AWARE.
READY TO RESPOND.

Designing, executing and measuring the impact of a multi-channel ’-'eﬁ':'.f
market development campaign to raise anaphylaxis awareness across g

unique target audiences.




CREATING A TARGETED
CAMPAIGN STRATEGY

In 2011, as a result of several high pro le anaphylaxis fatalities in school, EpiPenfi maker Mylan and
it s marketing partner P zer Inc made a strategic decision to embark on an initiative to raise severe
allergy awareness and in uence state policy makers to pass laws legalizing access to epinephrine
auto injectors in places of learning.

In addition to supporting policy changes in several states, P zer and Mylan were also looking to
further develop the marketplace through unbranded alliance partner programs. In early 2012, they
turned to DMW Network partners to design a precision targeted, direct response strategy that could
be tracked, measured and adapted over a two-year campaign period.

DMW Network, in conjunction with P zer and Mylan identi ed leading third-party partners from the
employee health, workplace safety, medical, patient advocacy and education communities. Each
partner provided direct access to highly quali ed targets that could act as message ambassadors and
in uence school or workplace health policy.

Over a two-year span, DMW Network partners executed a series of unbranded multi-media
micro-campaigns, focused on anaphylaxis preparedness, awareness and emergency response. Each
micro-campaign placed an emphasis on ensuring that families, schools and workplaces had access to
epinephrine auto-injectors and that key personnel were trained to use them effectively in an
anaphylaxis emergency.
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PARTNERING WITH PATIENTS

In early 2012, DMW Network partners coordinated with The Food Allergy &
Anaphylaxis Network (FAAN) to develop an online PSA campaign highlighting
compelling patient and family stories. The two-part SmartCast  video series took
two distinctively different approaches.

The rstinstallment shared the tragic story of Brian Hom and his family when a
severe allergic reaction turned fatal while on vacation in Mexico. The stark lessons
from the Hom family s experience delivered a message to parents that anaphylaxis
risk never takes a vacation and that preparedness is required at all times.

Disney star Kenton Duty was featured in the second SmartCast installment. The

Shake it Up star shared his experience with severe allergies and provided tips for
teens to manage their anaphylaxis risks and stay safe on the go.

26,168 YouTube Views Kenton Duty — 11,948 | Brion Hom — 14,220

Over 1000 Facebook Shares, Likes & Comments

9,391 Landing Page Views
3:59 Average Length of Website View
36% Mobile Viewership
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