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Hello all,

Thanks

From: Public Enquiries (CD)

Sent: 03 January 2013 10:01

To: Jeremy Browne (Submissions)
Subject: FW: Theresa May MP > Inquiry
Dear Colleague,

Please advise on the TO email below.
Regards,

HO public enquiries

----- Original Message-----

Subject: Theresa May MP > Inquiry

Message: Dear Rt. Hon. Theresa May MP,
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I recently became aware of the British government’s minimum price controls for alcohol to confront the pubic
health issues surrounding binge drinking. As a result to the media coverage, I wanted to take this opportunity to
let you know of our successful evidence-based marketing campaign, That Guy, that we have deployed through
out the United States Military to combat binge drinking. The non-traditional peer-to-peer campaign, called That
Guy, www.thatguy.com is a blueprint of what is effective in the United States, which may be retrofitted to the
British community, in confronting this global public health issue.

Brief Historical Context

The 2005 Department of Defense Survey of Health Related Behaviors revealed a rising rate of “binge” drinking
among junior enlisted personnel in all Services. Additionally, the data in the survey indicated the problem was
particularly evident among young enlisted males between the ages of 18 and 24. This trend toward heavy, or
binge drinking, has the potential of adversely affecting the health and welfare of service members and their
families and the combat readiness of the military as well. In response, in 2005, the Department of Defense’s
TRICARE Management Activity (TMA) retained Fleishman-Hillard International Communications,
www.fleishman.com to create a multi-year, integrated communications campaign with goals to: 1) help reduce
alcohol abuse among active duty military, and 2) raise awareness of the negative effects of excessive drinking
among enlisted personnel ages 18 through 24.

That Guy is designed to respond to this problem through an innovative multimedia campaign that focuses on
enlisted personnel age 18 to 24. The theme, “Don’t be That Guy,” aims to increase social disapproval of
excessive drinking by highlighting the resulting embarrassment and negative consequences that most resonate
with young adults in general, and specifically with those serving in the military. The campaign has been tested
at multiple installations since the launch of the campaign in 2006. Feedback from testing has been used to shape
a campaign strategy and components that will be most effective. And it’s working,

Results from the 2008 Dodd Survey of Health Related Behaviors show a decline in binge drinking among the
target audience. This represents a statistically significant drop in binge drinking from the 2005 level. In 2005, 51
percent of the target audience admitted to binge drinking, and by 2008, that figure dropped to 46 percent. There
was a statistically significant decline of 11 percent at installations* that had implemented the That Guy
campaign over those that had not.

The campaign includes a Web site, www. ThatGuy.com; print, radio, and TV advertising; and collateral material.
Although the campaign is targeted to Americans aged 18-24, we believe that the campaign could be templated
and localized for the UK.

If you are interested in discussing the campaign, please let me know, we have offices in London and could
arrange a conference call in the near future if this peaks your interest.

Best of luck on an important public health issue.
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