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GOLD, Health & Personal Care 
Campaign Title: The Bedtime Dance 
Year the campaign took place: 2018 
 

 
 
Brand: GSK, Advil PM 
Creative Agency: Grey, Tribal 
Media Company/Agency: 
Research Company: System 1 Kantar Kantar Millward Brown Isobar IRI 
Mphasize Ipsos 
Additional Affiliated Companies: 
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 

Marketing Challenge:  Although sleeplessness was on the rise, Advil PM 
had been experiencing baseline sales declines over a three-year period 
while other single benefit sleep aid brands were enjoying double-digit 
growth.  In a category where sleep is king, we needed to wake people up 
to the role of pain relief. 
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Methodology:  In addition to leveraging consumer research, 
marketplace learnings & advanced analytics (A&U / segmentation, Brand 
Health Tracking, Market Structure, & Panel data) for the strategy shift, 
the following approaches were used in the creative development process: 

 
• System 1 / Behavioral Science ( Predictive Acceptance & Face Trace) 
• On-line blogs in a social networking setting 
• Quali-Quant Hybrid Ad Development (on-line quant plus in-person 

focus groups) 
• Quantitative Ad Validation (including Neuroscience facial coding) 

 
Insight Discovered:  Although pain & sleeplessness are inextricably 
linked, many sleep aid users are not connecting the dots between the 
two. 
 
Creative Execution:  The Bedtime Dance - Stop dancing around the pain 
that is keeping you awake and quiet the night with Advil PM.  This was 
brought to life by showing the endless tossing & turning that occurs due 
to pain in a restless bedtime dance. 
 
Business Impact:  The campaign re-ignited demand for Advil PM by not 
only reversing declining baseline sales over the prior 3-year period 
(baseline sales +8%) & bringing in new buyers, but also by tripling ad 
break-through vs. the prior campaign!  Marketing mix showed double 
digit increases (between +12% and +14%) in both effectiveness and ROI 
for TV and digital activations.  Furthermore, enormous gains were seen in 
ad evaluation diagnostics and brand health imagery metrics amongst our 
core target consumer. 

 
CONSUMER INSIGHT 
 

Although pain and sleeplessness are inextricably linked, many sleep aid 
users are not connecting the dots between the two. 
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MARKETING CHALLENGE 
 

Two-thirds of US adults experience sleep disorders and these sufferers 
think about one thing and one thing only, sleep!  However, when asked, 
the majority say that they also suffer from nighttime pain.  And although 
sleeplessness was on the rise, Advil PM was experiencing baseline sales 
declines over a three-year period while other single benefit sleep brands 
were enjoying double-digit growth.  This was because consumers were 
not instinctively making the connection between pain and sleeplessness, 
so they opted for single benefit sleep solutions that only solved for sleep 
without pain relief.  For Advil PM, the problem was that the brand did not 
have the same credibility within the sleep aid category as it did in pain 
relief.  Although people trust the brand to eliminate their tough pains, 
they did not see the personal relevance or value in Advil PM, a dual 
benefit product which combines the #1 selling sleep medicine with the #1 
selling pain reliever. 

 
Our challenge was twofold.  First, we needed to raise consumer 
awareness regarding the role of pain as a root cause of sleeplessness 
among sleep aid buyers.  Second, we had to change perception and make 
Advil PM synonymous with a quality, pain-free night’s sleep. 

 
METHODOLOGY 
 

Research was integral during all stages of campaign development, and 
initial work in the process influenced a shift in brand strategy. 
For over eight years, Advil PM had maintained its position as the #1 sleep 
+ pain relief brand despite softness in baseline sales over the course of a 
three-year period.  While successful over the years, the brand’s retention 
strategy was starting to hit a ceiling so growth prospects were limited.  
Because of this, Advil PM needed a path forward to attract new users to 
its brand in this high churn category. 
 
The journey began by leveraging and re-mining previous research 
including an A&U, consumer segmentation, market structure and brand 
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health tracking.  Through synthesizing these disparate pieces of research, 
we uncovered the following: 

• Over half of all people that suffer from sleeplessness experience all 
three of the main causes: emotional (i.e. stress), environmental (i.e. 
light, noise) and physical (i.e. body aches & pains) 

• Despite pain being a main cause, many were treating with single 
benefit medicinal solutions that only solved for sleeplessness and not 
for pain. 

• Advil PM did not have the same credibility within the sleep category as 
it did in pain relief.  Although people trust the brand to eliminate their 
toughest pains, they did not appreciate our dual benefit product that 
could help them fall asleep faster and stay asleep longer. 

• Market structure signaled that Advil PM had a right to win among other 
sleep segments. 

• Our segmentation study identified a specific target as the one to 
address our challenge among single benefit sleep aid users. 

With this new strategy in place, we were able to continue with our 
campaign development process.   Historically, Advil PM has encountered 
challenges with breakthrough in creative development testing.  Since 
most ads in the sleep category take place in a bedroom setting, there 
often is little perceived differentiation, for which we had to solve.  
Therefore, our creative development process had to get the consumer 
more involved in earlier stages to help develop, co-create, optimize & 
assess our ideas.  Below was our four-phased approach: 

 
Step 1 – Platform Idea Development 
A System 1 behavioral science approach was leveraged to predict the top 
platform idea & supporting claim that would have the most potential for 
in-market success.  The outcome of this work resulted in our core idea:  
‘Bedtime should be MY time to relax, but I am uncomfortable and 
cannot sleep’. 
 
Step 2 – Platform Idea Assessment 
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With our platform idea identified, we needed to get consumer feedback 
on creative idea territories that would serve as the foundation for 
executional development.  To assess these territories, we leveraged a 
national research blog which allowed us to speak to consumers in a social 
networking setting where they were comfortable with, and open to, 
sharing information in their own environment.  Quantitative techniques 
were paired with qualitative depth to help narrow six ways in to the 
platform idea down to three. 
 
Step 3 – Campaign / Ad Development 
At this stage, we needed to assess a range of creative to progress and 
optimize.  Instead of doing a same-day, traditional in-person Quant/Qual 
approach, we opted for a newer hybrid solution that allowed us to first 
get more robust quantitative feedback nationally via an on-line survey.  
This was followed by in-person focus groups to capture live interaction, 
body language, & facial expressions.  The focus groups also gave deeper 
context to the quantitative results after a thorough review – a key benefit 
of staggering this work. 
 
Step 4 – Campaign / Ad Identification 
Four executions were put into copy testing for final validation.  Of these, 
the ‘Bedtime Dance’ TV execution not only met internal action standards, 
but also achieved the highest Awareness Index EVER tested on the brand, 
effectively addressing historical challenges in this area!  The ad showed 
both very strong breakthrough and motivational potential, as well as 
communicated the primary message that Advil PM relieves both nighttime 
pain and sleeplessness above norm.  Other campaign elements including 
digital executions were also tested and were well liked by consumers. 
 

CREATIVE EXECUTION 
 

Our strategy came to life through The Bedtime Dance which was the 
cornerstone of our campaign.  The idea was to stop dancing around the 
pain that is keeping you awake and quiet the night with Advil PM.  This 
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was achieved by portraying the endless tossing & turning that occurs due 
to pain as a restless bedtime dance. 

 
THE BEDTIME DANCE 
 
Sleep aid users are stuck in a routine. They try to stop nightly tossing and 
turning without addressing the aches and pains that play a role. So, we 
brought them face-to-face with their behavior, showing them that there is 
a better way to get through the night, without the same old song and 
dance. 
 
We broke category convention by dramatizing the real problem (from our 
core insight): the uncomfortable aches and pains that keep people from 
the relaxing and peaceful slumber that they deserve. We brought this 
suffering to life in both video and static form via breakthrough 
choreography that clearly visualized the link between pain and 
sleeplessness. In film, this torturous bedtime dance was set to music, 
creating a captivating portrayal of our audience’s nightly struggle. Each 
movement was designed to communicate a different pain indication, so 
that the efficacy and pain-relieving power of Advil came through loud and 
clear. 
 
To support TV and ensure that our wake-up-call could not be ignored, we 
intercepted consumers across every touchpoint, reinforcing our message 
in the places and spaces that matter most to our audience. Given that our 
goal was to raise public consciousness about the ‘pain + sleeplessness 
equation,’ we needed to create the impact of being ‘always on,’ despite a 
limited budget that was dwarfed by our competition. To keep our brand 
top of mind, the core of the campaign included continuous TV, as well as 
digital, social and retail activations. 
 
We used digital and social channels to engage sleep sufferers in relevant, 
endemic spaces online and leveraged behavioral and keyword contextual 
targeting to convert competitive users who were actively seeking a 
solution. In real time, we were able to interrupt people who were treating 
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their symptoms incorrectly and help them finally put their pain to bed. We 
also ran banner ads on key retailer sites, utilizing the opportunity to drive 
trial and reinforce our call-to-action. Across every execution, we 
demonstrated that our pain + sleeplessness formula helps sufferers fall 
asleep faster and stay asleep longer – two of the most motivating 
benefits in the category. 

 
BUSINESS RESULTS/LESSONS LEARNED 
 

Advil PM’s ‘Bedtime Dance’ campaign has been very successful in driving 
market performance, as well as inspiring a new direction for the brand.  It 
continues to be the foundation of our integrated marketing plan, which 
includes a variety of marketing (TV, digital display, paid search & social) 
& consumer promotion / in-store (FSIs, shelf signage, sampling, targeted 
offers and loyalty programs) initiatives.  Success metrics include: 
 
Business Results 
• Reversed a three-year baseline sales decline.  Baseline dollar 

sales, which are an indicator of brand health, increased by +8%.  
Sales data also showed the longest streak of multi period gains post 
‘Bedtime Dance’ campaign over the past five years. 

 
• Marketing mix showed double digit increases in both effectiveness 

and ROI for Advil PM’s TV and digital activations. 
 
 

Advertising and Brand Health Results 
• Advil PM ad break-through more than tripled vs prior ad campaign, 

successfully solving for the lack of differentiation consumers site when 
it comes to sleep aid advertising. 

o Break-through performance also exceeded all sleep competitors 
& was nearly double the TV ad benchmark for the entire sleep 
category. 
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• Ad evaluation metrics among our core consumer target were 
remarkable.  This group was significantly more favorable on most 
diagnostic metrics including: 

o Ad importance (191 index vs total tracking results) 
o Enjoy-ability (124i) 
o Purchase consideration (206i) 
o Memorable (135i) 
o Relatability (114i) 
o New information (212i) 
o Uniqueness (176i) 

 
• Advil PM also made enormous gains in image, particularly amongst 

its key sleep segment target on efficacy attributes. 
o ‘Provides strong nighttime pain relief’ increased by 22 

points. 


