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TITLE OF  

CASE STUDY: 

Listening to Rheumatoid Arthritis patients to create a personalized 

fitness program—My RA Fit Kit™ 

 

I. Business Situation and Campaign Objectives:  
 
Helping RA sufferers get a leg up on their disease  
UCB strives to help people suffering from severe central nervous system or immunological 
disorders to lead normal, everyday lives. Their ambition is to offer patients both innovative 
new medicines and groundbreaking solutions that go beyond drugs.  
Building on this platform of dedication to holistic patient care, UCB sought to develop a 
fitness program for Rheumatoid Arthritis (RA) sufferers. RA is an inflammatory disease that 
causes pain, swelling, stiffness, and loss of function in the joints. It occurs when the 
immune system, which normally defends the body from invading organisms, turns to attack 
the membrane lining the joints. (Source: “Handout on Health: Rheumatoid Arthritis.” 
National Institute of Arthritis and Musculoskeletal and Skin Diseases. 
http://www.niams.nih.gov/Health_Info/Rheumatic_Disease/default.asp) 
In addition to treatment, patients employ many ways to manage their RA symptoms. While 
medication can help to slow joint damage, a healthy balance of rest and exercise, in 
combination with patient education and support programs, is a vital component to patient 
relief and quality of life. UCB saw a void in effective fitness education and materials for 
patients. Armed with this knowledge, they embarked on an important journey with RA 
sufferers to identify their fitness needs and come up with a solution that works. 
 
UCB listens to Rheumatoid Arthritis patients 
UCB and Communispace launched The RA Idea Exchange community in July of 2009. The 
RA Idea Exchange is a patient-research community of 300 male and female members 
across the U.S., aged 18 and up, who all have moderate to severe Rheumatoid Arthritis. 
The membership includes a mix of biologic-naïve and biologic-experienced sufferers. 
Members bond with each other, finding comfort in sharing with one another stories of 
struggle and triumph that even their closest family members don’t understand, because 
they don’t live with RA. Their thoughtful contributions, both solicited and member-
generated, create a continuous customer connection that helps UCB develop more relevant 
products, services, programs and support to better meet the needs of people suffering from 
RA.  
 
“Even though it is hard to exercise when you have RA, you still need to do some exercise 
to stay fit, because being fit helps your RA. I would be interested in learning what exercises 
can be done that will not cause any flair-ups or damage to my body. I look for exercises 
that I can do that are not very hard, yet are effective, like leg raises; exercises that do not 
require too much impact on the body. I do searches online and also look in magazines for 
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exercises. As for anything that is difficult to find, it would be a daily regime that is designed 
just for people with RA.” – Community Member, The RA Idea Exchange 
 

II. Research Story: 
 
The role of research in understanding how RA sufferers want to receive  
fitness instruction 
UCB leverages its Communispace private online research community of RA patients to 
refine messaging and communications, mitigate risk, explore consumer mindset around 
treatment options and gain an understanding of unmet needs. The RA Idea Exchange 
community offers UCB active patient engagement in an iterative fashion, as well as passive 
listening.  
 
From the launch of the community in July to December 2009, a series of aided and unaided 
online community research activities contributed to the campaign’s success by first 
identifying the frustrations and disconnects RA patients felt with existing fitness-related 
messaging campaigns. Members revealed their own ideas and shared popular tips and 
tricks on RA-friendly fitness techniques. This ultimately helped Advance MarketWoRx, 
Targetbase, and Heartbeat Ideas, to create fully integrated content across channels that 
better resonated with RA patients of various life stages. Community insights also ensured 
that the content was fully customizable and available to patients in a variety of ways. 
Community Members felt that existing RA exercise resources were scattered in numerous 
places and had a one-size-fits-all, modular approach. They wanted UCB to understand that 
each individual’s RA is different, and that programs would require a more customized 
approach. Ideally, programs should be designed for specific needs, include the types of 
exercise they enjoy, offer various intensity levels, and address their specific areas of 
concern, such as strength to support joints.   
 
In early 2010, UCB decided to explore this void even further, and sought to find out 
specifically how members would want to receive fitness information. Some thought it should 
come via emails or newsletters from a website. Others wanted it in video format. A 
brochure, book, or pamphlet to alert them to information from their doctor’s office could also 
lend credibility to the information. Finally, several members thought it should arrive via 
direct mail.  

 “A video about the subject would be helpful. People don't always like to read so I 
think a video would help more people, because more people would watch 
something rather than read something.” 

 “Probably a website—it is easily distributed and people can access it when it is 
convenient for them.” 

 “Through my doctor’s office. Maybe through a brochure or pamphlet that goes 
through their approval first.” 

 “A direct mailing would probably be most helpful for me. By the time I read emails at 
night, I'm too tired to think. A direct mailing would be paper I could hold in my hand 
and refer to as needed. It would be a reminder to think, pay attention, and make 
plans. An email would get lost or deleted.” 

 
Community research provided the foundational offer need (staying active despite individual 
and unique RA needs) and the challenges and hurdles to the patient (where and how to 
access the information easily) from a trusted, credible source (The Cooper Institute—a 
nonprofit research and education organization dedicated globally to preventive medicine) in 
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an easy-to-understand way (online customization and visualization of all of the exercises), 
along with the option to modify exercises as a patient’s physical ability fluctuated over time.   
In October 2010, the MY RA FIT KIT campaign launched, giving Rheumatoid Arthritis 
sufferers the option to receive a free, personalized, fully customizable fitness program. The 
program was designed in partnership with UCB with input from patients and fitness experts 
at The Cooper Institute, who understand the physical limitations of RA. 
Community insights drove and informed the development of the campaign. Concept 
elements of the TV, website creative (http://myrafitkit.com/Default.aspx) and fulfillment were 
reviewed and critiqued through the community prior to their submission to BASES for ROI 
assessment based on follow-up, permission-based branded communications to the 
respondents. 
 
As requested by community members, the personalized programs are based on the fitness 
level of the individual, the exercises they enjoy, and the joints that RA affects for that 
specific individual. Each person can choose the intensity level of the exercises, modify 
exercises to protect specific joints, and view detailed instructions and demonstrations to 
address four core areas of whole-body health: low-impact cardio, strength, flexibility, and 
balance. After signing up for the kit online or via phone, customized packets are sent to 
recipients. 
 
The marketing strategy for the campaign was based on community insights in order to 
develop the most compelling, most differentiated, most relevant offer for registration based 
upon keen understanding of patient insights.  
A segmentation analysis of respondents to the ad campaign allowed for a predictive 
assessment of response rates and branded conversion rates. Conversion rates achieved 
97% of BASES model projections. (Note that this was the first unbranded DRTV campaign 
BASES had ever modeled for pharmaceuticals, so benchmarks were set against branded 
offers. This was a significantly higher hurdle to vault, because they had to overcome the 
challenges of getting from an unbranded offer through several steps to eventually get to a 
branded conversion.) 
 

III. Campaign Description: 
The MY RA FIT KIT Campaign—a personalized program designed for your RA 
UCB worked with Integrated Media Solutions to target moderate to severe RA patients to 
launch the MY RA FIT KIT Campaign. (The media plan for the campaign is UCB 
confidential.) Media included Network, Syndicated and Cable TV, as well as digital media, 
across multiple flights between October 2010 and September 2011.  
As a result of the MY RA FIT KIT Campaign, these new customized fitness programs help 
reduce the pain, stiffness, and fatigue of RA, bringing UCB one step closer to their ultimate 
goal: being a patient-centric company. 
 

IV. Business Results:  
The MY RA FIT KIT Campaign achieves real business results 
The objective of the MY RA FIT KIT Campaign was to provide an offer that was valuable, 
relevant and helpful to people with RA that would also provide permission-based lead 
generation. After receiving permission from people with RA, eventually UCB could send 
them branded communications.  
With a budget of less than $15MM to spend on the campaign, and after less than six 
months of television airtime, more than half a million people responded to the ad via IVR or 
online. Over 20% of them were considered qualified patients, exceeding target enrollment 
goals and delivering costs-per-qualified-lead below forecast. The campaign is currently 
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being adapted for use in Canada, and elements of the campaign (website and direct-mail 
fulfillments) are being modified for other countries as well. Currently, Mexico and the UK 
are also exploring use of this offer. 


