positives over the next 1-5 years.  

Short Term.  Short term assessment will measure the success of campaign promulgation, rather than the desired attitudinal adjustments.  However, this can be used as an early bearing for success and will be measured in a number of ways:
· Focus groups to assess recognition and thoughts on media products.
· Questionnaires disseminated to assess exposure and recognition.
· Passive confirmation by parties demonstrating a proactive attitude eg approaching Army Health Organisations on the matter.
· ArmyNet, BFBS and Garrison web hits and feedback from discussion forums on these mediums along with feedback from the use of social media
· Feed back from the AKX Forum.
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