Best Use of Social Media

GOLD AWARD

Biosector 2 and Boehringer
Ingelheim Pharmaceuticals
DRIVEACOPD

The DRIVE4COPD campaign
aims to raise awareness and
increase screening for chronic
obstructive pulmonary disease
(COPD). Biosector 2 noted
that digital communication was
key to encouraging screening,
as a target audience analysis
showed the at-risk population
is increasingly online.

“Effective use of social
media to drive social change
and disease awareness,” said
one judge.

The team communicates at
least twice a week on Twitter
and at least once a week on
Facebook. Pre-approved mes-
saging, content guidelines and
regular monitoring ensure con-
sistent engagement. Messages
encourage younger people to
become campaign ambassa-
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Chamberlain
Healthcare Public
Relations and
Boehringer Ingelheim
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Healthier Together

Sponsored by Ogilvy CommonHealth Worldwide

dors and share a five-question
screener. Educational informa-
tion, music, photos, videos and
event details are also posted.
Campaign partners, includ-
ing NASCAR and the Country
Music Association, use their

social-media channels to drive
messaging. The team helps
celebrity ambassadors with
social-media messaging, videos
and e-communications.

Other tactics have included
a “Virtual Twitter Race” in
which celebrity ambassa-
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dors competed to get people
screened, and a songwriting
contest that asked consumers
to submit a video of an original
song to help raise awareness.
“Really nice integrated
campaign, leveraging celebri-
ties and social well with great
results,” said a second judge.
“Integration and hard work
drove results,” noted a third.
The agency reported about
40 million digital and social
media impressions since the
February 2010 launch. The
program has 58,325 Twitter fol-
lowers; 4,000+ Facebook fans;
and 10,600+ YouTube views.
Twitter was a top-referring site
in driving 246,000+ unique visi-
tors to DRIVE4COPD.com.
More than 10,000 completed
the online screener during
the Virtual Twitter Races.
Ambassadors topped 5,000.
The songwriting contest drew
150+ entries, 11,000+ online
votes and 40,000 entry views in
about two months.

Chamberlain Healthcare PR and
Boehringer Ingelheim Pharmaceu-
ticals collaborated with Diabetes
Hands Foundation, Joslin Diabetes
Center and game developer Ayogo
to create this educational game on
Facebook. “Great use of social media
to drive results and behavior change
in a complicated environment,” said
one judge. “Innovative, engaging

app with good use of community
relationships,” noted another. The
game has garnered nearly 275 million
media impressions and has attracted
about 7,300 players.

Digital Marketing

The Award

Recognizes excellence from

digital initiatives, targeting either
consumers/patients or healthcare
professionals that use social media
channels, such as Facebook, Twitter
and YouTube.

The Finalists

M Biosector 2 and Boehringer
Ingelheim Pharmaceuticals—
DRIVE4COPD

B Chamberlain Healthcare Public
Relations and Boehringer
Ingelheim —HealthSeeker: Sim-
ple Steps, Healthier Together

M imc2 health & wellness and
Bayer HealthCare Pharmaceu-
ticals—50th Anniversary of the
Pill Celebration

B Waggener Edstrom Worldwide
Cambridge and Shire HGT—
Shire’s Gaucher Awareness
Month: Rejuvenating a
Forgotten Rare Disease

M WCG and Genomic Health—
Pass It On...Until Every
‘Woman Knows

Op vy Commonicais

Ogilvy CommonHealth World-
wide, with 65 offices across 36
countries, represents the larg-
est assembly of creative talent
in healthcare communications,
providing marketing services in-
cluding brand identity/develop-
ment, clinical trial recruitment,
CRM, DTC, DTP, interactive,
global integration, managed
care, market research/analyt-
ics, media planning/buying,
medical advertising and
promotion, medical education,
scientific communications and
strategic consulting.
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