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PROBLEM/OPPORTUNITY

While lung cancer is a global issue and the leading cause of
cancer death in the United States, Merck struggles to elevate

early screening and diagnosis rates for those who do and do not
qualify, due to a lack of understanding of who is eligible, when

testing should occur before it is too late, and that taking action
could extend one’s lifespan, ultimately supporting the
company’s mission to cure and not just treat cancer. 
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AUDIENCE DEMOGRAPHICS

RACIAL AND
ETHNIC MINORITIES

FAMILY MEMBERS INDIVIDUALS WHO MEET
THE LUNG CANCER
SCREENING

Black men have the
highest rate of lung
cancer

Way to Reach: Black
Americans are streaming
more audio than other
audiences and, through
advertisements, have an
average 73% brand recall

Having a family member
or friend that is
diagnosed with cancer
can introduce lifestyle
changes and emotional
responses

Way to Reach: Users aged
25 to 34 account for the
largest share of
YouTube’s advertising
audience

Approximately 20 percent
of women diagnosed with
lung cancer today are
lifelong non-smokers 

Way to Reach: 73% of
U.S. adults who use
Facebook will be between
50 to 64



Increase awareness of the
importance of lung cancer screening

among qualified individuals (Adults
aged 50-80 years who have a 20-pack-

year smoking history and currently
smoke or have quit within the past 15
years), family members, and friends. 

Increase lung cancer screenings in
the United States by 30% in the first
year after the campaign is launched. 

Achieve 50 million combined page views and
social media post impressions pertaining to

lung cancer screening content in the first year
after the campaign is launched. 

OBJECTIVE 

OBJECTIVE 

GOAL ONE



Tactic: Eligibility
Quiz

Tactic:
Geolocation Bar

Objective 

Strategy 1: Make target
audiences more aware of their

screening eligibility through
owned interactive media on

Merck’s website.

Increase lung cancer screenings in the
United States by 30% in the first year after

the campaign is launched.
 

Tactic: Paid Social
Media 

Strategy 2: Increase call-to-
action content on Merck website

and social media platforms. 
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Tactic: Pamphlet 

Tactic: Paid Print
Media 

Objective 

Strategy 3: Increase media
engagement with older
audiences and minority

audiences.

Achieve 50 million combined page views and social
media post impressions pertaining to lung cancer

screening content in the first year after the
campaign is launched.  

Tactic: "S Word"
Campaign 

Tactic: Podcast 

Strategy 4: Create owned
media to place on the Merck
website to educate targeted
audiences about why they

should get screened. 

Tactic: Digital
Mailing List 
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"THE S WORD"
TACTIC EVALUATION 

 24 Hours After
Each Display November 8, 2023

One Week
After Each

Display 

One to Two
Times a Month

for Every Month
Following 

One Year After
Campaign
Launch 

Publicize first
piece of print and

digital media 

Evaluate like,
comment, and share
social engagement;

evaluate
shared/earned media

coverage

Publicize new
digital and

print media 

Evaluate how screening
numbers increased & how

many people took the
screening quiz

Evaluate like,
comment, and share
social engagement;

evaluate
shared/earned media

coverage

11 22 33 44 55
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PODCAST
TACTIC EVALUATION 

12/8/23
&

12/12/23

Publicize podcast
promos across
social channels 

24 Hours
After Promo 

Evaluate earned
media coverage of

promo posts

Every
Other

Month 

Release new
episode

First podcast
episode debuts 

Evaluate As
Needed 

Increase promo
if listener count

becomes
stagnant

One Year
After

Campaign
Launch 

Evaluate how
many people
visited Merck
website from
podcast link

12/15/23
24 Hours & One

Week After
Each Episode

Debut

Evaluate total
episode

listeners 

11 22 33 44 55 66 77



Help qualified individuals who
are part of a minority group

understand how and why to get
screened for lung cancer. 

Increase the percentage of qualified
minority individuals that get

screened for lung cancer in the
United States by 50% in the first

year after the campaign is launched. 

Educate 7,500 health organizations
(hospitals, clinics, black health

organizations) on the factors limiting lung
cancer screening for minority groups in the
first year after the campaign is launched. 

OBJECTIVE 

OBJECTIVE 

GOAL TWO 



Tactic: AfAHC/OMH
Partnership 

Objective 

Strategy 5: Create strategic
partnerships with African

American health organizations
to educate patients and
connect them to trusted

health resources. 

Increase the percentage of qualified minority
individuals that get screened for lung cancer in
the United States by 50% in the first year after

the campaign is launched. 

Tactic: Health
Installation 

Strategy 6: Target cities where
lung cancer rates are highest

during the first week in January
with interactive media.

Tactic: Sign-Up
Booths
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STRATEGY 5 
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INSTALLATION WEEK
TACTIC EVALUATION 

 
January 1-5, 2024

End of Each
Installation Day

24 Hours &
One Week

After Event
January 12, 2024

Host installation
pop-ups in

Kentucky, Rhode
Island, Maine,

Tennessee, and
West Virginia 

Evaluate amount
and type of

earned/shared
media coverage 

Evaluate overall perception of
the week from the viewpoint of
patients, screening candidates,
and healthcare professionals; if
positive, arrange another week

of installations for different
cities in six months

Evaluate total in-person
attendees and how many

participated in learning, total
quiz participants, and how
many ask for assistance in

locating their nearest
screening center 

11 22 33 44



Tactic: Extend
LUNGevity

Partnership 

Objective 
Strategy 7: Increase Merck’s partnerships

with leading health organizations, nonprofit
health organizations, and notable lung cancer
survivors who could influence public opinion.

Engage 7,500 health organizations (hospitals, clinics,
black health organizations) to advocate for equity in

screening for minority groups in the first year after the
campaign is launched. 

 

Tactic: HOPE Summit
Q&A

Tactic: Bryant
Gumbel Partnership 
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BRYANT GUMBEL HOPE SUMMIT
TACTIC EVALUATION 

 Early April
2024

Announce Gumbel
appearance in

April newsletter
and social
channels 

One Week
After

Announcement

Evaluate like,
comment, and

share social and
newsletter

engagement

HOPE Summit
occurs

Evaluate how
many people

register for HOPE
Summit after

announcement is
made

Immediately
After Gumbel's

Speech

Monitor and
track total
number of 

 speech
attendees 

One Month
After HOPE

Summit

Evaluate how
many people get

screened and
take Merck's

screening quiz

Day One of
HOPE Summit 

Gumbel kicks
off the event
as keynote

speaker

One Week
After

Announcement

Early May
2024

11 22 33 44 55 66 77



KEY MESSAGES
According to the American Lung Association, lung
cancer is the leading cause of cancer deaths in the
United States with over 237,000 new cases this year.

According to the U.S. Preventive Services Task Force,
adults aged 50 to 80 years who have a 20 pack-year
smoking history are generally eligible for lung cancer
screening and should seek out this examination. 

Black men are statistically more at risk
for lung cancer than any other
population in the United States.

The lung cancer eligibility laws are strict and
broader rules would benefit Americans who are
at risk but do not technically qualify for accessing
lung cancer screening. 

Cigarette smoking is linked to about 80% of lung cancer
deaths, but there are other causes that go unnoticed like
breathing secondhand smoke, having exposure to radon,
and living in an area with significant air pollution. 



KEY MESSAGES
The survival rate of lung cancer drops
significantly when detected late. Early detection
from cancer screenings can greatly increase the
chance of survival. 

Nearly 70% of Black Americans feel that they are
mistreated by the U.S. healthcare system and 55% say they
distrust it. A lack of trust in the healthcare system is a huge
barrier to helping the largest targeted audience receive lung
cancer health services. 

Many Americans do not get screened for lung
cancer because of fear of a possible diagnosis, a
lack of trust in the health care system from minority
groups, and a low eligibility barrier. 

Family members, caretakers, and health officials play a
key role in helping to educate and direct at-risk targeted
audiences to get early lung cancer screenings because
they have existing relationships with these groups. 

Merck has a unique position as a leader in the
pharmaceutical industry to help lobby for a
younger age range for lung cancer screening 



BUDGET



Paid (Bus Stops, Train Stations, Billboards)
25.1%

Health Installations
20%

Pamphlets
18%

"S Word" Print Campaign
15%

Bryant Gumbel Partnership
12.5%

Paid Social
6%

Digital Mailing List
1.2%

Sign-Up Booths
0.5%

AfAHC/OMH
Partnership

<0%



Begin Social Posts

OCT. 2023 NOV. 2023 DEC. 2023 JAN. 2024

Distribute Pamphlets 

Oncology Newsletter
Sign-Up Box on Website 

Continue Social Posts

Send Newsletter 

Display Pamphlets 

Launch Screening Quiz

Create Geolocation on Quiz

Display Public Paid Ads

Launch "The S Word" 

Continue Social Posts

Send Newsletter 

Publish "The S Word" Media 

Podcast Promo #1

Podcast Promo #2

Podcast Episode Release

Launch AAfHC & 
OMH Partnership 

Continue Social Posts

Send Newsletter 

Publish "The S Word" Media

Provide AAfHC/OMH
Partnership Resources

Installation Week

Installation Week
Newsletter Sign-Up Booths

Extend LUNGevity Partnership



FEB. 2024 MAR. 2024 APR. 2024 MAY 2024

Continue Social Posts

Distribute New Pamphlets

Send Newsletter

Publish "The S Word" Media

Podcast Episode Release

Provide AAfHC/OMH
Partnership Resources

Continue Social Posts

Send Newsletter

Provide AAfHC/OMH
Partnership Resources

Publish "The S Word" Media

Continue Social Posts

Send Newsletter 

Publish "The S Word" Media

Podcast Episode Release

Provide AAfHC/OMH
Partnership Resources

Bryant Gumbel HOPE
Summit Announcement

HOPE Summit Q&A
Announcement

Continue Social Posts

Send Newsletter

Publish "The S Word" Media

Provide AAfHC/OMH
Partnership Resources

Bryant Gumbel Speech at
HOPE Summit Day One 

Livestream Q&A at
HOPE Summit Day Two



JUN. 2024 JUL. 2024 AUG. 2024 SEP. 2024
Continue Social Posts

Distribute New Pamphlets

Send Newsletter

Publish "The S Word" Media

Podcast Episode Release

Provide AAfHC/OMH
Partnership Resources

Continue Social Posts

Send Newsletter

Publish "The S Word" Media

Provide AAfHC/OMH
Partnership Resources

Installation Week (Tentative) 

Installation Week
Newsletter Sign-Up
Booths (Tentative)

Continue Social Posts

Send Newsletter

Provide AAfHC/OMH
Partnership Resources

Publish "The S Word" Media

Continue Social Posts

Send Newsletter

Publish "The S Word" Media

Podcast Episode Release

Provide AAfHC/OMH
Partnership Resources





FOR THE FUTURE

Develop a second series of the
podcast that would focus on a

different topic; Increase episode
frequency to monthly.

Develop similar campaign
strategies for a global scale

and/or other kinds of
oncology campaigns.

Continuously monitor
how screening numbers

increase or change.

Expand Podcast Global Reach Monitor
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