PRIVATE

BY KELLY WILSON

In modern marketing, relation-
ships rule. Brands need new
ways to engage with customers
wherever they are, including
social media.

The ALS “Ice Bucket Chal-
lenge” showed healthcare mar-
keters what’s possible when a
phenomenon truly goes viral.
Unfortunately, there is no for-
mula for developing content
that’s guaranteed to hook cus-
tomers and get them involved.

These healthcare social
media campaigns successfully
use emotion, altruism and the
human desire to “brand” one-
self to get customers engaged.

#0OneGoodReason
Bowing to pressure to ban
tobacco sales, CVS took the
opportunity to rebrand itself
and invite customers to share
their own reasons for living
tobacco-free. The campaign
gives users the chance to
“humblebrag” about quitting
or nudge a loved one to quit.
CVS may be caving to custom-
er demands, but it’s hard to
fault them for helping people
save their lives.

#FOGO
Pfizer expanded its Get Old
campaign, using Facebook and
Twitter, based on the insight
that 87% of Americans have
a “fear of getting old.” This
campaign consists of share-
able, age-related articles and
other content that invite users
to declare their courage in the
face of aging or joke about
their “#FOGO.”

#LikeaGirl
Women’s health company
Always is taking back the term
“Like a girl.” This viral video
features girls talking about
what the term means to them.
The answers are moving: act-
ing “like a girl” means trying
hard, being graceful, being

powerful. It’s not selling prod-
uct, necessarily, but it is creat-
ing brand relationships.

Our Promise
When Johnson’s baby products
came under fire for question-
able ingredients, Johnson’s
adopted a stance of transpar-
ency. They demonstrated this
practically, by reformulating,
and symbolically, through
events and social media. John-
son’s continues to own the
word “Promise,” asking par-
ents to name their promises to
their children and letting users
“brand” themselves as good
parents.

Long Live Life
Another effort to position a
pharma company as a partner
in extending and enhancing
life. The campaign lives on the
Novartis website, and uses Pin-
terest to illustrate how each
day is a gift. The content is
from Novartis employees, not
the public—which seems like
a missed opportunity. Still, it is
striking and effective, if quiet.

Cancer Tweets
Older than the others, but a
brilliant use of social media.
“Virtual cancers” followed
a number of people, includ-
ing celebrities, over time.
The messages, which stopped
when detected, began subtly
and became more intrusive if
ignored. It was a powerful, if
chilling, way to reach a broad
audience about the need for
early cancer detection.
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CVS/phanmacy Hel Mo uit Nowr Quitting Tips Buccoas Stores
#0OneGoodReason

Everyone has mOneGoodReason. Whether you quit, mever started or

hedped someone kick the habit, share your reason to live tobacco free.
Sometimes, it takes just
#0neGoodReason.

#0neGoodReason

Company: CVS

Agencies: BBDO, Edelman, Matter, Mindshore, Siegel & Gale,
The Marketing Arm

BarackOBIma You M goana feel
reathiess in a few years.
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Cancer Tweets
Company: Colombian League Against Cancer
Agency: Leo Burnett Colombia

PRIVATE VIEW: Each month, a creative director from the industry reviews
a number of medical advertisements. Please note that the views expressed are
those of the author and not the views of MM&M magazine. For more informa-
tion, or to be considered as a guest reviewer, please e-mail Kevin McCaffrey at
Kevin.McCaffrey@haymarketmedia.com.
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Long Live Life

This is & collection of moments that make Up day-to-cay life captured by $Novanis
associates. We balieve that nonmal e is extracrdinary and everybody on this fragile planet
of ours deserves to Ive a normal life. Wa do everything in our powar to make this happen.
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Our Promise Long Live Life
Company: Johnson & Johnson's Baby Products Company: Novartis
Agency: RF|Binder & Light of Day Productions Agency: Ruder Finn

GETOLD =

HAVE A FEAR OF GETTING OLD (FOGO)?

You're not alone, everyone has a #F0GO... but that doesn't mean you
have to be okay with it. Spend less time worrying about getting old so
you can actually enjoy it.

HOW DOES A ’ :
FAMILY '

I'LL HAVE TO

What does it mean
: . to do things #LikeAGirl

WHEN I'M 64: AN 4  And how does 1 impact girls' confidence?
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_ MONEY & CAREER LOVE & SEX
#FOGO #LikeaGirl
Company: Pfizer Company: Always
Agency: Huge Agency: Leo Burnett's Chicago, London and Toronto offices

mmm-online.com | OCTOBER 2014 | MM&M 69



