pienkoswork

My current responsibilities include the design and development of work that is highly
confidential, competitive, and proprietary, and as such, is limited in the context of an
online portfolio. Please contact me for information on work and to view additional samples

and case studies.



pienkos.case

A case study for the development of an unbranded disease awareness campaign. This case
study is a brief overview from the creative brief highlights through the final execution.
The study compresses 6 months of work into twenty slides that highlight the conception,
the market research testing, the tactical design execution with layout options, and potential

campalgn extensions.



To develop an advertising campaign that can be used by sales reps to urge HCPs

to initiate and continue a dialogue with their HCV patients.

The campaign should also have long-term relevance, as it will serve as a basis for

future disease awareness initiatives post-launch and may be used with application

for FDC.

The Creative Brief / Highlights
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To drive HCPs to initiate and then continue an ongoing dialogue with their patients
who want to cure their HCV about the:

1. Latest clinical evidence about living with uncured HCV

2. HCV is a dynamic field of current investigation

3. Information how to successtully manage their HCV

The knowledge Gilead provides helps physicians maintain a healthy conversation

with their HCV patients.

The Creative Brief / Highlights

Gilead Sovaldi Unbranded disease awareness campaign
2013
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Break the ice, start the conversation.

HCV can increase the risk of all-cause mortality by 30%. In fact, the annual
mortality ratefor HCV outpaces that of HIV. Cirrhosis, liver cancer,and death related
to HCV are expected to dramatically increase over the next 20 years; and patients
with HCV face a considerably shortened lifespan.With so much new knowledge
emerging, it’s important to actively engage your patients who may not understand
the urgncy. Be the icebreaker, and start a conversation today.

() GILEAD

Selected concept, not included in market research testing



The most important organ in HCV is not the liver.

HCV can increase the risk of all-cause mortality by 30%. In fact, the annual mortality rate for HCV outpaces that of HIV. Cirrhosis, liver cancer,

and death related to HCV are expected to dramatically increase over the next 20 years; and patients with HCV face a considerably shortened lifespan.
With so much new knowledge emerging, it's important to actively engage your patients who may not understand the urgney.

Start a conversation today. Your patients are eager to hear the last of HCV.

Selected concept; copy and layout for market research testing
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New information is coming in HCV that can
change the choices and challenges your HCV
patients face. With so much new knowledge

~ emerging, it’s important to actively engage
your untreated patients and share what

you know about the new ideas
transforming HCV. [(J G | L EA D

Selected concept; copy and layout for market research testing



A discussion about HCV can put you and your patient on the same page.
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HEPATITIS C: AN EVOLVING STANDARD OF CARE

Recent progress in (hL [rcm‘m.-nr ()fi(l\l(Tn'!( I‘,“'r“[i%i) © \'»iuf.\ (HC I\/)‘inﬁm»Lion Are your patients prepared for

the approval of the first-generation protease inhibitors telaprevir and boceprevir .

has benefited many but not all patients with HCV infection. the choices and challenges they
may face in the coming years?

'3 Girrhosis, liver cancer and death

related to HCV are expected to

) - dramatically increase over the

7\ V 2 next 20 years; and patients with

: / A . : . Ak HCV face a considerably short-
: | o - ened lifespan. With so much new

knowledge emerging, it's import-
ant to actively engage untreated
patients and share what you know
about new insights transforming

Ohne quarter of patients with HCV genotype 1 infection
who have not received previous therapy and 719 of those -
with no response to previous therapy do not have a sustained B £ HCV therapy.
virologic response with protease inhibitor-based regimens. o

No direct-acting antiviral agents have yet been approved

Discuss the facts today and help
r HCV patients turn the page.

for patients with HCV genotype 2 or 3 infection

Current direct-acting antivirals arc associated with a range

of complications, such s

g rules on when to monicor

patients and when to stop treatment-which carries the risk

of non-adherence as well as troublesome side effects and

drug-drug interactions. cytopenias, and requires
weekly subcutancous
| ‘ 1T The current standard of care for all patients with HCV | injections.
R infection continues to include an arduous 24 to 48 weeks | A substantial proportion
i of treatment with peginterferon-alfa 2a. Treatment with | of patients with HCV.

interferon is associated with troublesome side effects, in- | infection are cither unable or unwilling

cluding influenza-like symptoms, depression, fatigue, and | to reccive an interferon based regimen

Selected concept; copy and layout for market research testing



Most physicians showed a good understanding of how the concepts conveyed the

ideas and call to action behind the behavioral objective

While all concepts were seen favorably overall, “Same Page” and “Face the Risk”
rose to the top because of clear behavioral objective communication, secondarily

demonstrating stopping power and uniqueness

Following flash exposure, “Ear” and “Face the Risk” were most often mentioned

Market research testing topline results
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Selected final campaign journal ad concept based on Market Research results

Campaign execution / Highlights
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Bring your patients up to date about HCV.
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oday, it is estimated that 4 million Americans are infected
with HCV. However, less than half have been diagnosed,
and even fewer have received treatment.

Recently published studies show that
oy &5 patients with HCV face an increased
In the 1960s and 1970s, scientists developed blood tests o
e mortality, that
for diagnosing hepatitis A and B virus (HAV, HBV) infections
in humans.! Many patients exhibited signs and symptoms

of hepatitis, but their blood tests were negative \ Due to a higher prevalence among
A “baby boomers,” the CDC

for HAV and HBYV, so they were classified recommending th

as having non-A, non-B hepatitis.' It was 174 = 3 between 5 and
¢ one-time HCV.
not until 1989 that the discovery of this virus

Discuss with your patients the latest

X AASLD and CDC recommendations
hepatitis C virus (HCV).! Y e %l B for managing

was finally confirmed, and it was renamed

In the US, HCV incidence

. B, and help bring them up to date
began increasing in the

1970s and 1980s.>

1. Ipsos Healthcare HC
2. L MH, et a
7 El-Kam:
1. Booth JCL. ] Viral Hepar. 1998;5(4):213-222. Rein DB, et al
2. Armstrong GL, et al. Hepatology. 2000;31(3):777-782. 5. Smith BD, et al

Final campaign journal ad concept



Development of key multichannel tactics to extend the core campaign concept

Copy and layout options presented

Campaign tactical executions / Highlights
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Historical and Projected Percent
Incidence of Cirrhosis Among HCV Patients

ed Increase

Concept extension incorporating data visualization in relationship to campaign



In 2007,
HCV-related
deaths occurred
at a median age
of 57 years.

Concept extension incorporating data visualization in relationship to campaign



T . MAPEPI

M)

E{V3)

Lipid membranes

Mucleocapsid

Schematic mode! showing the
structural composition of a flavivirus

Concept extension incorporating data visualization in relationship to campaign



JOURNAL JOURNAL
OF HEPATOLOGY  OF HEPATOLOGY

Bring your patients up to date about their . ]
B D F Bring your patients up to date

about their HCV

ADVANCE THE CONVERSATION

Advance the
conversation...

Front cover design considerations for 4 page journal cover wrap unit; integrated visual trompe I'oeil
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Front cover shown open to reveal inside front cover adjacent to actual Journal of Hepatology cover



BRING YOUR PATIENTS
UPTO DATE ABOUT

PROGRESSION - EPIDEMIOLOGY
AND IMPACT OF HCV

PATIENT A
SCREENING
COUNSELING AND DIAGNOSIS

e ADVANCE THE CONVERSATION

Campaign integrated into Sales Representative App
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HCV now kills more people

I- ! Your chances of liver disease may be unpredictable,

Baby Boomers with HCV face an increasing risk of liver
disease, liver cancer and death in the next 2 decades.

What is cirrhosis?

Don't wait—talk with your doctor about ways
you can help manage your chronic hepatitis G

to bring your
understanding of HCV
up to date.

() GILEAD

Campaign integrated into Sales Representative brochure or HCP mailer (layout concept)



Development of key visuals to extend the core campaign concept

Campaign extension

Gilead Sovaldi Unbranded disease awareness campaign
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Campaign Extension



Campaign Extension



Campaign Extension



T = \\\r

WHILE YOU WERE OUT

_._'_._,_,.,-
- O e
reTe py— 1 Peansanie
1o Sci You ! Lo ks S |

HE

Vil o SR Yo | URserT
Seromps Yo Coa | T, et
Mestase

- R %

Campaign Extension



35mm SLR Film Camera Digital Camera
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Campaign Extension






The campaign set the groundwork for the launch of SOVALDI, the first sofosbuvir
based compond that would pave the way for HARVONI, EPCLUSA, and VOSEVI

and continue to transform treatment with the first and only sofosbuvir-based single

tablet regimen to cure HCV

Results / Highlights

Gilead Sovaldi Unbranded disease awareness campaign
2013




My current responsibilities include the design and development of work that is highly
confidential, competitive, and proprietary, and as such, is limited in the context of an
online portfolio. Please contact me for information on work and to view additional samples

and case studies.

jeff. pienkos@gmail.com
732.614.3652 mobile | 732.758.9354 residence

pinkpixelproductions.com





