
Generating awareness through campaigns



Play True Day
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— Since 2014, in April, WADA and the anti-doping 
community worldwide have celebrated ‘Play True 
Day’ — a day that is intended to raise awareness 
among athletes, the sporting public and others 
about the importance of protecting Clean Sport. 

— The inspiration for Play True Day stems from a 
WADA-hosted Education Conference in 2013, 
which was attended by 17 South American 
countries. While the celebration started as a 
small South American initiative, Play True is now 
WADA’s single most important digital and social 
media campaign. 

— Every year, WADA invites athletes, National and 
Regional Anti-Doping Organizations, Sports 
Federations, Major Event Organizers and other 
anti-doping stakeholders from around the world 
to join the Agency’s social media campaign. 

Background
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Play True Day – 2024 Visibility

199 million
impressions

3,879 
social mentions

259.2 K
engagements
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1. Celebrate Play True Day
2. Inform and raise awareness
3. Engage the anti-doping and sports 

community

Objectives



Natural is enough
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Supported by a grant from the European Union, 
WADA’s #NaturalIsEnough campaign aimed to 
raise awareness of the growing use of anabolic 
steroids and their threat to health, by:

— Increasing awareness and engaging audiences 
in a conversation about the harms and risks 
associated with anabolic steroids; and

— Helping prevent uptake of anabolic steroid 
use among youth and young adults.

Objective



8

18-26-year-old male/female 
athletes or gym-goers across 
Europe

Target Audience
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Challenge & Opportunity

WADA lacked the reach 
and brand awareness 
required to engage with 
the target audience 
through its own 
channels effectively.

Reach youth and young 
adults with a campaign that 
raises awareness about the 
health issues of anabolic 
steroid use in a way that 
resonates with them and 
positively impact their 
behaviour.
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— An influencer-lead campaign set out to 
help WADA reach youth and young 
adults in a way that resonated with 
them to raise awareness about the risks 
of anabolic steroid use.

— We used 6 multi-lingual influencers 
across TikTok and Instagram, alongside 
supporting content shared on WADA’s 
digital channels, to successfully achieve 
this aim.

The Solution
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How were key messages communicated?
We used a combination of influencer-lead content and informative graphics shared on WADA channels to effectively engage and educate the 
audience.



Carlos AlixLucy DavisJulian Franklin
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What was the impact of the influencers

Lucy Reeves Ollie Rhoda

3.5m impressions
79.1k engagements

2.3m impressions
58.8k engagements

4.3m impressions
33.8k engagements

2.3m impressions
20.4k engagements

219.3k impressions
7.0k engagements

214.7k impressions
3.7k engagements

Lucy Reeves Oyinda Ollie Rhoda Julian Franklin Lucy Davis Carlos Alix
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How did the campaign perform?

Impressions Engagements
results 13.0m 208.0k

KPI 12.75m 191.0k
% of KPI 102% 109%

The campaign outperformed its targets as it drove 13.0m impressions and 
delivered over 200k engagements amongst a target audience of 18-26  year-old
gym goers in over 13 European countries. 

Dates: 20 November 2023 – 25 January 2024
Platforms: Facebook, Instagram (excluding stories), TikTok and X/Twitter

Posts: Includes all WADA, Influencer and earned media posts including #NaturalIsEnough
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Which countries were reached?

Turkey

523.5k

Romania

520.8k

Italy

783.9k

Poland

546.4k

Spain

540.2k

Greece

405.2k

Portugal

369.1k

Bulgaria

102.6k

Serbia

165.4k
B&H

119.7k

Germany

90.2k

France

199.0k

Ireland

114.9k

UK

94.3k

Finland

87.0k

Czechia

153.3k

Austria

64.0k
Hungary

100.4k

Croatia

66.0k

Belgium

71.4k

Platforms: Instagram, TikTok
Markets: All countries targeted in blue, top 20 markets by reach listed
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What was the response in the community?

6%
88%

94% 
positive 

sentiment

Dates: 20 November 2023 – 25 January 2024
Platforms: Facebook, Instagram (excluding stories), TikTok and X/Twitter
Posts: Includes all WADA, Influencer and earned media posts including #NaturalIsEnough
Sentiment: based on 250 comments across influencer posts
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