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Award Designation and Category: SILVER Pharmaceuticals 
 
Campaign Title: Not My Child 
 
Year the campaign took place: 2020 
 

 
 

Brand: Gardasil 9/Merck 
Creative Agency: Klick 
Media Agency:  Initiative 
Research Company: Insights Consulting Group; Hall & Partners; Ideas 42; 
Ipsos 
Additional Affiliated Companies: U30 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
Human papillomavirus (HPV) is the most common sexually transmitted virus 
in the US.  Vaccination can help prevent against the cancers that can 
develop because of an HPV infection. The Not My Child 
campaign leverages parents’ natural instinct to protect their child.  Based 
on insights from an extensive research plan, NMC utilized unbranded video, 
surround sound digital and point of care materials to drive significant 
lifts across priority metrics.   
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Marketing Challenge 
 
Despite the recommendation from the CDC that children get two doses of 
HPV vaccine at ages 11–12 years  (prior to exposure), the HPV vaccination 
rate among adolescents lags other routine vaccinations by 20 points leaving 
a large gap in protecting the tween cohort from HPV related cancers.  This 
gap exists because parents think the HPV vaccine is an STD vaccine; and it 
is all about sex. They view the vaccine as “optional” leaving the door open 
for delay until an unspecified age when their child is closer to sexual 
debut. Now is a parent’s time to act and we needed to encourage them to do 
just that.    
 
Methodology  
 
The first step was to identify, size and prioritize the most viable audience for 
the new campaign.  Segmentation research uncovered two primary 
audiences that demonstrated the values and behaviors that Merck could 
effectively message against.    
 
While the segmentation successfully identified many of the rational drivers 
and barriers to HPV vaccination, we needed a more holistic understanding of 
the segments to develop the advertising.  Leveraging behavioral 
science, journey research brought the segments to life by revealing the 
underlying (emotional) drivers and barriers along the vaccination 
journey.  Personas were then developed.   The research led to the insight 
that parents will do anything within their power to protect their children. The 
research also provided the blueprint for the campaign: increased awareness 
and focusing on cancer prevention can help destigmatize the topic.  
  
Concurrently, virtual reality research simulating a well visit between the 
parent/caregiver and the pediatrician, confirmed the necessity of DTC.  Many 
parents lack understanding about HPV, yet physicians often assume parents 
are more knowledgeable than they are.   This often leads to  a weak 
recommendation, resulting in lack of urgency, disappointing same day 
vaccination rates and no clear deadline for vaccination. 
  
Review of all the historical research was then conducted with a behavioral 
science lens in order to help guide the creative. It was determined that the 
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new campaign had to overcome “Procrastination Bias” by associating the 
HPV vaccination with the very specific 11-12-year-old milestones. By  
 
reframing the conversation and inextricably linking HPV to cancer 
prevention, the creative should also overcome “Avoidance bias”, which 
comes from the discomfort of discussing sexual activity.  
 
Seven boards, representing different ways in based on the insights, were 
taken into copy testing. NMC performed particularly well, breaking through 
the clutter, engaging the audience, and motivating parents to speak with 
their child’s HCP.  A biometric overlay confirmed consumer engagement.  
 
Creative Execution 
 
NMC tapped into a parents’ innate animal instinct to protect their child now, 
because when it comes to keeping their child safe, there is no greater enemy 
in their future than cancer.  The board highlights parents’ visceral response 
by showcasing parents putting cancer on notice, using physical defiance to 
create a barrier and stand in the way.   
 
The campaign was designed to overcome the tendency for delay and 
deferment, by motivating parents of preteen boys and girls (focus on age 
11-12) to talk to their child’s doctor about protecting them from cancers 
caused by HPV at the 11-12-year-old Wellness Visit. The campaign leverages 
the insight that protection from cancers is especially motivating to our 
primary segments and the convenience of getting 2 vaccinations (versus 3 at 
age 15+) helps to ensure completion.   
 
NMC launched Q2 20120 with a $35MM spend across multiple channels, 
including Broadcast TV & Streaming, digital tactics, (Website, display and 
social) as well as point of care materials, Display and Social).    
 
Business Results/Lessons Learned  
 
Despite the challenging environment brought about by the pandemic during 
campaign launch including high levels of concern about COVID (mid 40% top 
two box), low baseline interest in HPV vaccination as measured by search 
(approximately half from prior year) and reduced well visits (at least 35% 
lower).  NMC still achieved strong performance.  Market Mix analytics 
showed return on investment to be particularly strong for TV and 
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digital.  Brand lift results showed that the digital campaign, when combined, 
with other educational messaging resulted in significant lifts in 
awareness, urgency to vaccinate and linkage of HPV to cancer. Search more 
than doubled. Based on these strong results, the campaign, with minor 
modifications, was carried into 2021 with strong results.  


