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Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 

Pneumococcal Disease (PD) is a serious but preventable condition that 
can affect those already struggling with chronic diseases such COPD, 
Diabetes or Heart Disease.  Many may have little awareness that their 
chronic condition puts them at increased risk for PD.  
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The insights from a multi-phase behavioral research plan, relying heavily 
on Behavioral Economics and designed to accommodate subjects with 
certain chronic conditions for whom travel was sometimes challenging, 
were the foundation of the Chronic Fighter Campaign.  “Chronic Fighter” 
was developed to address the irrefutable insight that “My Doctor and I 
are so preoccupied with my chronic disease that PD is never even brought 
up.”  More specifically, the campaign is intended to increase awareness of 
Pneumococcal Disease (PD) by educating adults under the age of 65 with 
certain chronic conditions about their increased risk for PD.  The 
centerpiece of the campaign was a branded video that was utilized across 
TV, digital and social tactics. Other elements of the campaign included 
email, banners, social posts and print, in-office and in-pharmacy 
messaging. There were also partnerships with condition-specific 
organizations and representative-delivered messages directed to 
healthcare providers and pharmacies.  

 
CONSUMER INSIGHT  
 

My Doctor and I are so preoccupied with my chronic disease that 
Pneumococcal Disease (PD) is never even brought up. 

 
MARKETING CHALLENGE 
 

You don’t know me, I keep to myself.  I’m an evasive outlaw that moves 
effortlessly throughout the country.  Each year I steal from over 900,000 
people in the US, but I’m not interested in stealing something ordinary 
like cars or jewelry.  I want your health.  If you’re like most people, you’ll 
have no idea we’ve met until it’s too late. My name is Pneumococcal 
Disease, but on the streets, I’m known as “PD.”  Chances are I’m in your 
town already, close to people you know.   
 
Like most who are effective at my craft, I prey on the distracted.  Most 
are too busy managing their day to day disease.  This is perfect for me.  I 
hit you when you least expect it. 
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Lucky for me not everyone knows about ways to help protect against me, 
like vaccination. Physicians are busy focusing on chronic conditions like 
COPD, Diabetes and Heart Disease and may not have time to focus on 
me. Conversations about me are reserved for “the next visit” but guess 
what – other things take priority.  Patients might be focused on trying to 
lose weight, eat healthy and take their medications regularly, so that they 
don’t have time to learn about me. This all helps to set the stage for my 
arrival. 
 

METHODOLOGY  
 

“I’m not feeling well today, so I’m not going to make it in for 
research.” Although there are millions of patients effected by COPD, 
Diabetes and Heart Disease, having them show up to in-person research 
is challenging due to the variability of how they feel on any given day.  
We identified innovative ways to conduct research in a way that was 
comfortable for respondents who couldn’t travel easily to research 
facilities.  “The last thing I want to do is talk to a stranger for an 
hour about my disease- which is already stealing time from me.”  
Given the challenges with patients’ feelings about their existing disease, a 
multiphase research approach was adopted to identify foundational 
insights as well as the sub-conscious drivers and barriers to vaccination 
utilizing virtual and digital techniques.   
 
Exploratory research identified a surprising barrier to vaccination.  PD 
was infrequently discussed during exams.  Physicians spent the entire 
visit focusing on the initial diagnosis and subsequent treatment of 
comorbid chronic conditions.  This coupled with the insight that PD is 
rarely discussed outside the office –among families, social media or other 
disease associations explained the limited awareness among patients.   
 
To help us understand how to change the office dynamic and ultimately 
create compelling copy, a new approach was needed—employing a 
Behavioral Economics (BE) expert to help design our research and 
interpret the results. 
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To augment BE research techniques, projective techniques including 
mood boards and archetypes, word associations and the use of 
unprompted discourse were utilized throughout the research. The 
unprompted discourse was critical to keeping the respondent in system1 
thinking, avoiding the human rationalization of system 2.  
 
Participants also kept a digital journey diary allowing us to see what their 
digital life looked like over the course of the week – how they used the 
Internet, apps on different devices, and TV programming they watched, 
as well as what content they sought.  To accommodate patients and their 
challenges with their existing chronic disease, we conducted follow-up 
short video vignettes to personify the patient and their journey.  
 
The creative brief was populated from the voice of our patients brought to 
life.  In addition to the patient journey maps, personas and vignettes, a 
digital journey ecosystem map was created based on each stage of their 
disease journey to inform the most opportune touchpoints for 
intervention. 

 
CREATIVE EXECUTION 
 

The response of our patients to the news that they were at a high risk for 
PD supported the strong need for education- and the Chronic Fighter 
campaign was born.  The campaign’s ultimate objective of motivating 
patients to have an informed conversation with their healthcare provider 
about ways to help reduce the risk of PD, leverages the insight that once 
patients are aware of preventative options they are eager to have a 
discussion with their physician.  
 
Behavioral Economics is inter-woven throughout The Chronic Fighter 
Campaign in-order to engage and motivate.  The campaign had to feel 
real to our patients if they were going to take action.  We focused on 4 
key BE Principles: 
1) In-Group Bias leverages a credible nurse-patient to portray 
relevance 
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2) Motivational Priming “Helps protect chronic fighters like us” sets 
expectations for what viewers are about to see  
3) Conjunction Bias –listing the conditions associated with PD 
compelled users to engage  
4) Social Proof “900K will get pneumonia” coupled with a trigger to act 
(please ask your doctor today…)” was the motivating call to action.  
 
The Chronic Fighter DTC Campaign is a fully integrated 360 effort that 
utilized hyper-targeting for condition-specific messages.    “Chronic 
Fighter” was developed to address the irrefutable insight that “My Doctor 
and I are so preoccupied with my chronic disease that PD is never even 
brought up.”  More specifically, the campaign is intended to increase 
awareness of Pneumococcal Disease (PD) by educating adults under the 
age of 65 with certain chronic conditions about their increased risk for PD.   
 
The centerpiece of the campaign was a branded video that was utilized 
across TV, digital and social tactics. Other elements of the campaign 
included email, banners, social posts and print, in-office and in-pharmacy 
messaging. There were also partnerships with condition-specific 
organizations and representative-delivered messages directed to 
healthcare providers and pharmacy. 

 
BUSINESS RESULTS/LESSONS LEARNED  
 

The ultimate objective of the Chronic Fighter campaign is to motivate 
adults living with chronic conditions and a high risk of PD to seek 
information and ask their HCP about and accept vaccination for 
PNEUMOVAX23.  Given the extremely low levels of familiarity with PD, the 
team focused on the realistic short-term objectives of generating 
awareness of and providing education about PD. 
 
During Year 1, Chronic Fighter’s impact was noteworthy on both the 
business and educational KPI’s: 

 
• Significantly increased awareness 
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• Increased traffic to the branded website and time spent on the website 
reading about PD and how to minimize risk 

• Increased intent to have a conversation with the doctor 
• The primary educational message was played back by a majority of 

respondents across the key segments (copy testing) 
 

Perceptions of risk increased significantly (copy testing) 


