
1 

Phyllis Arthur 

 

 

 Audience and message 

 Integrated approach to media mix 

 Two successful examples 
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Desired  
Outcome 

• 191 M adults 18 -64 
• 121 M 35 - 64 
• 44 M adults 65+ 
• 4 M new moms each year 
• 119 key contacts of 2 – 11 
• 13 M moms of adolescents 
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 Individual attitudes and beliefs towards 
disease and vaccination 
◦ Experience 

◦ Perceived threat of disease – severity, consequences 

◦ Perceived need for immunization/ability of 
immunization to prevent disease 

 Evaluation of Risk/Benefit  

 Effort to take action 
◦ Cost,  

◦ Accessibility 
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Market Research with Patients 
Patient Perceptions of Risk and Severity 

Q’s: To what degree do you feel that you are personally likely to get each of these conditions? In your opinion, how serious 
are each of these conditions? 

Risk of getting shingles is not a top of mind concern among patients 

Source: Merck, Patient Segmentation Market Research, Sept-Oct 2010 
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Market Research with Patients 
Patient Perceptions of Risk and Severity 

Q’s: To what degree do you feel that you are personally likely to get each of these conditions? In your 
opinion, how serious are each of these conditions? 

Patients who have experience with shingles (through a friend or family member)  

are more likely to feel at risk and believe the disease can be severe 

Source: Merck, Patient Segmentation Market Research, Sept-Oct 2010 
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        Experience = Have a friend or family member who had shingles and are familiar with their 
experience.          No experience = Do not have friends or family who have had shingles 
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 Attitudes toward disease and vaccination are key variables 
that distinguish segments   
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 Once segments are identified, they need to be 
prioritized based on  
◦ Size  

◦ Likelihood of achieving desired action and outcome 

◦ Ability to influence 

 

 Group 1 and 2 higher priority than 3 or 4 
◦ The anti-vaccination segment small and unlikely to 

achieve desired outcome based on available 
interventions so not a priority  
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 Key drivers that motivate consumers 
◦ Awareness of product/disease 
◦ HCP recommendation 
◦ Friend’s recommendation 
◦ Routine recommendation  
 ACIP requirement 
 School requirements 

 

 Key barriers to consumers 
◦ Lack of awareness of product/disease 
 Lack of urgency 

◦ No HCP recommendation 
◦ Inconvenient access to HCP 
◦ Insurance 
◦ No routine recommendation  
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Base: Respondents with a child/children under 6 including pregnant  women (1000) 
A.5 Which of the following statements best describes your personal view about vaccinations for yourself, as an adult?

 VACCINATIONS FOR YOURSELF 
(% Yes) 

From a Tdap study : Mothers are less likely to agree that vaccinations 
for themselves are as important compared with vaccinations for their 
children.  
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Willing 
Adult 

Disease Outside 
pressure 

Ease of 
Access 

Cost Willing 
Immunizer 

Policy 
 

Family 
 

Friends 
 

Work 
 

Medical 
Experts 

 Practice 
Management 

Issues 
Other priorities 

Maximizing Adult Immunizations Requires Willing Adults & Immunizers…and 
External Influence 
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Television programs

Nurse practitioners

Spouse/partner

Traditional

magazines

Traditional

newspapers

Q125  Where do you get your information about health issues? 

% of Respondents Mentioning Source 

Dutiful 
Protector
s 

Anxious 
Planners 

Conven. 
Conform. 

Apathetic 
Doubters 

Passive 
Indiff. 

Carefree 
Skeptics 
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60%

39%

24%

11%

Spouse

Parent (grandparents)

Friend/Relative

Child Caregiver

Moms’ target for Tdap Discussions & 
Recommendations 

82%

41%

36%

32%

26%

25%

Prevent spreading to newborn

Prevent spreading to unborn

Important as preventative care

Prevent spreading to other

children

To protect myself

Prevent outbreak

Moms’ Reasons for Recommending Tdap to 
Others 

vs. only 48% 
total 
consumers 

vs. only 22% 
total 
consumers 

BASE: Moms of infants (<2yrs)  

Q15. Have you ever discussed/recommended someone else receive Tdap for protecting against pertussis? 

Q16. Why did you recommend others receive the Tdap vaccine specifically to protect against pertussis? Select all 
that apply. 

New Moms are Recommending Vaccine to 
Other Adults as a Way to Protect Their 
Newborn 

13 13 

BASE: Total sample  

Q15. Have you ever discussed/recommended someone else receive Tdap for protecting against pertussis? 

Adults Recommending Tdap to Help Protect Against Pertussis 

Family Advocates Are Major Motivating 
Factor for Vaccination 
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50-64 Year Old  
Grandparents 

New 
Parents 

74% of new parents and 57% grandparents recommending Tdap to others 
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 A core, overarching message for the campaign is 
important. 

 However, for each target segment the disease / vaccine 
messages must be tailored based on attitudes, risk and 
severity of disease to be meaningful to them. 

 In general messages should be: 
◦ Accurate 

◦ Have full disclosure and “fair balance” 

◦ Non-sensational 

◦ Language level understood by many 

◦ Addresses the questions the target audience is asking 

◦ Personal  

◦ Have a clear call to action. 
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INTEGRATED 
COMMUNICATIONS 

PROGRAMMING 

PRINT  

MOBILE 

ONLINE DISPLAY & 
RICH MEDIA 

SEARCH 

RETAIL 

National Public 
Relations  

WEBSITE  

Grassroots Public Relations 

IN-OFFICE 
PATIENT EDUCATION  

TV 
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Development of The Inside Story 

Create a 
campaign for 

online and point-
of-care to 

complement 
disease 

awareness TV 

Campaign Essence  
TV Campaign and Patient Education 
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Graphic representation  
of where the virus lives  

(the nerves) 

The Shingles virus  
may already be 

inside you 

Language that makes 
Shingles relevant 
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 Establishes the risk:  “already inside”  

 Conveys an image of strength and 
susceptibility 

 Conveys that even healthy adults are at risk 
for Shingles 

The Inside Story: Summary 
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Brings to life how the Shingles virus can manifest,  
and educates older adults about their risk 

Over 11,000 airings/1.5B imps 

TV Commercial 
Over 65,000 airings/500M imps 

Public Service Announcement 

Over 225M Imps 

Digital Advertising  

65,000 Likes on 
Facebook Page 

● Overall awareness at highest levels ever with 74% of target moms 
aware of Campaign 

Over 1M visits 
to Website 

Digital / 
Mobile/ 
Email 

Television 

71% reach moms with 

kids >2 through Print 

Approximately 1.8B imps 

through Media Outreach 

Media 
Relations 

Social  
Media 

Print 

20 20 
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Television 

Print 

Digital / 
Mobile/ 
Email 

In-Office 
 Materials 

Over 2,139 airings/1B imps TV Commercial 

1B imps through Media :  

Over 100M Imps Digital 
Advertising  

130K Brochures, 8K Posters 
distributed 

37% reach of adults 18-64 
through Print in 9 
magazines with 127M 
impressions 

Over 730K visits to Campaign 
Website with half  (350K) 
visiting the locator Nearly 100K Shazam’s 

Public 
Relations 

Print – 412 stories 
Television – 45 stories 
Radio – 1,092 stories 
Online – 1,733 stories 
 

|         
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 Content of the following slides includes data 
and other key points 
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 The best approach incorporates various 
communication channels supporting each other. 

 Each media outlet serves a role: 
◦ TV is expensive so short, clear message that peak 

interest should drive targets to web or print media for 
details; 

◦ Web and print can deliver more complex messages and 
information; 

◦ PR and press articles can create “buzz” and dialogue 
around a campaign or a disease. 

 The challenge is that the outlets must work 
together to surround the target audience. 

 If not then messages may conflict and result in 
negative outcomes. 
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Two out of every three (67 percent) adults 18 through 64 years of age said 
their biggest fear regarding influenza is spreading the virus to their loved 
ones 

 
Yet….  

 Three in five (61 percent) adults said they remain unvaccinated against 
the flu 

 

53 percent of adults 18 through 64 years of age who were vaccinated 
annually reported that their vaccination experience would be better  

 

If…. 
 the needle was much smaller 

 
 
65 percent said their experience would be better  
 
If … 
 access to the flu shot was more convenient. 
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Refer patients 

elsewhere 

|        25 

Applicable for sanofi pasteur 

Commentary 

 More PCPs offered vaccination services for adult 
patients in 2008 than in 2007 

◦ 88% of PCPs offer influenza vaccination 

◦ 65% of PCPs offer meningococcal vaccination 

 However, while most PCPs offer vaccinations, 
50% refer patients elsewhere 

◦ 67% of these patients are referred to public  
health clinics 

◦ 32% are referred to pharmacies to buy  
the vaccine (to be subsequently administered  
at the PCP office or elsewhere) 

Rate of physicians offering vaccination services, by vaccine 

Rates of family physicians who offer  
vaccinations to patients 18+ (%), 2007-20081 

1 Tdap was not discussed in the sources 
2 Solo practitioner, NJ 

Sources: More FPs Offer Vaccines to Adults; Cost is Main Barrier, Family Practice News, December 15, 2008 

“Physicians definitely have to push it in the adult 

population, otherwise patients don’t ask on their 

own – they don’t see the need. Often times 

patients feel like they survive to adulthood and 

therefore don’t see the need for vaccination. 

Therefore, it is very much on the physicians’ 

shoulders to bring up this conversation”2 
90% 

Base: Respondents with a child/children under 6 including  pregnant women(1000)  
C.1 In the last 12 months, which of the following information sources have you used to obtain information about vaccinations for children?

 INFORMATION SOURCES USED TO FIND OUT MORE ABOUT VACCINATIONS 
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 Educational platform for vaccine advocacy for 
providers & patients 

 Addresses most common vaccination questions that 
consumers are looking for 
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Anti- 

vax 

Advocates 
Myth 

Believers 

Schedule  

Benders 

Information 

Seekers 
Compliant 

Get Children & Adults 
They Care for 
Vaccinated 

Influence Others to 
Get Vaccinated to 

Keep Family Healthy  
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