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CATEGORY U005: DIGITAL COMMUNICATION CAMPAIGN (Unit Award)

UNIT: U.S. NAVY BUREAU OF MEDICINE AND SURGERY PUBLIC AFFAIRS

CAMPAIGN: MEN’S HEALTH MONTH: “GET HEALTHY LIKE A MAN”

CAMPAIGN OBJECTIVE:
Objective 1: Educate Sailors, Marines, civilians and family members on the importance of maintaining readiness, physical fitness and mental health in support of the Chief of Naval Operations’ tenet to “Be Ready.”

Objective 2: Promote total force fitness, wellness and healthy lifestyles in support of the 21st Century Sailor and Marine.

Objective 3:  Expand the voice of Navy Medicine by exciting and engaging our stakeholders through a variety of social media avenues.

TARGET AUDIENCE:
Objective 1: Primary: All male Sailors, Marines, family members and civilian’s working for the Department of the Navy.

Objective 2: Secondary: All other military branches and members, the American public, veterans, federal and civilian health organizations.

SUMMARY OF ACTIONS TAKEN: 
The BUMED Public Affairs team seized the opportunity throughout June (Men’s Health Month) to deliver insightful information related to total force fitness, physical and mental health to our main demographic – male Sailors and Marines between the ages of 25-34. Many of these stakeholders are active social media users, so a digital communication campaign was an effective way to encourage two-way communication. Men’s Health Month served as the perfect venue to articulate the importance of maintaining personal levels readiness, including physical fitness and mental health to our stakeholders.
The BUMED Public Affairs team developed and launched an unprecedented campaign using humor, motivation and educational information to attract and engage our stakeholders.  We created messages that were unique and attention-grabbing – messages that would stand out among all others being pushed across the spectrum of social media on any given day. Our goal was to attract, engage and educate stakeholders in an effort to improve the readiness of our naval force. The month-long “Get Healthy Like A Man” campaign, which launched at the beginning of June, did just that. 
[image: ]

We achieved our goal by making it real and personal. We decided to “walk the talk” and “practice what we preach.” One of our BUMED PA team members adopted a completely healthy lifestyle throughout the month. As he embraced a healthy lifestyle, kicked off a work-out regimen and spurned junk food, he wrote six humorous and motivational blogs about his trials. To measure his success at healthy living, he was given the Navy Physical Readiness test at the beginning and the end of the month. This allowed our audience to observe in “real-time” our team member putting into practice the educational tips we were sharing.
[image: ]
The blogs were shared across Navy Medicine’s social media platforms, including Navy Medicine Live blog, Twitter and Facebook. Along with these blogs, the Navy Medicine team sought out leaders in the fields of dietetics, mental health, and physical readiness to craft blogs and informational posts to share across the social media spectrum. Topics included everything from the dangers of energy drinks to nutrition to ways to relieve stress. 

[image: ]

Along with subject-matter-experts, the Navy Medicine team employed the Navy Medicine FORCE Master Chief as a spokesperson for the month to reach enlisted Sailors and Marines through a series of Facebook posts called, “FORCE Says.” This typically included a one sentence fact or suggestion from the FORCE directly to our audiences. 
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CAMPAIGN RESULTS:

· Navy Medicine Live Blog
· 13 Men’s Health Month blogs posted.
· More than 269,000 page views
· Nearly 54,200 unique visits   
· Men’s Health Month blogs were shared more than 1,730 times.

· Navy Medicine Facebook
· Facebook posts received more than 1,240 interactions 
· Facebook Fans prior to campaign: 7,449
· Facebook Fans at the end of the campaign: 11,869
· Fan base more than doubled the average amount of fans gained in a typical month with a 60% increase.

· Navy Medicine Twitter 
· Twitter followers at start of campaign: 9,141 
· Twitter followers at the end of the campaign: 9,623 
· Nearly 19% increase in followers during the month-long campaign.

· [bookmark: _GoBack]These metrics demonstrate a successful campaign. The increased engagement throughout the month of June helped us achieve our campaign objectives. We were able to reach out to our target demographic, as well as other audiences, to encourage them to get healthy in recognition of Men’s Health Month. Along with the facts and figures, our Navy Medicine leadership also heard many stories from around the fleet of Sailors and Marines commenting on the campaign and how it has helped encourage them to get healthy. By increasing followers, it has also allowed Navy Medicine to grow their audience and share other messages with a larger group.
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Navy Medicine Video

Cracking Down the Hype on Energy Drinks

By Lt. Melinda Villarreal MS RD LD, Marine Corps Base Camp Leieune.

Navy Medicine s a global healthcare network of
63,000 Navy medical personnel around the world
who provide high quality healthcare to more than
e million eligible beneficiares. Navy Medicine
personnel deploy with Silors and Marines
worldvide, providing eitcal mission support
aboard ship,inthe s, under the sea and on the
battlefild
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