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Public Relations

Best Use of Public Relations

GOLD AWARD
Communications Strategies and 
Teva Women’s Health
Plan B One-Step Spring Break Guerrilla 

Marketing Campaign

Judges were very impressed 
by this bold guerrilla market-
ing campaign for emergency 
contraceptive Plan B One-Step 
that engaged students in four 
popular spring break markets. 

“Provocative and success-
ful,” said one judge.

The agency said Teva Wom-
en’s Health believes it has a 
corporate responsibility to 
educate college students about 
primary conception and emer-
gency contraception. Plan B 
One-Step sales have historical-
ly spiked during spring break, 
so the team set out to raise 
awareness in this critical time, 
position the brand, encourage 
those who need emergency 
contraception to ask for Plan 
B and drive sales. 

Campaign elements included 
branded events on beaches 
and at nightclubs. Female 
brand ambassadors staffed 
the events, talking about the 
product and distributing edu-
cational materials and other 
collateral. 

Because emergency contra-
ception is considered contro-
versial to some, the team had 
to engage carefully and avoid 

being perceived as encourag-
ing unprotected sex. 

“[This campaign] defi-
nitely pushed the boundaries, 
but did so while remaining 
responsible,” said one judge, 
who added that the effort was 
“extremely” successful. 

“A great deal of thought was 
put into the situation, which if 
handled poorly could’ve really 
backfired,” noted another. 

The Award
Recognizes excellence for com-
munications efforts promoting 
awareness and positive perception 
of healthcare products, services, 
corporations and organizations to 
consumers, employees, healthcare  
professionals, the investor commu-
nity and other stakeholder groups.

The Finalists
n Abbott Laboratories—Abbott’s  
	 First-in-Class MitraClip Therapy  
	 Makes Headlines 
n Chandler Chicco Agency and  
    Allergan—“Botox Cosmetic:  
    Express Success” Charitable  
    Education Campaign with  
    Vanessa Williams and Dress for  
    Success 
n Communications Strategies and  
     Teva Women’s Health—Plan B  
    One-Step Spring Break Guer- 
    rilla Marketing Campaign 
n Lippe Taylor Brand Commu- 
    nications and Lumenis—Miracle  
     Treatment of Lifelong Scars 
n Marina Maher Communications,  
	 Biosector and Novo Nordisk— 
	 Charlie Kimball Race with  
	 Insulin

Sponsored by PRWeek

Though Lumenis has made innova-
tive advances in laser technology 
for treating severe burn victims, the 
agency said it had “virtually no brand 
awareness.” This campaign leveraged 
the emotional story of Lumenis’s 
treatments repairing 20-year-old scars 
of triplets who were badly burned 
as infants. On a $75,000 budget, the 
campaign generated the biggest sales 
impact in Lumenis’ history. Media 
impressions exceeded 52 million, in-
cluding segments on 20/20, Today and 
The Doctors. “Extremely successful 
and cost-effective,” said one judge.  

SILVER
AWARD

Lippe Taylor Brand 
Communications 

and Lumenis
Miracle Treatment of 

Lifelong Scars

PRWeek is the leading title 
for the PR industry in the US. 
News is updated each day 
online at PRWeekus.com, 
and distributed through the 
Daily Breakfast Briefing and 
the Weekly Online edition. 
PRWeek publishes a monthly 
print edition, which includes 
in-depth features, opinion, 
special reports, and surveys. 
In addition to its annual 
PRWeek awards, it convenes 
an annual conference, and a 
range of smaller events such 
as roundtables, webcasts, and 
other forums for PR profes-
sionals to exchange ideas and 
share best practices. Visit 
prweekus.com for more info. 


