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our journey today



1 who we are
background	and	objectives
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we’re all about magnetic 
ideas

the	magnetic	collective	
is	a	potent	taskforce	

of	brand	and	people	specialists

Our	mission	is	to	
uncover	and	develop	global	magnetic	ideas	

to	build	global	brands	and	businesses	
that	add	value	to	people’s	lives
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“magnetic	ideas	help	achieve	business	objectives,	
adding	velocity	to	sell	new	things,	
changing	the	culture	of	a	company,	
creating	evangelists	and	loyalty”



2 why we set off
where	we	went,	with	whom	and	why
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the staggering cost of Diabetes in America
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Despite Diabetes’ expansive reach, 
prediabetes awareness is low

Of 86 million with prediabetes,  9 in 10 
are unaware of their status

Breeding poor health choices, confusion 
and inactivity when it comes to 
combating Diabetes and prediabetes
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the mission at hand

To	address	this	challenge,	The	Ad	Council	and	sponsoring	
organizations	commissioned	Ogilvy	to	develop	a	widespread	
campaign

Specifically,	campaign	goals	were	to	generate:	
• a	significant	increase	in	awareness	of	prediabetes
• increased	information	seeking	regarding	prediabetes	(from	

physician	or	online)
• recognition	of	their	risk	of	prediabetes
• engagement	with	the	risk	assessment	test

Research	was	needed	to	better	understand	those	currently	at	
risk	and	identify	a	powerful	insight	to	inform	the	campaign	
strategy,	and	ultimately	inspire	critical	behavior	change
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1.	research	and	planning
digital	dialogues

online	discussions	with	a	mix	of	diagnosed	and	at	
risk	individuals

bringing	our	participants	to	life	– their	day	to	day,	
what	matters	to	them,	what	inspires	and	scares	

them
in-home	ethnographies	

in	person	visits	with	9x	diagnosed	and	at	risk	
individuals

exploring	real	vs	claimed	behaviors	to	identify	
themes	around	motivation

2.	strategy	
development	&	

brief

3.	creative	
development

4.	communications	check
4x	2-hour	workshops
• 4	participants	in	each	

4	x	1	hr IDIs
• fresh	sample	not	included	in	previous	

stages

5.	production

6.	PR	&	social	
media	

activation

7.	media	
outreach	&	
distribution

8.	monitoring	&	
assessment
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our journey to a magnetic campaign 



3 the journey
methodology	and	major	findings
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phase 4:
UX microsite 
optimization 
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a closer look at our conversations at each stage 

phase 3: 
mix of workshops & IDIs

with a fresh sample

phase 2: 
meeting 9 of the most 
engaging participants 
for in-home interviews

phase 1: 
2 weeks of digital 

discussions with of 27 
individuals nationwide

• We	began	by	getting	to	know	them,	
their	worlds,	pinpointing	what	
defines	them

• Over	time	we	developed	an	
intimate	rapport,	so	they	felt	
comfortable	opening	up	

• We	were	able	to	get	them	to	open	
and	dig	deep	on	what	has	
motivated	behavior	change	in	past,	
and	key	barriers	standing	in	the	way	

• Gauging	awareness	of	type	2	
diabetes	and	prediabetes,	their	
health	information	resources,	e.

• They	also		tracked	daily	food	and	
exercise	habits,	and	corresponding	
physical	and	emotional	feelings

• Having	already	established	a	
rapport,	we	could	dig	deeper	and	
gain	additional	context	

• We	often	witnessed	emotional	
moments	of	realization	as	they	saw	
the	discrepancies	between	what	
they	knew	they	should	do	and	the	
reality	of	their	everyday

• We	folded	the	strategic	planner	in	
during	our	analysis	process	to	
ensure	he	was	able	to	craft	a	well	
informed	creative	brief

• We	used	the	footage	to	compile	an	
emotional	video	to	bring	this	and	
key	insights	to	life.	Which	was	
instrumental	for	the	creatives

• For	each	of	the	2	routes	under	
consideration,	we	explored	
relevance,	clarity,	comprehension,	
and	the	ability	to	create	a	sense	of	
urgency	to	take	action	and	take	the	
risk	assessment	test	via	a	series	of	
executional	examples	(including	TV,	
print,	www	&	OOH)

• From	this,	we	identified	the	route	
with	the	most	potential	to	drive	
behavior	change	and	
recommended	optimizations	that	
eventually	became	the	final	
campaign	that	launched	in	January	
2016

• Prior	to	launch	of	the	campaign,	
we	collaborated	with	Ogilvy	for	a	
Spanish-language	UX	testing	

• To	ensure	the	campaign	micro-
site	was	clear,	easy	to	use,	and	
contained	answers	to	all	the	key	
questions
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we uncovered 3 key insights
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those at-risk were acutely 
aware that they could be 
leading healthier lives
They	knew	what	a	healthy	lifestyle	should look	like
• the	ingoing	assumption	that	we’d	need	to	educate	on	better	

choices	proved	incorrect

They	were	already	aware	that	their	current	lifestyle	put	them	at	
higher	risk	of	diabetes	and	more
• nearly	all	were	surrounded	by	clear	signs—high	blood	

pressure,	doctors’	warnings,	and	even	close	friends	and	
family	who	had	been	diagnosed

Still,	they	struggled	to	establish	a	healthy	routine
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overcoming the litany of 
excuses to postpone action 
for ‘later’ was their first and 
biggest hurdle
Everyday	life	readily	becomes	a	source	of	excuses	big	and	small
• too	many	responsibilities,	not	enough	time,	my	kids	won’t	

eat	healthy	food,	the	gym	is	too	far…

With	all	this,	anything	‘extra’	is	quickly	relegated	to	the	
backburner
• and	their	own	health	and	fitness	is	consistently	grouped	

into	this
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education and diagnosis stops 
excuses, and spurs action

We	learned	from	our	diagnosed	participants	that	diagnosis	is	
the	most	motivating	trigger	to	action	by	far
• being	told	you	have	this	vs.	are	at	risk	of	developing	it

This	underscored	the	importance	of	the	campaign	to	help	them	
invalidate	the	excused	by	helping	them	understand
• what	prediabetes	is	(that	it	is,	in	fact,	real!)
• that	they	have	it
• but	that	it	IS	reversible
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an up close and personal look at our conversations
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With this as grounding, Ogilvy crafted a crisp 
and clear creative brief
________________________________________

What do we want them to DO?
Move from a state of denial to diagnosis
What are we trying to convey?
Prediabetes is real, and you could have it
Call to action:
Know where you stand
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the final campaign brought to life the research insights by 
addressing the target candidly and without drawing on fear-
inducing tropes common to health messaging

this direct approach disarmed the target, helping them 
recognize that they can and must do something
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the campaign’s impact in numbers

A	fresh	round	of	creative	is	currently	in	development	based	on	the	same	strategy.

Initial Results (Jan to Aug) 
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UNIQUE VISITORS TO 
CAMPAIGN SITE

680K

220K
RISK TEST COMPLETIONS 

ON CAMPAIGN SITE

DONATED MEDIA
Jan - July

$19.3M



thank you 
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