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Welcome to Communiqué Awards 2020. Once again, we have come 
together to celebrate excellence in health communications. It was a 
great pleasure to co-chair the awards for the second time this year, 
after many years’ involvement as judges or as entrants. 

Of course, 2020 has been an extraordinary year and all our lives have 
been affected in some way by the coronavirus pandemic. These are 
terrible times and in the grand scale of events, re-imagining how the 
Communiqué Awards could proceed was not the biggest challenge 
many of us have faced during lockdown, but it wasn’t easy. The team at 
PMGroup reacted magnificently and have worked professionally and 
diligently to ensure that they still went ahead ‘virtually’ in accordance 
with social distancing guidelines. 

The judging this year was conducted entirely on ‘Zoom’; possibly the 
biggest and most complicated video conference any of us have been 
on to date; involving over 110 judges and 17 separate breakout rooms. It 
worked extremely well, and we are very confident that the standard of 
the judging was not at all impacted by the change in format. Our usual 
robust, thorough and fair process was followed.

Thank you to all the judges for their time and hard work. As usual, 
the standard of entries was really high.   The judging teams read 
and evaluated all the entries and rewarded those which had been 
thoughtfully assessed and were able to demonstrate improvements in 
outcomes rather than outputs; particularly patient outcomes. We were 
also keen to recognise the great talent in this industry and any efforts 
being made to increase the diversity, career development and the 
wellbeing of people.
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Introduction

A Message from 
the Co-chairs of 
the Judges

Louise Dunn,  
Communicator and Academic

Edge Hill University

Annabelle Sandeman,  
Global Head of Commercial 

Strategy, Huntsworth

Whilst the event itself is much changed this year, one thing remains 
constant; the enormous value that the healthcare industry brings to the 
public. Indeed, the work of the pharmaceutical industry comes into the  
forefront in a health crisis; seeking vaccines and treatments, maintaining 
information flow, supporting the health services and other healthcare 
providers who are treating patients. And it is not just coronavirus; our 
industry has been keeping all the other vital medicines, vaccines, devices 
and other essentials which are just as vital in lockdown, if not more, when 
healthcare resources are so strained.

This is not just a healthcare crisis, it’s a communications crisis too. 
Science, medicine and infection control is being debated in every 
household in the country – whether it is related to face masks, vaccines, 
social distancing. At the same time the sheer volume of misinformation is 
a challenge: the coronavirus pandemic has spawned a whole new genre 
of conspiracy theories: related to 5G, manmade viruses, or miracle cures. 

Most people in our industry have remained just as busy as usual, if not 
busier. No doubt next year there will be many entries from healthcare 
communications companies showcasing the incredible work they are 
doing right now to help safeguard people’s health in unprecedented 
times. But for now, let’s pause and celebrate the work our industry does, 
taking the opportunity to be proud of our collective achievements. 

Congratulations to all the finalists, highly commendeds and winners.
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Judges

CO-CHAIR OF JUDGES: 
Louise Dunn  
Communications Consultant

Annabelle Sandeman  
Global Head of Commercial 
Strategy, Huntsworth Group

HEALTHCARE COMMUNICATIONS 
AWARDS JUDGES
Keith Aizen,  
Global Executive Medical Director-inflammation, 
Gilead

Paul Archer,  
Independent

Lisa Bashorum,  
Senior Patient Advocacy Manager, Amicus 
Therapeutics

Clare Bates,  
Content Director, Page & Page

Isaac Batley,  
CEO, Cello Health Communications

Antonia Betts,  
Head of PR and Influence, Ogilvy Health UK

Kayhan Binazir,  
Medical Affairs: Global Scientific Communications 
Director, Roche

Andrew Binns,  
Marketing Strategy Consultant 

Terry Bradley,  
Managing Director, Rock and Health Unlimited

Joanne Bullen,  
Executive Director, External Affairs, MSD

Philippa Cahill,  
Director, M&F Health 

Louise Carrington,  
Client Partnerships Director, Open Health Group

Caroline Cerny,  
Alliance Lead, Obesity Health Alliance

Alice Choi,  
Chief Operating Officer,  
McCann Health Medical Communications

Jeremy Clark,  
Managing Director, Clark Health Communications

Daniel Conacher,  
AMI & Digital Director, Allergan Aesthetics

Emily Cook,  
Director and Head of Health, Lexington

Stephen Cull,  
Director, Public Affairs and Communications – 
Biopharm Operations, Novo Nordisk

Lorraine Dallas,  
Director of Information & Support,  
Royal Castle Lung Foundation

Katy Davidson,  
Deputy Managing Director, Havas Life Medicom

Charlotte Davies,  
Head of Communications, Healthcare, Merck

Ffyona Dawber,  
CEO and Founder, Synergy Vision

Rob Dawson,  
Director of Communications, Advocacy and Support, 
Meningitis Research Foundation

Sébastien Desprez,  
VP Communications and Investor Relations, 
Adaptimmune

Catherine Devaney,  
Deputy Managing Director and Head of Health, UK, 
WE Communications

Mike Dixon,  
Chief Executive Officer, HCA

Alison Doughty,  
Managing Director, Medical, 90TEN

Danie du Plessis,  
Executive Vice President, Medical Affairs, Kyowa Kirin 
International plc

Pamela Duncan, 
International Communications Leader, Independent

Elliot Dunster,  
Executive Director, Corporate Affairs and Devolved 
Nations, ABPI

Genevieve Edwards,  
Chief Executive, Beating Bowel Cancer

Elaine Ferguson,  
Global CEO, ApotheCom: A MEDiSTRAVA Company

Ben Fisher,  
Director, Rock Unlimited

Trevor Fitzpatrick,  
iEnvision Portfolio Director, Envision Pharma Group

Neil Flash,  
Chief Commercial Officer, Lucid Group

Rebecca Galbraith,  
Head of Medical and Patient Communications, IQVIA

Anna Gibbins,  
Head of Respiratory and Development Global 
Communications, GSK

Heather Grant,  
Managing Director, dna

Olga Greco,  
Global Medical Engagement Director, Novartis

Jon Hallows,  
Joint Managing Director,  
Porter House Medical Group

Fiona Hammond,  
Managing Director, Hamell

Andrew Harrison,  
Managing Director, Hanover Health

Phil Howells,  
Creative Director, Havas Lynx

Rebecca Hunt,  
Vice President, Patient and Community Engagement, 
Vertex Pharmaceuticals

Chris James,  
Director of External Affairs, MND Association 

Dominique Jaquest,  
Future Ready Communications Lead (R&D), GSK

Karine Jegard,  
Head of Medical and Marketing Communications, 
Director, HAVAS Just:: 

Catherine Keddie,  
Managing Director of Health, BCW, London

Kristine Kelly,  
Head of Communications and Patient Advocacy, 
Oncology, Novartis UK

Courtney Kennedy,  
Director, International Medical Education, Medical 
Aesthetics, Allergan Aesthetics, an AbbVie company

Emma Kenny,  
Partner, Axon Communications

Matt Kent,  
Director, Global Media Relations, AstraZeneca

Kath Kerry,  
Managing Director, GCI Health London

Gaurav Kumar,  
Vice President, Client Services, Prime Global

David Kyne,  
CEO, Evoke KYNE

Khalid Latif,  
Creative Director, Health (EMEA), Weber Shandwick
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Judges

Helen Laurence,  
Director, Makara Health

Steve Leonard,  
Head of Marketing, Alder Hey Children’s Charity

Angela Mahaney,  
Co-Lead of Health, Client Experience, Edelman

Katherine Mantell,  
Scientific Executive Director, Lucid Group

Stephen Marchant,  
Global Client Strategy Officer, Healthcare 
Consultancy Group - HCG

Stuart Mayell,  
Consultant Creative Director  

Edel McCaffrey,  
Owner & Director, Edel McCaffrey Consulting

Andrew McCracken,  
Head of Press and Public Affairs, The King’s Fund

David Moore,  
Director, Big Brand Ideas 

Claire Munro,  
Owner, Dovetail

Brendan Murphy,  
Director, Client Services, Scientific Pathways, a 
subsidiary of Nucleus Global

Kate Pain,  
Associate Director - Digital Strategy and Capabilities, 
Astellas EMEA

Si Peaple,  
Boehringer Ingelheim

Jon Pike,  
Director, Mearns & Pike

Zayn Qureshi,  
Manager, Product and Therapy Area 
Communications, Janssen UK

Jo-ann Robertson,  
Partner and CEO, London, Ketchum

Luke Robinson,  
General Manager, UK, Ireland and Nordics & Head of 
EU Marketing, BioCryst Pharmaceuticals 

Rachel Rowson,  
Head of Health Innovation, ENGINE MHP

Stefi Rucci,  
Joint Managing Director, Say Communications

Alister Sansum,  
Director, Medical and Scientific Communications, 
Publicis Health

Dr Ogün Sazova,  
Country Medical Director, UK & Ireland, Napp 
Pharmaceuticals 

Amanda Smith,  
Managing Director, Syneos Health Communications

Jo Spadaccino,  
Head of Client Partnerships, Pegasus

Paul Tanner,  
Global Head, 90TEN

Bhavin Vaid,  
Head of Corporate Communications and Public 
Affairs, Ferring Pharmaceuticals 

Tia Vincent,  
Senior Director, European Medical Strategy and 
Operations Lead, ViiV

Cary Wakefield,  
Chief Executive Officer, Ovarian Cancer Action

Nicky Walsby,  
Managing Director, PR, Syneos Health 
Communications

Simon Warne,  
Partner and Writer, Redhead Associates

Alexander Watson,  
Healthcare Communications Specialist 

Dr Richard White,  
MA PhD, Chief Operating Officer, Oxford 
PharmaGenesis

Ondine Whittington,  
Group Managing Director Golin and Virgo Health, 
London, Virgo Health

Matt Worrall,  
Associate Director, Policy & Communication - 
Oncology, MSD

Nicole Yost,  
Managing Director, Healthcare Business 
Transformation, BCW

David Youds,  
Founder and CEO, Bedrock Group

INDIVIDUAL, TEAM AND 
COMPANY AWARDS JUDGES
Philip Atkinson,  
Founder, Hive-Logic Communications

Amie Baker,  
Head of Global Corporate Affairs for Respiratory, 
Inflammation & Autoimmunity, AstraZeneca

Kayhan Binazir,  
Medical Affairs: Global Scientific Communications 
Director, Roche

Alex Cartwright,  
Partner, Helion Partners

Claire Eldridge,  
CEO and Owner, Aurora

Caroline Gosling,  
Director, Culture & Engagement, Rubica

Anthony Harrington,  
Partner, Alantra

Kate Hawker,  
Practice Leader, W2O

Gaynor Hayburn,  
Group Managing Director, Havas Life Medicom

Anna Korving,  
Agency entrepreneur & Founder, Women in Health 
Agency Management

James Lawson,  
Partner, MHA MacIntyre Hudson Corporate Finance

Avril Lee,  
Managing Director - Health, Red Consultancy

Sarah Matthew,  
Chair, Hanover Health

Fiona McMillan,  
Head of Communications (CEMEA), Alnylam 
Pharmaceuticals

Karen Moyse,  
Founder and Managing Director, KineticFuture 
Leadership Coaching 

Simon Rhind-Tutt,  
Co-Founder, Relationship Management and Audits

Sandy Royden,  
Founding Partner and COO, OPEN Health

Emma Sergeant,  
President Europe, DAS Group of Companies

Catherine Warne,  
Partner, Redhead Associates

Gwenan White,  
Head of Communications, Global Marketing and 
Medical, Novartis

Angie Wiles,  
Founder, The Difference Collective
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Imagining, creating 
and delivering, 
impactful insight 
and communication 
programmes that 
improve lives

+44 (0)1252 240200

Intelligence that redefines success

contact@origins-insights.com 
origins-insights.com

Creative medical communications

freethinking@bedrock-health.com
bedrock-health.com 
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Excellence in the Use of Data to Inform Campaign  
and/or Communication of Medical Insight Data

Sponsored by Bedrock Healthcare Communications

Winner: Emma, Work Colleague of the Future by Virgo Health for Fellowes

Finalists

Manversation
by Pegasus 

for Bayer

Beyond the Visible
by Havas Life Medicom 

for Galderma

Delivering a Healthcare Intervention: 
UK Malnutrition Awareness Week

by M&F Health 
for BAPEN and The Malnutrition Task Force

Wake Up To Psoriasis Patient 
Activation Programme
by WE Communications

for LEO Pharma

We have more health education than ever and yet 
we’re getting sicker. One of the biggest reasons for 
this? The office. Ergonomic workstation solutions 
company Fellowes, wanted to raise mass awareness 
of the health implications of sedentary desk 
lifestyles and become an authority on the subject 
of workplace health. We worked with globally 
respected Behavioural Futurist William Higham, 
and experts in ergonomics and occupational 
health, to research the effects the office will have 
on our future health if we don’t take action now.

We created the Future Work Colleague Report, 
but a white paper wouldn’t help Fellowes gain 
mass media headlines, so we built Emma – a 
life-size model of the work colleague of the 
future. She’s a horrifying glimpse of our future 
poor health based on current office working 
practices. Within 24 hours, Emma and the report became a 
worldwide cultural phenomenon, a meme and TV star, all driving 
unprecedented enquiries for Fellowes.



Medical Communications  |  Patient & Brand Communications  |  Value, Informatics & Evidence

Get in touch to learn more about OPEN Health and what we could do for you.

www.openhealthgroup.com

A family of global expert practices, working in partnership to drive 
positive change in healthcare communications & market access.
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Best Use of Data Visualisation
Sponsored by OPEN health

Despite encouraging advances in science and technology, the cancer 
burden continues to rise in Central Eastern Europe (CEE). The CTRL 
Cancer initiative was created for Pfizer Oncology as a platform to 
engage CEE countries in a dialogue to improve their standards of 
cancer care.

The initiative has compiled rich data describing cancer care 
activities, policies and practices in 16 countries. Our challenge was 
how to get the most value from this data; to present compelling facts 
to health decision makers and patient organisations, encouraging 
them to create National Cancer Control Plans (NCCPs).

The solution was to establish a series of CTRL Cancer Country 
Dashboards to distil information in an easy-to-understand and visual 
format. These tools allow decision makers, advocates and cancer 
specialists to navigate easily large sets of published data, identify 
gaps for policy action and compare data with other CEE countries. 
Another innovative aspect of the dashboards was their co-creation 
process whereby country champions and international cancer policy 
leaders were consulted to review their relevance to countries’ needs.

The dashboards are contributing to significant policy outcomes. 
Ukrainian partners used them at their National Cancer Policy Forum  

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
(2020), visualising Ukraine’s situation for decision makers and 
comparing it to other countries. The result: Parliament voted to 
unlock funds for a National Cancer Control Plan in 2021.

Winner: From Data to Policy Action: How Pfizer’s CTRL Cancer Partnership 
is Facilitating Policy Change to Improve Cancer Care in Central and Eastern 

Europe by Porter Novelli for Pfizer Biopharmaceuticals Group/Oncology

Finalists

Vagal Nerve Stimulation - Presenting 
Complex RWD in an Impactful Way

by OPEN VIE
for LivaNova PLC

SiGHT
by Bedrock Healthcare 

Communications
for Novartis

Suspicion of Sepsis Dashboard and 
Atrial Fibrillation (AF)

by OPEN VIE
for Imperial College Health Partners



HEALTH UNLIMITED
IS DELIGHTED TO SPONSOR COMMUNIQUÉ AWARDS

In a world where attention is limited, ‘unconventional’ 
is the new normal. We are an integrated healthcare 
communications agency, brimming with talent 
from diverse specialisms: PR, advertising, marketing, 
behaviour change, medical education, data, digital 
engagement, content and creative services. We are 
Fluent in Human and assemble senior-led teams that 
deliver results through combining strategy, human 
insight and data. For more than 25 years, we have been 
creating award-winning work in organisational, ethical 
and consumer health that our clients recommend. 
Our proven track-record shines in delivering impactful, 
long-lasting outcomes that enhance brand ambitions.

WE ARE
FLUENT IN HUMAN
If you’d like to chat, please email  
clare.peck@healthunlimited.com  
or call Clare on 07970 793 274

healthunlimited.com

an U N L I M I T E D agency
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Excellence in Global Education  
Meetings/Stand-Alone Events

Winner: LiBRA 2019: Looking Beyond the Joint in Rheumatoid Arthritis 
(RA): Is There a Missing Link in RA Management?  

by Lucid Group for Sanofi Genzyme

FinalistsHighly Commended

RA is a chronic disease affecting up to 1% 
of the worldwide population. Along with 
swollen, painful joints, most patients suffer 
other medical complications including 
cardiovascular disease, depression and 
diabetes, that considerably impact their quality 
of life. Even with therapeutic advances, up 
to 40% of patients experience suboptimally 
controlled disease.

Sanofi Genzyme Regeneron, assisted by Team Unity – a Lucid 
Group Company, launched LiBRA, an international education 
programme that aims to drive clinical practice change to 
achieve better RA disease control. Insights highlighted that (i) 
rheumatologists face barriers that prevent them from helping 
patients to achieve optimal disease control; (ii) a tailored, 
personalised approach is needed to support delegate clinical 
practice change.

LiBRA 2019 employed tactics known to be engaging and 
memorable and to reinforce behaviour change – we took 
rheumatologists on a comprehensive, innovative journey that 
would ultimately inspire them to address the missing links in 
their clinical practice. 80% of delegates committed to implement 
clinical practice change and were fully supported by their MSLs 
through personalised follow-up. Delegate and MSL feedback 
demonstrated LiBRA is succeeding in its aim to provide a 
programme that adds real value to the rheumatology clinical 
community, and ultimately improve outcomes for people with RA.

CLEAR HORIZONS: A New 
Era of Psoriasis Care

by Lucid Group
for AbbVie

TB Innovation Summit 2019: Finding 
our Moonshot to End TB by 2030

by Edelman
for Stop TB Partnership

SLTC Summit: Conquering the 
Silent Killer

by Elements Communications Ltd
for Gilead Sciences Ltd

Sponsored by HEALTH UNLIMITED



MHP Health’s mission is to build compelling campaigns which change 
the way that patients, professionals and policy makers think and act – 
to help enhance and extend people’s lives. 

We exist to help policy makers care as much as the patients whose 
lives are in their hands, to help the best breakthroughs move effectively 
through a system struggling with scientific and social progress and to 
help build platforms that put the spotlight on the issues that matter 
most to patients.

We are a communications team which draws upon our expertise in 
government affairs, NHS policy, patient advocacy, media relations and 
digital activation to produce campaigns which deliver tangible outcomes.

Our clients – whether they are global pharmaceutical companies, local 
patient advocacy groups or small providers wishing to access the 
market - work with us because we help them look around corners and 
navigate an ever-changing, complex environment.

As part of MHP, and the wider ENGINE group, the team is able to offer 
a full spectrum of services to clients, ranging from behaviour change 
experts, creative and multimedia production.

www.mhpc.com
contactus@mhpc.com
+44 (0)20 3128 8100
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Excellence in National or Local Education 
Meetings/Stand-Alone Events

Sponsored by ENGINE MHP

Winner: The World Through Patients’ Eyes: Immersive Role Play Training 
for Ophthalmologists by Mearns & Pike for Santen

Dry eye disease (DED) can have a major impact 
on patients’ lives, with people making significant 
compromises to manage their symptoms. Despite 
the severity of the condition people often struggle 
to access the right treatments. Ophthalmologists 
can underappreciate the impact of DED on people’s 
lives and may delay escalation of treatment with a 
detrimental effect on patient outcomes and their 
confidence in the healthcare system.

Our immersive role play education was created to 
motivate ophthalmologists to think more proactively 
about the needs of DED patients and build confidence 
to treat appropriately.

Built around a simulated consultation between a 
clinician and a patient (played by an actor), the role 
play was constructed based on real patient insights 

to highlight their needs 
and expectations and offer 
clinicians practical tips to 
address these.

This innovative training 
format, which allows the 
audience to step into a real-
life scenario, led to a change 
in behaviour for attendees 
– who have modified the 
way they communicate 
with patients, how they try 
to understand their needs 
and concerns and how 
they approach decisions 
around treatment.

Finalists

Masterclass | NVAF-related Stroke 
Prevention in the UK: A Practical 

Perspective
by Lucid Group

for Bristol-Myers Squibb / Pfizer Alliance

Retinal Pioneers Summit 2019
by Porterhouse Medical Group

for Bayer UK

Visualise Educational Meeting
by Rock Unlimited

for Novartis

Getting Vitamin D Right from 
the Start

by Solaris Health
for Thornton & Ross



earthware.co.uk info@earthware.co.uk +44 (0)845 642 9880 @earthware

The future of 
engagement 
in healthcare
At earthware we’re pioneering game-changing technology 

for healthcare companies that enhances the experience of 

the healthcare professionals and patients they serve.

From virtual reality and chatbots to more traditional 

technology, such as patient apps and e-learning, we channel 

our creativity and technical expertise to solve real-world 

healthcare problems with award-winning digital solutions.

Stay curious. Stay ahead. Get in touch…

Acumen, our content engagement portal for healthcare professionals.   
Let’s talk about building communities through online learning, events and collaboration.

NEW FOR 

2020
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Excellence in Professional Education Programmes
Sponsored by earthware

Winner: Academy for Science and Continuing Medical Education in 
Diabetes (ASCEND) by International Medical Press (a part of Nucleus Global)  

for Novo Nordisk [unrestricted grant provider]

FinalistsHighly Commended

ASCEND is a global, multichannel educational programme to 
support PCPs and their patients with type 2 diabetes in achieving 
glycaemic management goals. ASCEND is an independent 
CME-accredited programme supported by an educational grant 
from Novo Nordisk, which has no input into content or faculty 
selection.

An International Steering Committee and ~120 national 
educators supported curriculum development with the Behaviour 
Change Unit at UCL and a clinical psychologist from UCH, London. 
The programme was rolled out in Algeria, China, India, Indonesia, 
Malaysia, Mexico, Pakistan, Peru and Saudi Arabia, in partnership 
with national medical societies and accrediting organisations. The 
blended curriculum consisted of 1.5-day live events (including 
small group working and case study–based learning) and ten 
hours of e-learning.

3,200 PCPs have participated in live events, from which gains 
in knowledge/confidence averaged 22% and almost 29,000 

CME credits were awarded. Over 32,000 
hours of e-learning were also completed, 
with knowledge/
confidence gains 
of 25%. Learners 
gave very positive 
feedback on clinical 
relevance, lack of 
bias and effective 
learning formats.

Most importantly, 
learners committed 
to change their 
behaviour. As 
evaluated by follow-up after six to12 months, most respondents 
had changed their clinical practice, with significant improvements 
in their patients’ glycaemic control.

Visualise Medical Education Programme
by Rock Unlimited

for Novartis

Vitamin D Education for GPs in the UK
by Pegasus

for Thornton & Ross

Clinical Advances in Treating Obesity 
as a Chronic Disease: Novel Insights 

and Strategies
by Medscape

for Novo Nordisk (Global)



WILL YOUR 
BREAKTHROUGH 
BREAK THROUGH?
Healthcare is evolving rapidly.   
 
To stand out from the crowd requires a potent combination  
of rich insight, innovative ideas and flawless execution. 
 
Hanover Health is an uncommon health agency with a deep 
understanding of today’s complex healthcare systems.  
 
We provide smart thinking, refreshing story-telling,  
and breakthrough solutions: from strategies  
through to entire campaigns. 
 
We pioneer new routes and break new ground  
to deliver breakthroughs for our clients. 
 
Find out more at hanovercomms.com 

        London • Brussels • Dublin •  Dubai  •  Abu Dhabi



19

Learn more about the work by visiting www.pmlive.com/communique/results

Excellence in Multichannel Communications
Sponsored by Hanover

Winner: Breaking Depression – A Story of 40 Million Broken Pieces  
by Publicis Health for Janssen EMEA

Breaking Depression is a pan-European disease awareness 
campaign created by Janssen EMEA and Publicis Health to enable 
the wider public, with support from HCPs, to better understand 
and help those with Major Depressive Disorder (MDD).

Janssen was moving into MDD, a severe form of depression 
affecting 40 million people in Europe. With no innovation in 30 
years, MDD was poorly recognised and understood. Though most 
people want to help, few feel comfortable broaching the subject 
due to the associated stigma. By encouraging more conversations, 
could we help more people feel able to speak up?

The concept of feeling ‘broken’ is symbolic of MDD and a 
multidiscipline agency team leveraged the insight behind the 
ancient Japanese art of kintsugi to create Breaking Depression. 
Kintsugi, translating as ‘golden joinery’, involves repairing broken 
objects with gold lacquer, treating breakage and repair as part of 
an object’s history, not something to be concealed. Analogous to 
managing MDD, it respects the cracks, while recognising that the 

repair is complex and takes time.
A multichannel campaign was designed to maximise cut-

through via social, digital, face-to-face and out-of home touch 
points in partnership with HCPs, PAGs and artists to help tell our 
story, raise awareness and improve understanding.

Finalists

Ageing Differently with HIV
by 90TEN

for Gilead UK

BREATHLESS: The Story of Life 
with Severe Asthma

by Edelman and ENGINE MHP
for AstraZeneca

Tame Your Migraine
by IPG PR

for Novartis Pharmaceuticals UK Limited

In My Shoes: 24 Hours with Crohn’s 
or Colitis

by Mearns & Pike and Electric Putty
for Crohn’s & Colitis UK and Takeda



Novartis UK

Changing the practice of medicine
At Novartis, we harness the innovation power of science to address some of society’s most challenging healthcare 
issues. We are passionate about discovering new ways to improve and extend people’s lives.
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Excellence in Pre-Commercialisation Communications
Sponsored by Novartis UK

Winner: Keeping Maturation on Track. Raising Awareness of Erythroid 
Maturation Defect in Europe and Canada by MediTech Media (a part of 

Nucleus Global) for Celgene – a BMS Company

Finalist

Ineffective erythropoiesis (IE) is the underlying cause of 
chronic anaemia in several haematological disorders including 
myelodysplastic syndromes (MDS), thalassaemia, aplastic 
anaemia and sickle cell anaemia. Erythroid maturation 
defect (EMD) is a type of IE and patients experiencing EMD- 
associated anaemia have poorer prognoses, reduced survival 
and lower quality of life as they often require regular blood 
transfusions.
This integrated educational campaign raised awareness 

and understanding of EMD, helping HCPs understand the 
molecular mechanisms underlying the pathophysiology, 
enabling them to make informed decisions about new 
treatments that are in development.
Utilising a ‘Keep maturation on track’ creative, the campaign 

was launched at EHA 2019 and included innovative disease 
awareness tactics to educate HCPs about EMD, comprising 

trans•PLAN
by Bedrock Healthcare Communications

for Hansa Biopharma

an immersive augmented reality (AR) installation with 3D-printed 
cells representing the stages of red blood cell production. The 
analogy of a malfunctioning conveyor belt helped explain the key 
campaign messages. A flipper-book giveaway provided an enduring 
educational resource. Additional insightful and impactful campaign 
elements, including an educational website and paid media 
campaign, delivered consistent messaging and extended campaign 
reach.
The campaign provided impressive outcomes versus objectives, 

exceeding industry benchmarks, and gained fantastic target 
audience feedback, paving the way for HCPs to make more informed 
treatment decisions.



LEADERS  •  INNOVATORS  •  CAREER MAKERS

#medcomms    #mynucleus    www.nucleus-global.com

A S I A – P A C I F I C  |  E U R O P E  |  N O R T H  A M E R I C A
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Excellence in Communications – Payers/Policy Makers
Sponsored by Nucleus Global 

Winner: Dementia Strikes Children Too: Collaborative Campaigning  
for Access by Portland for BioMarin

CLN2 is an ultra-rare form of childhood dementia that robs 
infants of their ability to walk, talk and see – ultimately the 
disease is fatal. Our client, BioMarin, produces the only treatment 
in the world that can stop the progression of this devastating 
condition: Brineura. Together with BioMarin and a broad 
patient community, we created a multi-stakeholder campaign – 
Dementia Strikes Children Too – which targeted key payers and 
policymakers to support reimbursement of Brineura in the face 
of overwhelming odds.

In 2017, we kicked off by co-creating a public-facing 
campaign that would raise the profile of childhood dementia 
among the public and decision-makers and begin a 
collaborative fight for access. Over three years, we then 
delivered a sustained, targeted programme and led senior one to 
one engagement at the highest levels of Government.

Finally, after the medicine was rejected for a final time by NICE 
in February 2019, we redoubled campaign efforts in Parliament 
to scrutinise the decision. We succeeded in briefing the Prime 

Minister’s team and key MPs to 
schedule an adjournment debate in Parliament, all of which 
culminated in NICE reversing its decision and approving the drug 
in September 2019, the first time it had reversed HST guidance in 
its history.

From Data to Policy Action: How Pfizer’s 
CTRL Cancer Partnership is Facilitating 

Policy Change to Improve Cancer Care in 
Central and Eastern Europe

by Porter Novelli
for Pfizer Biopharmaceuticals Group/Oncology

Learning Lessons on Lung Cancer: 
Driving Change Across the UK

by ENGINE MHP
for Bristol Myers Squibb

Embracing Complexity: Towards New Approaches 
for Supporting People with Neurodevelopmental 

Conditions
by JPA Health 

for Autistica

Finalists





25

Learn more about the work by visiting www.pmlive.com/communique/results

Excellence in Public Health Communications
Sponsored by JPA Health

Winner: Not Every Disability is Visible by Evoke KYNE  
for Crohn’s and Colitis UK and Janssen-Cilag Limited

Finalist

Signage on accessible toilets across the UK shows a person in a 
wheelchair perpetuating the notion that the toilets are only for 
use by those with visible disabilities. Crohn’s & Colitis UK, Janssen 
and Evoke KYNE partnered to raise awareness of these invisible 
disabilities, to drive positive social change for people living with 
the conditions and encourage businesses to adopt accessible 
toilet signs to one stating ‘Not Every Disability is Visible.’
The campaign informed UK businesses and the public of the 

invisible signs/symptoms of Crohn’s or Colitis to challenge 
misperceptions of the conditions and to change the hearts and 
minds of CEOs at target companies so that they update their 
accessible toilet signs.
As a result of this multifaceted campaign and supporting 

outreach strategies, we achieved nearly 500 million impressions 
through traditional and organic social media channels, resulting 
in 53,000+ emails being sent to CEOs of target businesses. More 
than 17,000 outlets of brands including Nando’s, JD Wetherspoon 
and Frankie & Benny’s changed their accessible toilet signs.

Emma, Work Colleague of the Future
by Virgo Health

for Fellowes



we speak patient
#MUMSWITHAMESSAGE

Frontera_210sq_Advert_Communique v1.indd   1 22/05/2019   15:32
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Excellence in Patient Programmes
Sponsored by  Frontera Group

Winner: In My Shoes: 24 Hours with Crohn’s or Colitis  
by Mearns & Pike and Electric Putty for Crohn’s & Colitis UK and Takeda

FinalistsHighly Commended

Right now, more than 300,000 people in the UK are living with 
a lifelong disease that many people have never heard of. In fact, 
the real number could be almost double that. Many of the people 
in the UK living with Crohn’s or Colitis feel that there’s a lack of 
awareness, empathy and understanding of their condition.

In My Shoes: 24 Hours with Crohn’s or Colitis – by Crohn’s & 
Colitis UK and Takeda, with the support of Electric Putty and 
Mearns & Pike – is an immersive app that enables people to step 
in the shoes of someone living with Crohn’s or Colitis.

The multichannel campaign to support the launch of the app 
resulted in 23,000 downloads of In My Shoes, over 200 media 
stories and a social reach of more than 700,000 people. This led 
to a 27% increase in both empathy and understanding of Crohn’s 
and Colitis and a significant decrease (almost 50%) in apathy 
towards the impact of that these conditions can have on daily life.

It Takes Guts to talk about Crohn’s and Colitis and this campaign 
ignited that conversation.

Delivering a Healthcare 
Intervention:  

UK Malnutrition 
Awareness Week

by M&F Health
for BAPEN and The 

Malnutrition Task Force

Follow My Lead
by Virgo Health

for Roy Castle Lung Cancer 
Foundation

Six Domains: What’s 
Your Combination?

by dna Communications
for AMGEN Europe GmbH

Simple Steps
by Pegasus

for Thornton & Ross
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We’re Syneos Health, a biopharmaceutical solutions provider where clinical and 
commercial live under the same roof. We believe that by sharing real-world 
knowledge and insights across our organization, we can get the job done better, 
smarter, and faster. Add in our unique approach to data and digital, and you get 
accelerated solutions that can increase the likelihood of regulatory approval and 
maximize commercial success.

Serving customers of all sizes, our commercial solutions are the broadest and 
most fully integrated capabilities in the industry. We deliver flexible, targeted, 
multi-channel programs designed to accelerate your brand’s performance.

To learn more visit us at 
syneoshealth.com/commercial

Agency. 
Consultancy. 
Full Commercial Integration.
That’s a win-win-win.

COMMERCIAL SOLUTIONS  Deployment Solutions | Consulting | Communications | Commercial Integration
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Excellence in Healthcare Partnerships
Sponsored by Syneos Health Communications

Winner: In My Shoes: 24 Hours with Crohn’s or Colitis  
by Mearns & Pike and Electric Putty for Crohn’s & Colitis UK and Takeda

FinalistsHighly Commended

Right now, more than 300,000 people in the UK are living with 
a lifelong disease that many people have never heard of. In fact, 
the real number could be almost double that. Many of the people 
in the UK living with Crohn’s or Colitis feel that there’s a lack of 
awareness, empathy and understanding of their condition.

Crohn’s & Colitis UK and Takeda partnered to create the 
immersive app experience – In My Shoes: 24 Hours with Crohn’s or 
Colitis. The app enables people to step in the shoes of someone 
living with Crohn’s or Colitis and understand the impact of these 
conditions on daily life.

The partnership was a true collaboration from the start and with 
the support of digital agency Electric Putty and communications 
agency Mearns & Pike, the app was downloaded 23,000 
times in 2019. This led to a 27% increase in both empathy and 
understanding of Crohn’s and Colitis and a significant decrease 
(almost 50%) in apathy towards the impact  that these conditions 
can have on daily life.

It Takes Guts to talk about Crohn’s and Colitis and thanks to this 
partnership In My Shoes helped to ignite that conversation.

The Hepatitis C Coalition: Partnering with Health 
and Justice Sectors to Drive HCV Elimination

by Lexington Health
for Gilead, MSD, AbbVie, Cepheid and Abbott

From Data to Policy Action: How 
Pfizer’s CTRL Cancer Partnership 

is Facilitating Policy Change to 
Improve Cancer Care in Central and 

Eastern Europe
by Porter Novelli

for Pfizer Biopharmaceuticals Group/
Oncology

Ageing Differently 
with HIV
by 90TEN

for Gilead UK

Not Every Disability is Visible
by Evoke KYNE

for Crohn’s and Colitis UK and 
Janssen-Cilag Limited



We break the mould
not the rules 

+

 www.gcihealth.com

          @gci_health_eu

          @GCIHealthEU

If you’re interested in breaking the mould 
then please get in touch:

Kath Kerry, Managing Director, GCI Health 
kath.kerry@gcihealth.com

GCI_CommuniqueAd2020.indd   1GCI_CommuniqueAd2020.indd   1 19/06/2020   11:5119/06/2020   11:51
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Excellence in Media Relations
Sponsored by GCI Health

Winner: Not Every Disability is Visible  
by Evoke KYNE for Crohn’s and Colitis UK and Janssen-Cilag Limited

FinalistsHighly Commended

Signage on accessible toilets across the UK shows a person in a 
wheelchair perpetuating the notion that the toilets are only to be 
used by those with visible disabilities. Recognising this, Crohn’s 
& Colitis UK partnered with Janssen and Evoke KYNE to raise 
awareness of these invisible disabilities, to drive positive social 
change for people living with the conditions and encourage 
businesses to adopt accessible toilet signs to one stating ‘Not 
Every Disability is Visible.’ A bold media campaign was created to 
mobilise the community and general public to contact CEOs of a 
specific industry, pubs/restaurants, driving them to update their 
accessible toilet signs.

In total, we achieved nearly 500 million impressions through 
traditional and social media channels as a result of >130 pieces 
of print, online and broadcast coverage including BBC News, a 
broadcast on Sky News, extensive radio coverage and organic 
social media posts. The breadth of coverage led to a staggering 

53,000+ emails being sent to CEOs of target corporations via the 
campaign website. This led to >17,000 outlets of brands such as 
Nando’s, Frankie and Benny’s and JD Wetherspoon changing their 
accessible toilet signs.

Emma, Work Colleague of the Future
by Virgo Health

for Fellowes

The UK Launch of 
Minimed 670g:
by Mearns & Pike

for Medtronic

Genes Silenced. Voices 
Heard. Forging a New Era of 

RNAi Therapeutics
by akt health communications

for Alnylam

In My Shoes: 24 Hours with 
Crohn’s or Colitis
by Mearns & Pike

for Crohn’s & Colitis UK and Takeda



E v o k e K Y N E . c o m

• Brand and data communications;

• Corporate reputation and responsibility;

• Disease awareness and patient advocacy;

• Global public health; and

• Partnerships and stakeholder engagement.

Let us show you how communications  
can be a powerful health intervention.

We partner with the 
world’s leading biotech 

and pharmaceutical 
companies, non-profits and 

foundations, offering full-
service communications 
with core capabilities in:

W E  A R E  I N S P I R E D  T O  

C R E A T E  C H A N G E
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Excellence in Social Media Strategy
Sponsored by Evoke KYNE

Winner: Tackle TD: On the Sidelines by Havas SO for Bayer

Finalists

Havas SO and Bayer UK developed a disease awareness 
campaign to put a spotlight on testosterone deficiency 
(hypogonadism) (TD) with a clear call to action for those who 
may be affected to get checked and treated appropriately.

The primary target audience was men over the age of 55, 
particularly those who are not as physically active as they 
once were or who may also have co-morbidities associated 
with testosterone deficiency such as obesity or type 2 
diabetes. Research conducted in advance of the campaign 
indicates that humour and sport are themes which 
resonate with this demographic and formed the basis of 
the ‘On the Sidelines’ creative concept. Women, specifically 
the partners of men with TD, were the secondary target 
audience.

The Tackle TD ‘On the Sidelines’ campaign included 
development of a hero video (with Snappin’ Turtle 
as production team), a suite of social media content 
and a paid strategy. There was significant engagement with 
the content reaching 575,104 people in the primary and 
secondary demographics, resulting in 28,623 clicks and 5,037 

completions of a symptom checker quiz on the Tackle TD 
website (developed by OI! in 2018) for a spend of just £10,000 for a 
four-week period.

A Unique Bond
by Burson Cohn Wolfe

for Boehringer Ingelheim

Breaking Depression – A Story of 
40 Million Broken Pieces

by Publicis Health
for Janssen EMEA

Mums with a Message: Tackling 
Vaccine Hesitancy Among 

Young Mums
by Frontera Group

#RosaceaNoFilter
by Havas Life Medicom

for Galderma



Enabling extraordinary people to achieve extraordinary things

Discover what our talented and experienced team are 
focusing on by visiting the Page & Page Media Lab. 

Download our series of guides that look at behaviour 
change models, the drivers behind the renewed 
momentum in patient concordance, and how the 
latest digital platforms and technologies can be 

leveraged to deliver relevant and accessible content. 

pageandpage.uk.com/media_lab
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Excellence in Engagement Through Digital Channels
Sponsored by Page & Page

Winner: It’s More than Height, It’s Health!: Empowering Parents to 
Measure their Child’s Growth by Edelman for Novo Nordisk

A child’s growth, including height, is a 
key indicator of his or her overall health. 
Delayed or interrupted growth can signal 
rare underlying conditions, such as Noonan 
syndrome or growth hormone deficiency. By 
measuring their children regularly, parents 
can help signal these conditions; however, 
most parents in the UK are unaware of the 
importance of measuring their child and some 
lack the confidence or knowledge to do this 
correctly.In 2019 Novo Nordisk launched www.
morethanheight.com, an online resource 
to equip parents with the information and 
tools to measure their children regularly 
and correctly. To reach parents in the UK in a 
trustworthy way, we co-created an influencer 

campaign during Children’s Growth Awareness 
Week, which involved parenting influencers 
sharing their experiences and engaging 
with parents through their social channels. 
To provide parents with the opportunity 
to interact and ask questions about their 
children’s growth, we conducted a Facebook 
Live event in partnership with Mumsnet, 
featuring celebrity doctor Dr Hilary Jones.

This innovative approach to influencer 
engagement ensured Novo Nordisk’s 
messages reached parents in a genuine way 
through a variety of social media channels, but 
most importantly helped us to build rapport 
with parents in the UK and empower them to 
measure their children.

Finalists

Putting AstraZeneca R&D on the 
Data Science and AI Map

by AstraZeneca
with support from The Difference 

Collective and Boardwalk PR

Magic Numbers Pilot
by WE Communications

for Amgen UK

BREATHLESS: The Story of Life 
with Severe Asthma

by Edelman and ENGINE MHP
for AstraZeneca

#ChoosePaediatrics
by Portland

for Royal College of Paediatric and 
Child Health (RCPCH)
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The Say Communications Award for Excellence in 
Communication Through Creative Execution

Sponsored by Say Communications

Winner: Breaking Depression – A Story of 40 Million Broken Pieces 
 by Publicis Health for Janssen EMEA

Breaking Depression is a European awareness campaign created 
by Janssen EMEA and Publicis Health to enable the public, with 
support from HCPs, to better understand and help those with 
Major Depressive Disorder (MDD).

With no innovation in 30 years, MDD is poorly recognised 
and understood. Though most people want to help, few feel 
comfortable broaching the subject due to the associated 
stigma. By encouraging more conversations, could we help 
more people feel able to speak up? To cut through, we needed 
a novel metaphor.

The concept of feeling ‘broken’ is symbolic of MDD and a 
multidiscipline agency team leveraged the insight behind the 
ancient Japanese art of kintsugi to create Breaking Depression. 
Translating as ‘golden joinery’, it involves repairing broken objects 
with gold lacquer, treating breakage and repair as part of an 
object’s history, not something to be concealed. Analogous to 
managing MDD, it respects the cracks, while recognising that the 
repair is complex and takes time.

We created a high-impact, creative campaign to maximise reach 
and engagement via social, digital, face-to-face and out-of-home 
touch points in partnership with HCPs, PAGs and artists to help 
tell our story, raise awareness and improve understanding.

Finalists

A Unique Bond
by Burson Cohn Wolfe

for Boehringer Ingelheim

Emma, Work Colleague  
of the Future

by Virgo Health
for Fellowes

Stories That Never Stand Still
by Edelman
for Takeda

Let’s Talk More
by Havas Just::

for Campaign To End Loneliness



Communications.
Life Changing
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The 90TEN Award for Excellence in  
Corporate Communications – Internal Stakeholders

Sponsored by 90TEN

Winner: London 2020: Novartis UK HQ Relocation Project
 by Novartis

In November 2018, global pharmaceutical company Novartis 
announced it would be moving its UK headquarters from Frimley, 
Surrey, to a new office in White City, London by January 2020. 
The reason for the relocation was to be closer to customers and 
partners, and better networked in the healthcare and life sciences 
ecosystem that the area afforded.

The overarching communications objective was to ensure as 
many employees as possible, a large number of whom lived in the 
Frimley area, continued within the business and moved to London. 
The Communications team, working alongside their London 2020 
project colleagues, developed a strategy to inform, support and 
inspire employees throughout the consultation process and the 
physical move.

This strategy included a schedule of thoughtful communications 
to inform and inspire employees, novel approaches such as the 
White City Pop-Up to create excitement about the new location, 
and the appointment of move ambassadors to ensure employees 
had a voice in the process.

In the monthly employee pulse 
survey, ‘Communication’ was consistently the highest 
rated metric throughout the project. In November 2019, more than 
80 percent of employees made the move to London.

Finalists

Uniting Employees Behind 
Astellas’ Scientific Innovation 

Approach: The Scientific 
Innovation Narrative

by Arc Bio Communications
for Astellas Pharma Inc.

Smart Field Force Engagement – 
Tillotts Training Challenge

by Tillotts Pharma UK

Harnessing the Power of Together
by Hanover Communications

for Chugai

One Location, One Sanofi
by Sanofi
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The 90TEN Award for Excellence in  
Corporate Communications – External Stakeholders

Sponsored by 90TEN

Winner: A Unique Bond by Burson Cohn Wolfe for Boehringer Ingelheim

FinalistHighly Commended

Dislike for pharma has never been higher. As an industry 
leader operating in the much-maligned pharmaceutical 
sector, Boehringer Ingelheim (BI) had an urgent need – 
and opportunity – to shift the debate.

BI’s concern was that unyielding public antipathy 
towards ‘Big Pharma’ risked that the firm’s own 
pioneering work in human and animal health and its 
compassionate corporate ethos would be overlooked 
by external stakeholders. It had to positively stand out 
in the sector, to challenge negative perceptions and to 
transform hostility into advocacy, ’A Unique Bond’ did 
just that.

A strategic campaign that spanned five continents and 
30 countries was only made possible by the digital-first 
approach undertaken by the client and agency team. It broke 
through the noise to champion the bond between a pet and its 
owner, and its positive effect on physical and mental well-being.

The campaign enabled BI to increase its online community, 
building relationships with external stakeholders and establishing  

 
a favourite perception of the brand – 80% of people who 
consumed campaign content said they prefer BI to other 
pharma companies because of its dedication to both human 
and animal health.

Making Gender Diversity Matter: Five Burning Questions
by Aurora

for MSD

Novo Nordisk UK, 
Leading Commentary  

on Brexit Impact
by Syneos Health

for Novo Nordisk UK



SCIENCE

INSIGHT

CREATIVITY

IMPACT

Altogether powerful
Altogether Porterhouse
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The Porterhouse Medical Award for Innovation in  
Scientific Communications

Sponsored by Porterhouse Medical

Winner: Changing Practice in Dermatology through a Multifaceted, 
Innovative, Immersive Approach to Learning: the ‘Hands-On’ Programme 

by ApotheCom – A MEDiSTRAVA Company for Novartis

Finalists

Psoriatic arthritis (PsA) is a chronic, progressive, systemic 
inflammatory disease that can occur in up to 30% of individuals 
with psoriasis. More routinely diagnosed by rheumatologists, 
studies have shown that PsA is under-diagnosed in dermatology 
clinics which can create delays in treatment, leading to poorer 
outcomes for the patient.

Designed in collaboration with an expert panel and founded in 
unearthed insights, Hands-On is a multifaceted, innovative and 
immersive learning programme that was developed to enhance 
the ability and confidence of dermatologists in assessing their 
patients with psoriasis for signs of PsA.

Hands-On was launched and rolled out at ten major 
dermatology congresses through symposia and booth activities. 
The campaign comprises patient experience videos, disease 
education quizzes, practice-based experiential examinations 
via an augmented-reality app and prosthetic hands with an 

accompanying video 
guide of how to perform 
an examination.

To date, over 3,000 
HCPs have been 
educated by Hands-On 
via major congresses 
and smaller MSL-led 
local events, changing 
practice globally. The 
Hands-On app was 
successfully launched 
on the App Store to 
allow a wider reach 
and learning experience, and the programme 
continues to grow and evolve with the success seen to date.

INSPIRIS RESILIA Aortic ValveTM Mind Racing
by Syneos Health Communications

for Edwards Lifesciences

A Path to Cure: Shining a Light on MRD in Multiple Myeloma
by Edelman

for Janssen Oncology



SCIENCE

INSIGHT

CREATIVITY

IMPACT

Altogether powerful
Altogether Porterhouse
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The Porterhouse Medical Award for Innovation in  
Healthcare Communications

Sponsored by Porterhouse Medical

Winner: In My Shoes: 24 Hours with Crohn’s or Colitis
 by Mearns & Pike and Electric Putty for Crohn’s & Colitis UK and Takeda

Right now, more than 300,000 people in the UK are living with 
a lifelong disease that many people have never heard of. In fact, 
the real number could be almost double that. Many of the people 
in the UK living with Crohn’s or Colitis feel that there’s a lack of 
awareness, empathy and understanding of their condition.
In My Shoes: 24 Hours with Crohn’s or Colitis – by Crohn’s & Colitis 
UK and Takeda, with the support of Electric Putty and Mearns & 
Pike – is an immersive app that enables people to step in the shoes 
of someone living with Crohn’s or Colitis.
The multichannel campaign to support the launch of the app 
resulted in 23,000 downloads of In My Shoes, over 200 media 
stories and a social reach of more than 700,000 people. This led to 
a 27% increase in both empathy and understanding of Crohn’s and 
Colitis and a significant decrease (almost 50%) in apathy towards 
the impact that these conditions can have on daily life.
It Takes Guts to talk about Crohn’s and Colitis and this campaign 
ignited that conversation.

Finalists

Experiencing MS First Hand: 
Virtual Reality Glove Experience

by Weber Shandwick
for Roche

A Path to Cure: Shining a Light on 
MRD in Multiple Myeloma

by Edelman
for Janssen Oncology

INSPIRIS RESILIA Aortic ValveTM 
Mind Racing

by Syneos Health Communications
for Edwards Lifesciences

A Unique Bond
by Burson Cohn Wolfe

for Boehringer Ingelheim



Healthcare communications 
with unique thinking,
insight and attitude. 

Heather Grant, Managing Director, dna London   •   +442070670419   •   hgrant@dna-comms.com

AS DIFFERENT AS YOU

www.dna-comms.eu
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Charitable Campaign of the Year
Sponsored by dna Communications

Winner: Shooting for the Moon: Securing New Government Funding for 
Dementia Research by ENGINE MHP for Alzheimer’s Research UK

Dementia is the leading cause of death in the UK. There are currently no 
treatments which cure, prevent or even slow down the progression of the 
disease. Alzheimer’s Research UK wanted to secure a significant increase in UK 
Government funding towards finding life-changing treatments, calling for 1% of 
the total annual cost of dementia to be put towards research.

However, dementia was not a priority for a government paralysed by leadership 
battles and Brexit negotiations. A simple yet effective public affairs campaign, 
utilising resources on the ground and the charity’s President (former Prime 
Minister David Cameron) at the top, resulted in a commitment in the Conservative 
manifesto to deliver a ‘Dementia Moonshot’ of £1.6 billion for research over the 
next decade to find a cure.

Finalists

Follow My Lead
by Virgo Health

for Roy Castle Lung Cancer Foundation

Embracing Complexity: Towards New 
Approaches for Supporting People with 

Neurodevelopmental Conditions
by JPA Health 

for Autistica

I Will Survive Brand Campaign 
Launch 2019

by Ovarian Cancer Action

Stop MS Appeal
by MS Society
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Congratulations to all of this year’s winners, 
highly commended and finalists

#CxHealth
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The Publicis Health Award for Young Achiever 
in Healthcare Communications

Sponsored by Publicis Health

Winner: Isabel Gibson W2O

FinalistsHighly Commended

Isabel is an ordinary young person who wants to show that she can 
achieve extraordinary things.

The start to her career has been exceptional. She co-founded a med-ed 
agency, ISO.health, with two partners, and worked over four years to build 
a >£6m company with 40 staff, before combining forces with W2O, the 
largest US healthcare communications agency.

During this time, she has been responsible for >40% of the company’s 
revenue, and for building its medical affairs offering: creating new 
products and programmes to support exceptional medical education, 
focusing particularly on the time between Phase III trial read-out and 
launch in oncology.

Several pharma companies have classed her work ‘gold standard’, 
which has led to them winning prizes, and has fundamentally resulted in 
improved awareness of, access to and support of patients with cancer. She 
has worked on multiple blockbuster drugs, designing and implementing 
industry-leading programmes that have changed patients’ lives 
worldwide.

Rebecca Tait
90TEN

Anna Reilly
ENGINE MHP

Ben Dory
ENGINE MHP

James Bannister
Liberum IME

Tabitha Grindrod
Virgo Health
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Healthcare Communications Leader
Sponsored by Mearns & Pike

Winner: Sarah Mikhailov Havas Life Medicom

Finalist

Responsible for the Brand, Advertising and Promotion (BAP) 
Business Unit within the agency, I have worked across the 
agency’s life cycle from independent to Network-owned. I have 
been instrumental in revenue growth and expanding the agency 
from a 25-person team to over 130 across our agency disciplines.
My passion for our business has resulted in a team with:
• A clear vision and positive culture
•  The right skills and drive to go above and beyond to bring 

solutions to clients
•  Coaching and mentoring philosophy at the heart of its aspiring 

leaders
• Healthy business growth and pipeline to provide a secure future.
I am pragmatic leader. The values that drive me are authenticity, 
success and enjoyment. I have an open and down-to-earth 
approach that drives the culture of our business. Yet I also strive 
for success, I am constantly pushing for us to be the best we can 
be, bringing in new ideas and approaches that will set us apart 
from the competition and energise people to get excited about 
what we do.

Peter Impey
90TEN



WE MAKE A 
WORLD OF 

MEANINGFUL 
DIFFERENCE

Email medcommsinfo@mccann.com             @McCann_medcomms           mccann-health-medical-communications
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Healthcare Communiquétor
Sponsored by McCann Health Medical Communications

Winner: David Kyne

David is the CEO of Evoke KYNE, an award-winning health 
communications agency dedicated to help improve and 
save lives. Following a career at several large public relations 
agencies in New York, David founded KYNE in 2009 (prior 
to its acquisition) with the vision to build a new type of 
agency 100% focused on health, to drive innovation in the 
field while being the best place to work for its employees. 
As CEO, he is focused on driving the strategic vision of 
the company around the globe, including our ongoing 
integration with our parent companies Evoke and 
Huntsworth Health, to drive key new business, shape and 
partner with our new executive leadership team and drive 
cross-company resource and capabilities management 
within the Evoke/Huntsworth network.
Over the course of David’s 20 plus year career, he has 

advised clients ranging from global non-governmental 
organisations such as the Bill & Melinda Gates 
Foundation and The Carter Center, to biopharmaceutical 
companies including Johnson & Johnson, Amgen and 
Pfizer. Prior to founding KYNE, he led the New York 
Healthcare practice at the global public relations firm 
Hill+Knowlton Strategies.
David also serves on the U.S. Centers for Disease 

Control and Prevention (CDC) Corporate Roundtable, 
advising CDC/CDC Foundation and private sector 
partners on how communications and effective 
partnerships can increase efficacy when responding 
to global health threats. David is also the co-
founder of the Pandemic Action Network, a global network of 
organisations driving action against COVID-19 and to help the 
world better prepare for future pandemics.



WWW.V I R G OH E A L T H . C OM

Virtually the same...

Health with a Human Touch.
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Healthcare Communications Advocate
Sponsored by Virgo Health

Winner: Kristin Hallenga

After finding a lump at 22, living abroad in China for 8 
months and eventually visiting her doctor 3 times, Kristin 
was told the news that she had incurable breast cancer.  
Within just one month of her diagnosis and at the age 
of 23, along with her twin sister Maren, Kristin founded 
CoppaFeel! to inform young people that breast cancer 
doesn’t just affect women over 50 and educate them on 
how they can look after themselves, so that cancer can be 
caught early.
Although Kristin will always live with cancer, she wanted 

to get the message out there to young people that 
catching cancer early means you have a higher chance 
of surviving and recovering. She wanted people to learn 
from her story and become pro-active about their own 
health. The idea for CoppaFeel! was born.



People come to us because something needs to...

inspiring
healthy
decisionsPegasus

We make change happen with smart, impactful campaigns that capture 
imaginations. We ask the right questions and reach the right solutions 
with pace and originality.

Tell us what you need to change at thisispegasus.co.uk

Winners of Excellence in Public Health Communications, 
Communiqué Awards 2019 – You vs. Train by Pegasus for Network Rail, 
British Transport Police, and the wider rail industry.



57

Learn more about the work by visiting www.pmlive.com/communique/results

Pegasus
inspiring
healthy
decisions

In-House Team of the Year
Sponsored by Pegasus

Winner: Leading Through Change Takeda Pharmaceuticals

FinalistHighly Commended

Takeda established a dedicated External Affairs Directorate in 2019 
to handle the complex challenges arising from the increased size and 
complexity of the company following the acquisition of Shire. The 
legacy Shire organisation had a small external affairs team within 
Market Access, while the legacy Takeda organisation had a small 
corporate communications team.

Against the backdrop of the acquisition, the new External Affairs 
Directorate was tasked with reaffirming Takeda’s leadership within 
our therapy areas; demonstrating ongoing commitment to the 
patient community; managing change communications, and 
delivering policy changes to support business operations.

To achieve these goals in a meaningful manner for the wider 
business, the team undertook a strategic prioritisation process, 
identifying six core areas of focus. The team surpassed the 
expectations of the new leadership team by delivering a series 
of best in class campaigns, such as I am number 17 and Stories 
That Never Stand Still, and policy change in the area of access 
to medicines. These successes were only possible through close 
collaboration with external partner and patient organisations.

In the context of a standing start and – at times – personal 
uncertainties relating to the integration process, Takeda’s External 
Affairs team are proud to enter this award submission.

AstraZeneca Global Corporate Affairs Ipsen



The beauty of detail
An effective and compelling medical 
communications campaign requires 
each component to be carefully 
planned, expertly crafted and 
seemlessly integrated to play its 
part with elegance and precision.

@solarishealth linkedin.com/company/solaris-healthsolarishealth.com mail@solarishealth.com

Solaris House Ad 210x210 FINAL.indd   1Solaris House Ad 210x210 FINAL.indd   1 16/06/2020   16:4316/06/2020   16:43
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Communiqué Small Consultancy of the Year
Sponsored by Solaris Health

Winner: Attigo CIC

FinalistsHighly Commended

Attigo are a highly skilled, fast growing 
agency. We are managing to balance the 
demands and high standards required by 
the largest global pharmaceutical company 
with our social drive to employ highly 
skilled people living with long-term health 
conditions who would otherwise struggle 
to achieve gainful employment. It is our 
belief that in the healthcare communications 
industry that we must live and breathe 
the patient journey, we must understand 
their challenges and through our business 
model we have become an active part 
in supporting patients into recovery and 
fulfilling lives.

akt health communications WE CommunicationsBedrock Healthcare 
Communications

earthware



zenopa.com/team enquiries@zenopa.com 01494 818 010 search Zenopa

1990 2000 2010 2020

WE ENABLE YOUR BEST OUTCOME

ZENOPA OFFERS YOU GUIDANCE

PROVIDING YOU INFORMED
DECISION MAKING

WHICH IS SUPPORTED BY
OUR DATA AND EMOTIONAL

INTELLIGENCE

REPRESENTING YOU
AUTHENTICALLY

ENABLING ZENOPA TO WORK IN
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TRANSPARENCY
ARE PROVEN

OUR INTEGRITY
AND

OF ESTABLISHED RELATIONSHIPS
AND CULTURAL UNDERSTANDING

ZENOPA HAS 4 DECADES

Accelerating individual growth and business value
through aligning talent with company culture
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Communiqué Public Affairs and 
Policy Consultancy of the Year

Sponsored by Zenopa

Winner: ENGINE MHP

Finalist

Having reached one summit in 2018, last 
year was about aiming higher still. The 
external outlook was challenging: political 
headwinds swirling, and clients continually 
challenging MHP to articulate how policy 
change drove back to commercial success.

Rather than doubling down on what 
worked before, we took a risk in 2019. 
MHP argued that decision-makers can be 
motivated in just the same way as anyone: 
by telling compelling and simple stories. 
This led to innovative tactics: from a 
13-minute documentary on severe asthma 
to a leading public affairs campaign on 
research funding based around just two 
words.

We pushed our clients to the limit in these 
novel tactical executions, but the results 

Lexington

speak for themselves. Major policy change delivered in dementia, 
stigma shattered in HIV, and a transformative way of ‘doing policy’ 
embedded across every function of a global pharmaceutical. Along 
the way we chalked new wins and expanded mandates. 8% growth 
enabled our Practice to invest in our existing talent and bring 17 new 
people into the business, with backgrounds in the UK Government, 
research sector and professional colleges. If 2019 had a theme for 
MHP, it was to keep on climbing.



Awards 2020
for Medical Affairs and Healthcare Communications

To see all this year’s results go to 

www.pmlive.com/communique/results
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The Publicis Health Award for  
Medical Affairs Agency of the Year

Sponsored by Publicis Health

Winner: OPEN Health Medical Communications

Finalists

The OPEN Health mantra is to 
employ, retain and develop great 
people, deliver great work, excite our 
clients, have fun and make money…
and always in that order. OPEN 
Health Medical Communications 
has consistently delivered on this 
approach over the years, while 
growing at around 30% year-on-
year— quite a result! In 2019, the 
stakes were raised. We were tasked 
with delivering yet another year 
of outstanding growth, while 
rebranding and managing extensive 
internal change. Instead of letting 
these changes distract us, the 
growth mindset we have nurtured 
drove all our team members to take 
ownership of the expansion; we 

behaved as thought leaders in the 
industry, developed novel, innovative 
client solutions to drive meaningful 
outcomes, won fantastic accounts and 
delivered such outstanding work that 
our clients trusted us with even more.

And, underlying all of this was a 
culture of openness, partnership, 
excellence, bravery, recognition and 
thanks. We empowered our team 
members to own our values, managed 
change through open dialogue, 
welcomed many exceptional minds 
to our teams, developed our staff 
and supported our communities. Not 
only did we deliver on the numbers, 
yet again, but our valued people are 
raring to take us forward to even 
greater ventures.

McCann Health Medical 
Communications

90TEN Medical Lucid Group



We get to truly understand patients so 
we can develop campaigns that make 
all the difference. 

But we’re not just about the creative. 

We measure and prove our impact
at every stage, from initial insights
to concrete results.

Aurora:
Leave nothing to chance

Improve lives. 
And prove it. 

auroracomms.com
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Communiqué Communications Consultancy of the Year
Sponsored by Aurora

Winner: 90TEN

FinalistsHighly Commended

2019 was the year that 90TEN focused on staying true to our 
unique culture and diversifying the agency’s services. The 
results exceeded all expectations with a 25% increase in fee 
income, 25 new clients and expansion of the team by 21% 
over the past 12 months.

Behavioural science services alongside the agency’s 
corporate, advocacy and digital capabilities fuelled growth. 
Externally, 90TEN built a new global network of agency 
partners and created an integrated services function. 

Recognising that the success of 90TEN is down to the 
team’s passion to do the right thing for their clients, 
patients, fellow team members and their community, 
2019 has also been about supporting the team’s well-
being, demonstrating corporate citizenship and leading 
an industry dialogue on creativity and innovation in 
healthcare communications.

This is 90TEN’s life-changing purpose. Happy people do their 
best work and a happy team is more productive, so the business 
results follow. Life-changing is not a slogan for us, it’s a way of life.

emotive McCann Health Medical 
Communications

Evoke KYNE GCI Health
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Look forward to (hopefully) seeing you back at 
The Grosvenor next year!

The Communiqué Awards Team hope you 
enjoyed this year’s live stream awards.

 
Please go to  

www.pmlive.com/communique/results 
to see this year’s results
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The Communiqué Awards Sponsors
Our sincere thanks go to each and every one of these sponsoring companies for huge support and commitment.  

Without the Communiqué Awards would not be possible.

Pegasus
inspiring
healthy
decisions
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