Best Interactive Initiative for Healthcare Professionals

GOLD AWARD

Draftfcb and Centocor
Live in My Skin

Centocor’s innovative Live in
My Skin campaign got under
the skin of dermatologists with
an edgy, reality show-styled
effort aimed at helping them
better understand patients
with psoriasis.

Dermatologists are notori-
ously unsympathetic toward
psoriasis sufferers, failing to
grasp the enormous psycho-
logical burdens of the dis-
ease. Centocor and Draftfcb
reasoned that if they could get
dermatologists to experience
the daily litany of slights that
sufferers face, they might be
more motivated to do some-
thing about it. So they created
a 30-minute reality show in
which they had professional
makeup artists outfit three
dermatologists with prosthetic
psoriasis plaques and recorded

SILVER
AWARD

Synapse Medical
Communications and
Novo Nordisk

Virtual Patient Diabetes
Education Program

Sponsored by Euro RSCG Life

them as they went about their
business and experienced
everything from stares to
outright discrimination. The
show aired on a Tivo-based
platform, the Professional
Television Network for Physi-
cians, and was distributed as a
DVD with issues of Dermatol-
ogy News. Over 1,000 targeted
dermatologists tuned into

the PTN program. Of those,
before the show, half said they

b virtual patient
diabetes education
program
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thought that patients only had
to worry about the visibility of
their lesions. After watching
the show, 90% said they had
gained a deeper understanding
of the burdens of the disease
and a greater appreciation for
the frustration their patients
felt. Our judges were im-
pressed, too. They praised the
campaign’s “authenticity” and
the way it “made the disease
emotional for the doctor.”

Novo Nordisk’s Virtual Patient Dia-
betes Education Program won strong
reviews from participating primary
care physicians. The non-branded,
patient-centered program, executed
by Synapse Medical Communica-
tions and designed to be used by
trained speakers, aimed to offer
doctors a look at how their treatment
decisions affect long-term outcomes
for patients with type 2 diabetes
through 3-D video animation. One
judge said it “creates instant buy-in
for the audience when they can cre-
ate the patient.”

Digital Marketing

The Award

Recognizes excellence from media
agencies and in-house planning
and buying departments whose
work harnesses the power of media
in the service of advertisers in
professional media.

The Finalists

W Digitas Health and Daiichi-
Sankyo— Video Detail for
Evoxac

B Draftfcb and Centocor —
Live in My Skin

B Eveo and Roche
Pharmaceuticals — Cellcept:
Trust What You Know

M Physicians Interactive and
Schering-Plough —Nasonex
“Meet Your Patient” eDetail

W Synapse Medical
Communications and
Novo Nordisk — Virtual
Patient Diabetes Education
Program

* EURO RSCG LIFE

THE UNIFIED

NETWORK

Euro RSCG Life is the only
integrated global health
marketing and communica-
tions group. Our 60+ offices
in 50 countries break the
mold with a single brand
name, single management
team and—most important-
ly—a single, media-neutral
P&L. By allowing our entire
network to collaborate on
Creative Business Ideas®,
we break down the barriers
between your brand and the
best thinking in the world. It's
why no other network works
for you like Euro RSCG Life.
We are “The Unified Network.”
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