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A BRIEF HISTORY 
CDC’s Adolescent Immunization Communication Campaign  



Adolescent Immunization  

 3 new vaccines for 11-12 year olds 
 Tdap, Meningococcal Conjugate Vaccine (MCV4), HPV Vaccine 

 CDC starts a new communication campaign 
 Lots of formative research between 2006-2008 

 Campaign launched August 2007 

 Big focus on HPV vaccination 

 Target populations with high cervical cancer rates 

 Outreach in areas of high-density of target populations 

 New HPV vaccine in 2009  

 Permissive recommendation for boys in 2009 



A QUICK LOOK AT THE DATA 
CDC’s Adolescent Immunization Communication Campaign  



NIS-Teen 

 Annual data collection began in 2006 
 Phone surveys of parents and providers 

 National coverage in 13-17 year olds 
 Provides snapshot of coverage 

 Includes catch-up vaccination data 

 HPV Vaccine data 
 2007: HPV vaccine received by 25% (v. 30% for Tdap) 

 2008: HPV vaccine 1 dose at 37%, 3 doses at 18% (v. 40% for Tdap) 

 2009: HPV vaccine 1 dose at 44%, 3 doses at 27% (v. 56% for Tdap) 

 2010: HPV vaccine 1 dose at 49%, 3 doses at 32% (v. 69% for Tdap) 

 Disparities seen by race/ethnicity and poverty status 
 HPV coverage lagged for blacks and Hispanics compared with whites 

 Girls living in poverty were also less likely to complete the HPV series 

 



1 word-of-mouth conversation has 
the impact of 200 TV ads* 

*bzzagent 
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3.9 million women with 
children write blogs in the US. 

By 2014, that number will 
jump to 4.4 million.   

eMarketer 

http://www.emarketer.com/Article.aspx?R=1007976�
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90% of moms are online vs. 
just 76% of women in general 

and 66% of moms believe 
word of mouth is credible.  

eMarketer  

http://www.emarketer.com/Article.aspx?R=1008121�


9 

Of the 3.9 million mom bloggers, 
only 13% of them primarily write 
about parenting and 9% about 

family updates. That means mom 
bloggers are vastly more likely to 

write about topics other than being 
a mom.  

Technorati 

http://technorati.com/blogging/article/what-topics-and-trends-day-2/page-4/�
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55% of active (daily) social 
media moms said they made 
their purchase because of a 

recommendation from a 
personal review blog.  

Technorati 

http://technorati.com/women/article/social-media-moms-prevalent-in-us/�
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Increase awareness amongst 
moms/parents of the CDC’s latest 

adolescent vaccination 
recommendations including HPV 

vaccine, Tdap, MCV4 and Flu 



GOING DIGITAL, BECOMING SOCIAL 
CDC’s Adolescent Immunization Communication Campaign  
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2010 Digital Media Campaign 



Publisher Outreach 
 What is Publisher Outreach? 

 The act of reaching out to publishers and 
other writers online to introduce the 
campaign, provide campaign resources, 
and engage them to post about the 
campaign on their online platform. 

 

 Activities included: 
 Developed and vetted list of online 

publishers to reach out to that would be 
interested in this information 

 Developed messaging to reach this list 

 Proactive outreach to generate 
placements of campaign content – at no 
cost 

 Monitored placements on an ongoing 
basis 

 



http://www.momversation.com/blog/5-things-you-can-do-today-protect-adolescents 

momversation.com 



PKIDS 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

twitter 

pkids blog pkids homepage 

facebook 



@LOUISPAGAN 

http://twitter.com/LouisPagan/status/18556462416 
http://www.facebook.com/louispagan 

http://www.facebook.com/louispagan�


BERKELEY PARENTS’ 
NETWORK ENEWSLETTER 

 http://parents.berkeley.edu 
Circulation: 8,000 

http://parents.berkeley.edu/�


GIRLSHEALTH.GOV 

http://www.girlshealth.gov/body/sexuality/hpv.cfm 

http://www.girlshealth.gov/body/sexuality/hpv.cfm�


Mommy Blogging Program 

 Turning to TwitterMoms 
 Network of 25,000 online-savvy moms 

who blog and tweet 
 

 Engaging the TwitterMoms community: 
 Identified and vetted moms with whom 

the vaccination messages would resonate 
& who are interested in adolescent 
vaccination/health 

 Invited these moms to blog & tweet on 
the topic  

 Developed widget to maximize reach and 
impact 

• Offered widget for placement on moms’ blogs 

• Syndicated content from campaign materials 

 Measured blog and Twitter impressions 

 



BRAINFOGGLES 

http://brainfoggles.com/2010/07/29/tween-vaccines-are-necessary/ 



JUNKFOODKIDS 

http://web.me.com/ashleynunez/Junkfoodkids/Manners__Tips/Entries/2010/7/21_The_CDC_is_asking_bloggers_to
_raise_awareness_about_pre_teen_immunizations.html 



LADYOFPROVERBS31 

http://ladyofproverbs31.blogspot.com/2010/07/tweens-and-teens-need-immunizations-as.html 



WIFEMOTHERFIRSTLADY 

http://wifemotherfirstlady.com/2010/07/your-virtual-pharmacist-adolescent-vaccinations/ 



@DANNIELYN 

http://twitter.com/#!/dannielyn 

http://twitter.com/�


@LUCKYTODDLER 

http://twitter.com/#!/luckytoddler 

http://twitter.com/�


@SWEETHEART4171 

http://twitter.com/sweetheart4171/status/19665883822 



Mobile Marketing through Google 

 3 components: 
 Mobile search 

 Sponsored Applications 

 Click-to-call ads 

 PSA promotion using YouTube search  

 Key activities: 

 Search terms and copy development  

 Development of list of mobile 
applications (for iPhone &Android) for 
sponsorship  

 Identifying YouTube video links  

 Launching simultaneous campaigns 
and optimizing throughout to ensure 
the best performance  



Results 

Reach through 
content 

syndication  

 Campaign Overall 
 Campaign click-through-rate: .27% (industry average is .05%) 

 eCPM: $1.32 

 Outreach/TwitterMoms’ impressions continue to increase with time  

 Publisher Outreach  
 Impressions delivered : 3,748,721 

 12 publishers participated  

 

 

 TwitterMoms 
 Impressions delivered : 510,628 

 13 publishers participated  

 28,216% increase in natural search 
results on Google search  
engine for brand using “adolescent 
vaccination” search phrase 

 Mobile 
 Impressions delivered: 14,683,752 

 251 phone calls to CDC-INFO 

 Well above average click-through-
rates: 

• Apps:  19% 

• Search:  35% 

• Promoted Video:  26% 

 Efficient cost-per-click: 

• Apps:  $0.45 

• Search:  $2.12 

• Promoted Video:  $1.33 

 



Results 

 

Insights through 
consumer 

engagement with 
content 

 Outreach & TwitterMoms 

 Generated positive buzz 

 Vetting process proved successful in achieving positive buzz and 
ensuring no negative backlash 

 Identified community for future retargeting 

 Publisher outreach works for immunization campaigns 

 Mobile 

 Pharma is a big competitor in the mobile search space for 
adolescent vaccination 

 Mobile searches tend to be general 

 Citizens want to see health-related videos 

 People are mobile and using applications 



Results 

 Outreach & TwitterMoms 
 Communication of adolescent immunization recommendations achieved 

 Top mom network participated in campaign garnering heightened exposure for 
the campaign 

 CDC buy-in was crucial to the success of this campaign and allowed for responses 
to happen in a timely manner 

 

 Mobile 
 Mobile apps were highly influential in driving traffic to website 

• 26,158 people visited the CDC Pre-teen webpage from mobile apps 

 Mobile search drove fewer people to website 
• 162 people visited the CDC Pre-teen webpage through mobile search 

 Video search drove traffic to the website 
• 2,150 people visited the CDC Pre-teen webpage from seeing the video 

 The video was viewed many times because of video search 
• 747,229 people viewed the video 

Actions taken 
by audience and 

by brand 



2010 Final Results 

Publishers Participating:  
25 

 
Total Impressions:  

18,943,101 



Lessons Learned in 2010 

Outreach 
1. Leverage publisher outreach 

2. Vet the list of publishers for outreach 
 

TwitterMoms 
3. Continue to utilize Mom bloggers 
 

Mobile 
4. Leverage the YouTube video search function 

5. Leverage mobile application sponsorship 

6. Segment future mobile application campaigns 

7. Use more general, consumer-oriented keywords 

8. Use best performing terms for video promotion 

9. Use best performing terms for mobile search campaigns 
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2011 Digital Media Campaign 



Summer 2011 Mass & Digital Media Campaign 

 Mass Media Component 
 New flyers/ads and posters 

• Large print run and promotion plan 

 Print ad in Women’s Day 

 Print ad in Vanidades  

 Print ads in AAP News and Pediatrics  

 Print ads in local weeklies  
• 14 Hispanic audience weeklies 

• 10 African American audience weeklies 

 Bus ads 
• 15 major metropolitan areas 

 PSA in cinemas  
• 16 towns in 6 states with lowest rates, plus Kennesaw 

 



PSA 

 

 

 

 

 

http://www.cdc.gov/vaccines/who/teens/products/supermom-video.html  

http://www.cdc.gov/vaccines/who/teens/products/supermom-video.html�
http://www.cdc.gov/vaccines/who/teens/products/supermom-video.html�
http://www.cdc.gov/vaccines/who/teens/products/supermom-video.html�


Posters-Flyers-Print Ads 



Posters-Flyers-Print Ads 



Posters-Flyers-Print Ads 



Summer 2011 Mass & Digital Media Campaign 

 Digital Media Component 
 Relaunch of website 

 Google Ads 

 Google TV 

 PSA on YouTube 

 YouTube paid search optimization 

 Updated CDC Feature  

 Facebook posts 

 Tweets (Twitter) 

 CDC Mobile Tips & Alerts 

 Animated campaign button ads for partner websites 

 eCards 

 LATISM Tweetup 

 



Vaccines for Preteens and Teen website 



YouTube 



twitter 



facebook 



CDC Mobile Tips & Alerts 



#LATISM- latinos in social media 

 LATISM sponsored Tweetup (Twitter party) 
 Held on July 13 @ 7:00pm – 8:00 pm 

 Promotion of Twitter party via various news /social 
media sites 
 Facebook 

 Hispanic Tips 

 All Top 

 Engage up to 20 bloggers to post about preteen/teen 
vaccines 

 



LATISM Tweetup Results 

 
Blog Posts: 

20 
 

Total Impressions :  
1,574,675 

 
 



Google TV 

 Radar PSA 

 For DISH subscribers only 

 Very popular shows: 
 Real Housewives 

 America’s Got Talent 

 Extreme Makeover: Home Edition 

 House Hunters 

 Cooking for Real 

 Dateline 

 Law & Order 

 Guy’s Big Bite 

 PSA ran for 12 days 

 



Google TV Results 

 
Total Airings: 

20 
 

Total Impressions :  
3,876,447 

 
 



For more information please contact Centers for Disease Control and Prevention 

1600 Clifton Road NE, Atlanta, GA 30333 
Telephone, 1-800-CDC-INFO (232-4636)/TTY: 1-888-232-6348 
E-mail: cdcinfo@cdc.gov  Web: www.cdc.gov 

 

Contact the Adolescent Immunization 
Communication Team at  

JRoark@cdc.gov 

 

 

National Center for Immunization & Respiratory Diseases 

Health Communication Science Office 

The findings and conclusions in this report are those of the authors and do not necessarily represent the official 
position of the Centers for Disease Control and Prevention. 

mailto:JRoark@cdc.gov�
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