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Time l ine

Fall 2014 – Ongoing

Research

Spring 2015 – Summer 2015
Planning

May 2015 & October 2015
Campaign Rollout

Through
August 2016 Ongoing Outreach



• Desired a positive tone that was not scary

• Warned that advertisements should not 
trivialize an issue as personal and important as 
cancer

• Appreciated instantly distinguishable imagery 
associated with the ad topic (pink ribbon, 
Know:BRCA logo)

• Messages needed to be 
informative/educational

• Identified high performance venues (e.g., 
SEM/SEO, FB, Twitter, etc.)

Know :BRCA Lessons Learned



Planning



Current  Audiences

Primary Audience

Young Women (18-44) 
with Above Average Risk

Secondary Audiences

General Audience –
All Young Women (18-44) Survivors (18-44)



Goals

• Encourage young women to learn their family history of breast and 
ovarian cancer

• Educate young women on the risk factors for breast cancer before the 
age of 45

• Inspire young women to talk to their health care provider if they think 
they might be at higher risk for breast cancer

• Encourage young women to live healthy lifestyles and be aware of 
their own breast health



Strategy

“Influence the Influencers”

Harness the power of young women who have a strong 
connection to breast cancer—those with a family or 

personal history of breast cancer—to share their story 
with their online community, creating a trickle down effect 

to those less aware of their risk. 



Campaign Name

• The name needed to:
– Resonate with 18-44 year olds
– Bring to life the idea that young women can be personally affected by breast cancer
– Empower young women to learn about their risk for early breast cancer & take 

action if needed
• Creative process included creative brief, research & discovery, legal search, 

formal/informal testing

“This name evokes the image of 
ordinary women conjuring up and 
discovering their own bravery. 
That, to me, is interesting, 
dignified, and inspiring.”

“Sometimes the right thing to do is 
not the easy thing, we all must 
bring our brave! ”

“The name reframes the 
conversation about HBOC as 
something that you can be 
proactive about and take control of 
rather than being fearful.”



Tel l ing Personal  Stor ies

Amy, 34 Carletta, 44 Lisa, 41 Marleah, 27

Cara, 30 Cassie, 42 Meagan, 22 Jackie, 38 

http://www.cdc.gov/cancer/breast/young_women/bringyourbrave/stories/amy/index.htm
http://www.cdc.gov/cancer/breast/young_women/bringyourbrave/stories/carletta/index.htm
http://www.cdc.gov/cancer/breast/young_women/bringyourbrave/stories/lisa/index.htm
http://www.cdc.gov/cancer/breast/young_women/bringyourbrave/stories/marleah/index.htm
http://www.cdc.gov/cancer/breast/young_women/bringyourbrave/stories/cara/index.htm
http://www.cdc.gov/cancer/breast/young_women/bringyourbrave/stories/cassie/index.htm
http://www.cdc.gov/cancer/breast/young_women/bringyourbrave/stories/meagan/index.htm
http://www.cdc.gov/cancer/breast/young_women/bringyourbrave/stories/jackie/index.htm


Campaign Rollout –
Phase 1

May 2015



Campaign Rol lout :  Phase 1

• Launched Campaign Website
– 4 videos about genetic counseling 

and testing
– 4 videos telling Lisa’s personal 

story

• Infographic about HBOC

• Partner promotion of the website 
and videos

• Paid Facebook promotion
– Website, videos, infographic



Br ing Your  Brave Websi te



Socia l  Media Plat forms

CDC Breast Cancer

@CDC_Cancer

pinterest.com/cdcgov/
breast-cancer

https://www.youtube.com/
CDCStreamingHealth



Personal  Stor ies

https://www.youtube.com/watch?v=Mm-a4tWmi2c

• Lisa has five aunts and one cousin who had 
breast cancer, and one aunt who had ovarian 
cancer. 

• Her cousin and three of those aunts were 
younger than age 50 when they were diagnosed. 

https://www.youtube.com/watch?v=RkG4L50CbvA

• Joyce is a genetic counselor with more than 15 
years of experience.

• She has a Master’s degree in medical genetics 
and is the director of a genetic counseling 
program on the East Coast.

https://www.youtube.com/watch?v=Mm-a4tWmi2c
https://www.youtube.com/watch?v=Mm-a4tWmi2c
https://www.youtube.com/watch?v=Mm-a4tWmi2c
https://www.youtube.com/watch?v=RkG4L50CbvA
https://www.youtube.com/watch?v=RkG4L50CbvA
https://www.youtube.com/watch?v=RkG4L50CbvA


Partner  Promot ion



Phase 1 Lessons Learned

• Content:
• Graphics with shorter, eye-catching 

stats performed best
• Conversation starters boost 

engagement
• Shorter videos perform better

• Delivery: 
• Partners are critical to spreading 

campaign messages
• Leverage health observances

• Research
• Incorporate BYB focus group findings

Social media 
changes every day, 
so we are always in 

a learning space!



Br ing Your  Brave Research

• Goal: To garner core insights to shape a credible and distinct social and 
digital media education campaign about breast cancer that effectively 
reaches women ages 18-44

• Methods:
– Literature Review and Materials Audit
– Key Informant Interviews
– Review of Existing Research
– Social Media Analysis
– Bring Your Brave Focus Groups



Key Takeaways

• Develop audience-based messages and materials for 
women ages 18-44 centered around personal stories

• For Jewish women: show Jewish women, messages 
should cite facts and stats specific to Jewish women, 
include proactive tips, and be upbeat and positive in 
tone

• For African American women: show African American 
women in warm environments & with family members, 
provide substantial information but keep it simple and 
easy to understand, use an empowering tone with 
actionable steps

“Basically if you’re specifically 
targeting Jewish women, then you 
should put something on here that 
says, ‘Hey, Jewish women.’ Or a 
picture, something that’s calling 
us, calling our names.”



Campaign Rollout –
Phase 2

October 2015



Campaign Rol lout :  Phase 2

• Introduced 7 new personal stories
– 6 new videos sharing personal 

stories from Cara and Jackie
• #BraveBecause Day of Action
• Paid Media

– Facebook, Display Ads, YouTube 
Ads, Search Engine Marketing, 
Influencer Engagement

• Earned Media
• Partner promotion of the website 

and videos



Shar ing Our Stor ies



Shar ing Our Stor ies

https://www.youtube.com/watch?v=9GaefI5EVSI

• Jackie witnessed many relatives on her father’s side of the 
family die from breast or ovarian cancer. 

• At 35, she sought genetic counseling and testing and learned 
that she has a BRCA gene mutation. 

• In 2015, Jackie had her ovaries removed to manage her risk. 
She undergoes regular breast cancer screening. 

https://www.youtube.com/watch?v=yqzohyNKzgU

• Cara is of Ashkenazi Jewish heritage. She was 3 years old 
when her mother passed away from breast cancer.

• At 22, she tested positive for a BRCA gene mutation and chose 
the path of surveillance. After her first breast MRI, Cara was 
diagnosed with breast cancer.

• Since her treatment ended in 2011, Cara has been cancer-free.

https://www.youtube.com/watch?v=9GaefI5EVSI
https://www.youtube.com/watch?v=9GaefI5EVSI
https://www.youtube.com/watch?v=9GaefI5EVSI
https://www.youtube.com/watch?v=yqzohyNKzgU
https://www.youtube.com/watch?v=yqzohyNKzgU
https://www.youtube.com/watch?v=yqzohyNKzgU


Shar ing Our Stor ies

Reached 80,424 unique 
individuals with an average 
engagement rate of 5.4%

Generated 122,415 impressions 
with an average engagement rate 
of 1.14%

14,412 Impressions

2.3% Engagement



Shar ing Our Stor ies

Meagan’s post received 216 
likes and 10 comments from 
her Facebook friends.

Carletta shared a blog post 
about her participation in the 
campaign on 11/8.



#BraveBecause



#BraveBecause



#BraveBecause

CDC Breast Cancer’s reshare
of this post received 33 likes 
and reached 1,803 people. 

CDC Breast Cancer’s reshare of 
this post received 29 likes and 
reached 1,005 people. Marianne’s 
original post received 112 likes, 
38 comments, and 3 shares.



Paid Media – Inf luencer  Outreach

• Influencer outreach resulted in 
31 blog posts, which generated
more than 3.97M impressions

• Bloggers shared posts nearly 
100x on social media, resulting 
in more than 2.17M 
impressions, including:

– Facebook: 826k impressions
– Twitter: 725k impressions
– Instagram: 61k impressions
– Pinterest: 437k impressions
– Google+: 119k impressions

 



Paid Media – Dig i ta l  Disp lay Adver t is ing

• Digital display ads were served 
via two platforms—Live Intent 
and RUN Ads, resulting in more 
than 20M impressions with a 
click-through rate of 0.16%

• Mobile and desktop placements 
were targeted to women 18-44 
and Jewish women

Platform Impressions Clicks CTR

Live Intent 5,078,218 13,186 0.26%

RUN Ads 15,020,708 19,957 0.13%

Total 20,098,926 33,143 0.16%



Paid Media – Search Engine Market ing

• Search Engine Marketing generated 619k+ impressions 
and nearly 10k click-throughs to cdc.gov at an average 
cost-per-click of $1.97

• The campaign with keywords centered around BRCA and 
genetic testing has driven the most traffic at the lowest 
cost, with an average CPC of $1.74

Keyword Category Impressions Clicks CTR Avg. CPC

BRCA/Genetic 
Testing 249,588 5,766 2.31% $1.74

Breast Cancer in 
Young Women 365,116 4,048 1.11% $2.28

Breast Cancer in 
Jewish Women 5,102 133 2.61% $2.52

Total 619,806 9,947 1.60% $1.97



Paid Media - YouTube

• Promoted 15-second ads featuring Cara and Jackie for two weeks in November
• The ads generated 31,675 views with a cost-per-view (CPV) of $0.17

– The ad featuring Jackie performed better than the ad featuring Cara in terms of recorded views, with a 
View Rate of 17.18% compared to 14.15%

– The ad featuring Cara was more effective in driving clicks from the video, with 498 clicks and a CTR 
of 0.49% compared to the ad with Jackie that drove 315 clicks at a CTR of 0.31%

Ad Impressions Views View Rate Avg. Cost-Per-View

Cara 101,789 14,406 14.15% $0.18

Jackie 100,545 17,269 17.18% $0.16

Total 202,334 31,675 15.65% $0.17



Paid Media – Facebook

Facebook advertising generated a total of 2.5M impressions. Overall, the ads received 
348k+ total engagements.

Ad Set Impressions Engagements

Facebook Post Engagements -
Breast Cancer Interest Targeting 573,003 impressions 20,269

engagements

Facebook Post Engagements -
Jewish Women Targeting 329,645 impressions 10,160 engagements

Click to Website -
Breast Cancer Interest Targeting 290,745 impressions 10,979

clicks-to-website

Click to Website -
Jewish Women Targeting 334,647 impressions 16,364

clicks-to-website

Video Ads 983,979 impressions 290,598
video views

TOTAL 2,512,019
impressions

348,970
engagements

(engagements, clicks-to-website, video views)



Paid Media – Facebook



Earned Media

RESULTS:
12 Placements with a 
total reach of 7.6M+



Partner  Promot ion



Resul ts  To-Date

• 39.25 million impressions on 
Twitter, Facebook, Pinterest and 
YouTube

• 454,000+ video views

• Nearly 68,000 website visits

• 418,991+ engagements on 
social media (e.g., retweets, 
shares)

• 1,900+ mentions on social media



Phase 2 Lessons Learned

• 75% of impressions from Phase 2 resulted from paid 
media efforts. 

• Simple and relatable stories are more shareable. 
Meagan’s story had both the highest reach and 
engagement.

• Graphic content performs best. The infographic was 
the top-performing Twitter content.

• Ongoing evaluation of paid advertising allows us to 
optimize for a stronger ROI in the future. 

• Partnership is key. 



Ongoing Outreach



How Wi l l  We Expand Our Reach?

• Continue to Tell Personal Stories
– Engage existing and new spokeswomen
– Share Your Story Web Application
– Release new content



How Wi l l  We Expand Our Reach?

• Boost Efforts with Paid Media
– Continue to invest in digital display, 

Facebook, and YouTube advertising, 
as well as search engine marketing 

• Seek Earned Media Opportunities
• Engage Partners & Influencers

– Content has a dramatically higher 
success rate when promoted by 
partners

“We are always looking for new stories to share 
and purposeful graphics. The toolkit helped us 
to enhance our outreach and education efforts 
as some of the posts resonated very well with 
our target population, saving us the time and 
effort to create new content.” – Sharsheret

“Continue to do what you are doing. We will 
incorporate all that we can of it into our 
campaigns, since we are both doing similar 
things. We do have this great CDC resource 
already listed on our websites, so it is being 
seen by our audience.” – LSU
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