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Hi, I’m Bob, a Creative Director with a combined 15 years 
experience in the Pharmaceutical industry between several of the 
largest pharma organizations in the world. My most immediate 
experience involves managing a team of high-end multi-faceted 
creatives as the AOR for Organon Pharmaceuticals and previously 
in a similar role as Creative Director for Tag Worldwide, the 
in-house agency at Pfizer, where I produced brand work across 
the entire Pfizer product portfolio, including US brand launch 
campaigns for HCP and DTC projects.

I love building relationships with clients and being in the room 
where ideas are born. Collaboration and communication are 
extremely important to me when it comes to the creative 
process and working with my team. My ability to work in a 
very reactive, fast-paced environment allows me to think 
clearly and creatively when the pressure is on.

Want to know more? Let’s talk!
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Our client approached us to be his AOR and 
help with all launch activities for TicoVac in the 
US, starting with a refreshing new take on the 
brand that could stand on its own and bring 
new life and meaning to the franchise.

We set out to create a modern, beautiful mark 
that will help showcase this vaccine to the travel 
market in the US. We started by keeping a 
strong association to the Global version of the 
brand through color scheme, while updating 
the font and type treatment. We then explored 
additional designs to give it a higher-quality 
feel, representative of the new target audience 
in the US.

Our strongest option moved the furthest from 
the original brand, replacing the V with a 
beautiful graphic to represent the grass where 
we find ticks lurking.

After only 2 rounds of revisions, the client 
selected their favorite choice of logo for the US 
launch of their brand. The new logo mark uses 
a strong, friendly color scheme, with modern 
font treatment that will look great both on-line 
and in print. The V graphic was enhanced to 
give a nod to the 3-dose schedule.

VISIT TICOVAC.COM

CAMPAIGN

TicoVac U.S. 
Brand Launch
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Our client approached us to be his AOR and 
help with all launch activities for TicoVac in the 
US, starting with a refreshing new take on the 
brand that could stand on its own and bring 
new life and meaning to the franchise.

We set out to create a modern, beautiful mark 
that will help showcase this vaccine to the travel 
market in the US. We started by keeping a 
strong association to the Global version of the 
brand through color scheme, while updating 
the font and type treatment. We then explored 
additional designs to give it a higher-quality 
feel, representative of the new target audience 
in the US.

Our strongest option moved the furthest from 
the original brand, replacing the V with a 
beautiful graphic to represent the grass where 
we find ticks lurking.

After only 2 rounds of revisions, the client 
selected their favorite choice of logo for the US 
launch of their brand. The new logo mark uses 
a strong, friendly color scheme, with modern 
font treatment that will look great both on-line 
and in print. The V graphic was enhanced to 
give a nod to the 3-dose schedule.

VISIT TICOVAC.COM

CAMPAIGN

TicoVac U.S. 
Brand Launch

Tick-Borne Encephalitis Vaccine

TicoVac™

Brand Guide

Confidential & proprietary. For internal use only.
Do not detail or disseminate without approval.
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Tick-Borne Encephalitis Vaccine

MISSION
Our goal is to establish Pfizer 
as a trusted, experienced 
provider of TBE vaccination.

This campaign will bring 
awareness to US travelers, 
consumers and military 
troops/dependents about 
potentially devastating health 
risks associated with TBE 
infection and prevention/
treatment.

We aim to direct consumers 
to find a healthcare 
provider regarding TicoVac 
vaccination. As TBE is  
not a prevalent disease in 
the United States, we want 
to provide information on 
risks of TBE, the efficacy of 
TicoVac, and access to patient 
materials for HCPs.

Lastly, we will work to  
instill confidence in HCPs  
to consult patients on  
TicoVac vaccination.

TONE
Our messaging style will 
need to reach a wide 
audience that may only be 
familiar with one type of tick-
borne disease. Therefore, we 
will take an educational and 
informative approach with a 
friendly, trustworthy, positive, 
and upbeat tone. 

Target Audience

• Affluent

• Educated

• Age: 30+ years old

• Vacation in Europe and Asia

• Value disease prevention

• Families

INTRODUCTION BRAND ELEMENTSBRAND STRATEGY GRAPHIC ELEMENTSIMAGERY

Our messaging style  
will need to reach  
a wide audience  
that may only be  
familiar with one type  
of tick-borne disease.

INTRODUCTION
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Tick-Borne Encephalitis Vaccine

INTRODUCTION
In the tick-borne encephalitis (TBE) vaccines market, Pfizer has 
maintained its leading position with FSME-IMMUN®/TicoVac™* 
over two decades.

TBE is endemic in regions in Europe, as well as Central and 
Eastern Asia, including Northern Japan and Northern China. 
In recent years, TBE virus was found and TBE cases were 
reported in previously non-endemic areas. Additionally, TBE 
has been reported in over 30 countries throughout Europe 
with changes in climate and human behavior contributing 
to the identification of new TBE risk areas. All of these are 
contributing factors to the increased risk of contracting TBE 
for U.S. travelers and Military personnel. No specific treatment 
exists, but TBE can be prevented by TicoVac™* vaccination.

Since the TBE disease risk is relatively unknown for our US 
market, we see new growth opportunities by increasing 
awareness and vaccination rates. To tap into these opportunities, 
we need to strengthen the TicoVac brand with a unified, 
differentiated branding campaign at HCP (healthcare 
professional) level.

We need to raise awareness among physicians, pharmacists, 
and nurses as well as consumers. Education about the 
consequences of the TBE disease and vaccination as  
the most effective way to prevent TBE is key.

The first TBE vaccination approved for use in the US, TicoVac 
will maintain a unique competitive advantage with its 
long-term history of clinical study and clinical use as 
competitors enter the market.

* FSME-IMMUN® is marketed under the brand name of TicoVac® in 
Italy, France, Denmark, Norway, Finland, Latvia, Lithuania, Estonia, 
the UK, Ireland, and the US. In the rest of the branding guide, for 
practical purposes FSME-IMMUN® brand name will be used.

Tick-Borne Encephalitis Vaccine

Confidential & proprietary. For internal use only.
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LOGO
With the approval of TicoVac in the United States in 
Q3 2021, this new brand will be entering the market 
as the only available TBE vaccine. With that in mind, 
we have designed a logo that offers a strong, modern, 
approachable feel. 

The color pattern is bold and adventurous, evoking the 
ideals of our audience.

The TicoVac logo lockup contains 3 key elements:

1. Logo Icon 
A beautiful graphic replaces the V to represent the 
grass where we find ticks lurking. The mark provides 
movement and draws your eye in and can be utilized as 
a stand-alone element on other material. The 3 shades of 
green in the front blade are meant to represent the full 
3-dose schedule needed for maximum protection.

2. Word Mark 
The name TicoVac is set in a customized version of 
Gotham Bold. This font is modern, familiar, friendly, and 
confident.

3. Generic Name 
The generic name is set in Gotham Condensed Light. 
Keeping within the same font family ensures the generic 
is unified, clear, and easy to read. The generic name must 
always be set no smaller than 50% of the brand name.

The trademark application for TicoVac in the US is pending at Brand Book 
publish time.

Therefore, use the ™ symbol (ie, TicoVac™) until registration is confirmed 
in the US. For all trademark-related questions, reach out to Eric Blom  
(eric.blom@pfizer.com).

Tick-Borne Encephalitis Vaccine

INTRODUCTION BRAND ELEMENTSBRAND STRATEGY GRAPHIC ELEMENTSIMAGERY
Tick-Borne Encephalitis Vaccine
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ICONS

There are many visual aspects that communicate the 
essence of a brand to its customers. This design system 
has been developed to balance our bold brand colors 
with dynamic photography. Together, these elements 
illustrate the informative, trustworthy, adventurous tone 
we want to present to our U.S. patients.

The icons in this library are meant to be used in context 
to help enhance and illustrate a claim or a statistic, not 
in isolation as a graphic element.

INTRODUCTION BRAND ELEMENTSBRAND STRATEGY GRAPHIC ELEMENTSIMAGERY
Tick-Borne Encephalitis Vaccine
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PHOTOGRAPHY

The goal of this image library is to offer a curated 
selection of travel photography and illustrations that 
help to educate and raise awareness for a new customer 
base in the United States that may be unaware of 
Tick-Borne Encephalitis.

It is important that these images focus on the 
outdoor settings where ticks are prevalent and have a 
photographic style that utilizes natural light, realistic 
travel situations, and is not posed or clipped.

INTRODUCTION BRAND ELEMENTSBRAND STRATEGY GRAPHIC ELEMENTSIMAGERY
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The unbranded patient “Missing” 
Campaign launched with multiple 
tactics: a social media campaign on 
Facebook, Instagram and Pinterest; 
display banner Ads, and Google 
PPC Ads all driving to a Website/
Landing Page with a downloadable 
Doctor Discussion Guide.

My team was involved in the set 
up, execution and approval 
process of every tactic.

CAMPAIGN

Crisaborole Unbranded 
Digital Patient 
Activation Campaign

Crisaborole Banners: 728 x 90 - Bike Couple

Image slides in from right to left. Copy animates into frame.

Copy transitions to next line.

The man animates out of the scene as the camera view widens.

Copy transitions to final CTA line. Button animates into frame. Pfizer logo and details appear.

Frame 1

Frame 2

Frame 3

Frame 4

AUS SOCIAL MEDIA POST: 1080 x 1080 - Kitchen (shown at 30% actual size)

(100% actual size)

Frame 1 Frame 2

Animated GIF Static Image

Page: Managing Eczema

Body: When her eczema symptoms are under control, it’s tempting 
to put it out of mind. Is your management plan complete?

Display URL: www.MissingOut.com.au
Button: Learn More

Headline: Is her eczema management plan complete?

AUS SOCIAL MEDIA POST: 1080 x 1080 - Kitchen (shown at 30% actual size)

(100% actual size)

Frame 1 Frame 2

Animated GIF Static Image

Page: Managing Eczema

Body: When her eczema symptoms are under control, it’s tempting 
to put it out of mind. Is your management plan complete?

Display URL: www.MissingOut.com.au
Button: Learn More

Headline: Is her eczema management plan complete?

Patient Banner Ad

Social Media Post/Ads

Google Ad

Carousel Display Ad

CAMPAIGN
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Crisaborole Unbranded 
Digital Patient 
Activation Campaign

IS YOUR ECZEMA MANAGEMENT 
 PLAN MISSING SOMETHING?

Using this guide may help your doctor understand how eczema is impacting 
your or your child’s life and start a discussion about eczema management 
options for you or your child.

Communicating with your doctor is an important 
part of your long-term management plan. But it’s 
not always easy to know where to begin or revisit 
the conversation.

Pfizer Australia, Sydney  
© 2021 Pfizer Inc. All rights reserved. 
PP-CRI-AUS-0156

If you have additional questions or notes related to eczema, write them down and take them 
to your doctor.

Does your or your child’s eczema interfere 
with your activities, or your child’s school, 
or social activities?

Which symptoms bother you or your child 
the most? (check all that apply)

Will my/my child’s flares 
recur despite avoiding 
triggers?

Is my/my child’s 
current skin care 
routine meeting our 
needs?

Do I need to keep 
managing my eczema  
even after symptoms  
are gone?

What are you hoping for in an eczema management plan? (check all that apply)

How often do you or your child experience 
symptoms of eczema (flares)?

Has eczema impacted your or your child’s 
sleep routine?

SHARE THE IMPACT OF ECZEMA2

NOTES3

LEARN MORE ABOUT ECZEMA1

Understanding  
eczema triggers

Appropriate use of  
moisturisers 

Reduced redness

Clear skin

Steroid-free

Minimal side effects

Suitable for children

Works fast to relieve itch

Management of recurring flares 
(frequency and severity)

Manageable daily routine 

Other ___________

Itchiness
Redness
Pain

1 to 2 times per year
3 to 6 times per year
It never seems to go away

Dry skin
Other _________

Yes
No

Yes
No

CAMPAIGN

The unbranded patient “Missing” 
Campaign launched with multiple 
tactics: a social media campaign on 
Facebook, Instagram and Pinterest; 
display banner Ads, and Google 
PPC Ads all driving to a Website/
Landing Page with a downloadable 
Doctor Discussion Guide.

My team was involved in the set 
up, execution and approval 
process of every tactic.
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As part of the latest updates for 
the LivingWith App, the Oncology 
team came to my team to help 
them develop HCP and patient- 
facing tactics featuring the newest 
app updates. We wrote supporting 
copy, designed several pieces such 
as leave behind postcards and 
social media ads.

CAMPAIGN

LivingWith Postcard 
Leave Behind and 
Social Carousel Post
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In order to highlight the need for 
colorectal cancer screening, my 
team worked with the client to 
develop an original video from 
concept to final execution. 

We managed the script, production, 
editorial, reference packaging and 
created the accompanying shot-by-
shot storyboards for medical and 
regulatory review. 

As a companion piece, we also 
designed a downloadable Pocket 
Card to help HCPs communicate 
directly with patients about the 
importance of early CRC screenings 
including timing, types of screenings 
and medical outcomes.

CLICK TO WATCH

VIDEO

Colorectal Cancer 
Screening Videos 
and Pocket Card 

VIDEOCAMPAIGN
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Our client engaged my team to 
create a video with the goal of 
building brand awareness of the 
Patient Affairs Liaison (PAL) role 
with external stakeholders. Our 
idea was to develop a personal 
interview-style video with the 
PALs to allow their dedication and 
emotion show through the cam-
era. The videos were shot on-site at 
Pfizer’s NYC HQ.

My team provided full service 
creative support for project 
management, video direction and 
production as well as working 
closely with the client to develop an 
organic series of questions to allow 
the PALs to share their important 
message with stakeholders.

CLICK TO WATCH

VIDEO

Patient Affairs Liaison 
Program Video

VIDEOCAMPAIGN

https://www.raynordesign.net/
mailto:bob%40raynordesign.net?subject=Hi%20Bob%2C%20Let%27s%20Talk%21
https://youtu.be/ueE8TD9iDfQ


MY WORK

WEBSITES EMAIL DIGITAL SOCIAL

ABOUT ME RAY
NOR CONTACT

VIDEO

Caverject Instructional 
Video Case Study
The Challenge
The Global Brands Medical Advisory team 
came to my team with a need for a 
refresh on patient instructions for the 
use of CAVERJECT® IMPULSE (alprostadil), 
an injectable used to treat erectile 
dysfunction (ED). The original source 
material was outdated and no longer 
appropriate for the new target audience, 
the young male paraplegic.

The challenge was complicated by the 
sensitive nature of the source material 
with a need to simplify the original 
instructions. They required a team with 
both in-depth pharma experience and 
the agility to create a modern, concise, 
easy-to-follow instructional video within 
a short time constraint of 3 weeks.

VIDEOCAMPAIGN
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VIDEO

Caverject Instructional 
Video Case Study
The Solution
My team collaborated with the 
CAVERJECT® IMPULSE Medical Advisory 
team to design and develop an original 
animated “Instructions For Use” video. 
Our creative team worked expediently to 
gather necessary resources via GCMA, 
utilizing our global resources and 
knowledge of Pfizer protocols to meet 
the restrictive deadline. With laser focus 
on the patient’s perspective, we scripted 
storyboards, designed the animation and 
curated the voice-over. The result was a 
beautiful, easy-to-follow instructional 
video that personalizes drug administration 
for patients and caregivers. 

With resounding client praise, this patient 
instructional video is part of an upcoming 
global dissemination campaign that will 
continue through 2022. The CE team will 
remain as a partner to assist in video 
translations through the global rollout. 
The success of this project has helped 
my team to develop a lasting relationship 
with the Global Brands MA team.

VIDEOCAMPAIGN

CLICK TO WATCH
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mailto:bob%40raynordesign.net?subject=Hi%20Bob%2C%20Let%27s%20Talk%21
https://youtu.be/8jDR6wFhxUc


MY WORK

WEBSITES EMAIL DIGITAL SOCIAL

ABOUT ME RAY
NOR CONTACT

VIDEO

XACIATO Instructions 
for Use Video

The XACIATO team needed a fresh, 
modern, creative way to illustrate the 
Instructions for use of their medication 
to patients. They did not have an 
existing IFU video and need a piece 
that helped enhance the experience 
for the patient and also caputred the 
latest label updates. 

We were able to take their information 
and develop a video that brought their 
vision to life with custom illustration, 
music and voice over.

CLICK TO WATCH

VIDEOCAMPAIGN
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VIDEOCAMPAIGN

VIDEO

Pfizer Learning 
Academy Hype Video

Our client with the Pfizer Digital team 
came to us to help build excitement 
for the launch of the all new, modern 
learning platform that will combine 4 
different learning systems into one.
 
Our client worked with an external 
agency for the copywriting, but relied 
on My team to produce a beautiful 
and powerful video that excites and 
energizes Pfizer colleagues for a new 
learning experience on the coming 
platform.

CLICK TO WATCH
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WEBSITES

BCnet Sharepoint 
Website
My team was contacted by the 
Breast Cancer Franchise to design an 
internal communications hub for the 
team in SharePoint. The goal was to 
take the updated Pfizer branding and 
use it to create a colorful, modern, and 
intuitive platform that could act as 
the central source for all of the brands 
within the BC franchise portfolio.

We partnered directly with Pfizer 
Digital on the development, UAT and 
launch to make this hub a reality for 
the BC franchise team.

WEBSITESVIDEOCAMPAIGN
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WEBSITES

TicoVac™ Consumer 
Website
The TicoVac US Campaign launch 
included 3 branded websites for HCP, 
Consumer and Military Families. All 
sites were clean and modern with 
large bold graphic and subtle animated 
icons throughout to appeal to a more 
mature and affluent US traveler who 
may be vacationing in more exotic 
areas of the world.

The messaging we developed was 
educational in nature as TBE is not 
endemic to the United States and 
most Americans only associate ticks 
with Lyme Disease.

VISIT TICOVAC.COM

WEBSITESVIDEOCAMPAIGN
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WEBSITES

TicoVac™ HCP 
Website

WEBSITESVIDEOCAMPAIGN

The TicoVac US Campaign launch 
included 3 branded websites for HCP, 
Consumer and Military Families. All 
sites were clean and modern with 
large bold graphic and subtle animated 
icons throughout to appeal to a more 
mature and affluent US traveler who 
may be vacationing in more exotic 
areas of the world.

The messaging we developed was 
educational in nature as TBE is not 
endemic to the United States and 
most Americans only associate ticks 
with Lyme Disease.

VISIT TICOVAC.COM
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WEBSITES

TicoVac™ Military 
Website

WEBSITESVIDEOCAMPAIGN

The TicoVac US Campaign launch 
included 3 branded websites for HCP, 
Consumer and Military Families. All 
sites were clean and modern with 
large bold graphic and subtle animated 
icons throughout to appeal to a more 
mature and affluent US traveler who 
may be vacationing in more exotic 
areas of the world.

The messaging we developed was 
educational in nature as TBE is not 
endemic to the United States and 
most Americans only associate ticks 
with Lyme Disease.

VISIT TICOVAC.COM
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WEBSITES

Inflectra Consumer 
Website
The I&I Biosimilars marketing team 
approached my team to update their 
existing consumer website.

We provided several high-end concepts 
showcasing a modern look and feel 
which compliments their current 
marketing materials. We then delivered 
on our creative by designing a 
modern, brand-compliant website. 
We then guided the piece through 
regulatory review and helped with 
UAT of the site before launch.

VISIT PFIZERINFLECTRA.COM

WEBSITESVIDEOCAMPAIGN
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WEBSITES

Hadlima.com
Refresh

Our HADLIMA partners engaged us 
to update the content, UI and UX of 
their consumer site. We guided the 
process of better organizing the flow 
of the website, adapting content from  
newly approved resources and 
owning the regulatory submission 
process to refresh and enhace the 
experience for patients using the site.

WEBSITESVIDEOCAMPAIGN
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WEBSITES

WEBSITES

Bosulif Consumer 
Website

The Bosulif team came to My team to 
partner with us on updating their 
consumer facing website. The team 
did not have a consumer campaign 
developed for their front-line indication 
with their AOR. They engaged my team 
to develop a fresh new concept with 
a more positive feel that picked up on 
cues from their HCP campaign.

Working with the Marketing team, we 
helped organize and update all of their 
content and provided several high-qual-
ity design concepts for a consumer 
brochure highlighting the new front line 
campaign assets to be submitted to the 
FDA for comments/pre-clearance to be 
used in future consumer tactics.

VISIT BOSULIF.COM

VIDEOCAMPAIGN
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WEBSITESVIDEO

EMAIL

Bavencio RTE Series

Our marketing partners with Bavencio 
came to us to develop a new series 
of 6 RTE blasts using the proprietary 
new Pfizer platform called CANVAS.
We wrote copy that supported their 
new indications and designed layouts 
that fit the new RTE system at Pfizer. 
We also worked to manage the 
regulatory process for approval.

EMAILCAMPAIGN
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My team helped the Staquis 
marketing team in their branded 
HCP Campaign launched with 
multiple tactics:  4 rounds of 3rd 
Party Email distributions, 2 waves 
of 6 expandable banner ads, and 
an educational webinar for HCPs. 

My team was involved in the 
execution and approval process 
of every tactic.

EMAIL

Staquis® HCP E-mail 
Campaign

© 2021 Pfizer Inc. All rights reserved. 
April 2021. PP-CRI-CAN-0292
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Inflammation & Immunology

Leading Scientific Conversations 
 in  Atopic Dermatitis
May 25, 21:00 EDT (Toronto/New York) and  
May 27, 12:00 EDT (Toronto/New York)

Registration is now open Click Here

REGISTER HERE
CLICK HERE CLICK HERE

ADD TO CALENDAR

Dear Dr. <<insert title and surname>>, 
  
It is with great pleasure that we announce SpearheAD 2021 – Leading 
Scientific Conversations in Atopic Dermatitis, the first in a series of live 
webinars on the management of atopic dermatitis patients. The 90 minute 
webinar, led by two esteemed global experts in the field of Atopic Dermatitis, 
will be followed by a live Q&A session. 
 
This webinar series has been developed as part of Pfizer’s commitment to 
transform the treatment of dermatological diseases, like Atopic Dermatitis, by 
delivering breakthrough treatments that address the unique needs of these 
patients. 
 
The overall learning objectives of this live online webinar will be to: 

We hope you can attend what will be a cutting edge exploration of hot topics in 
atopic dermatitis. 

Review the current approaches to long term management of mild to 
moderate Atopic Dermatitis 
 
Highlight the role of PDE4 in Atopic Dermatitis Pathophysiology 
 
Understand the place of Crisaborole in the atopic dermatitis 
treatment paradigm 

Webinar Details 
 
SpearheAD 2021 – Leading Scientific Conversations in Atopic Dermatitis 
Topic: Mild-to-Moderate Atopic Dermatitis 
 
Date and Time: 
Tuesday, May 25, 2021—21:00 EDT (Toronto/New York) 
Thursday, May 27, 2021—12:00 EDT (Toronto/New York) 
Duration of event: 90 minutes (60-minute presentation, 30-minute discussion) 
 
The webinar will take place on two separate dates in May, at different times, to 
ensure that you can attend at a time that is convenient for you, regardless of 
your location.

We hope that you will be able to join us.  
 
This webinar is sponsored by Pfizer Inc. and hosted by Pfizer Global. 
 
Adverse events should be reported to Pfizer at GlobalAEreporting@pfizer.com

If you are connected to VPN, please disconnect it. Alternatively, you may 
access the webcast on any mobile device.

Disclaimer: This Webinar is strictly for Healthcare Professionals (HCPs) only. Accessing and/or 
dissemination of this information beyond HCPs is restricted and not allowed. If you are not the intended 
recipient, you should delete this message and any disclosure, copying, or distribution of this message, or 
the taking of any action based on it, by you is strictly prohibited.

Inflammation & Immunology

REGISTER HERE

• 

• 

• 

HCP Third Party Email Webinar Invitation Email
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EMAILCAMPAIGN

Part of our campaign launch was 
to develop an awareness campaign 
among HCPs to alert them of the 
dangers of TBE and also provide 
education on the disease they can 
use to share with their patients.

This time-sensitive campaign went 
out in concert with the CDC 
recommendations in Q1 2022.

CAMPAIGN

TicoVac HCP E-mail 
Campaign
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My team helped the Staquis 
marketing team in their branded 
HCP Campaign launched with 
multiple tactics:  4 rounds of 3rd 
Party Email distributions, 2 waves 
of 6 expandable banner ads, and 
an educational webinar for HCPs. 

My team was involved in the 
execution and approval process 
of every tactic.

DIGITAL

Staquis® HCP Web 
Banner Campaign
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The Eliquis team engaged my team 
to do a complete redesign and 
relaunch of their expiring and 
outdated commercial app, 
AFib2gether.

We worked with internal Pfizer 
stakeholders and development 
teams to produce mobile and 
tablet versions of the app. Our 
creative team gave it a fresh look 
and feel and updated UI while 
bringing it closer to the unbranded 
guidelines for Eliquis material.

DIGITAL

AFib2gether™ 
Mobile Application

DIGITALCAMPAIGN
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As part of the U.S. launch of the TicoVac 
brand TBE Vaccine, we created the new 
Facebook and Instagram profiles for the 
brand and are engaging in an on-going 
original social media campaign to help 
educate Americans who are traveling 
abroad of the dangers of tick-borne 
illnesses other than Lyme disease.

The campaign offers disease awareness, 
travel tips and reminders as well as drug 
information.

VISIT TICOVAC ON FACEBOOK

VISIT TICOVAC ON INSTAGRAM

SOCIAL

TicoVac U.S. Launch 
Social Media Campaign

<variable> <variable> <variable> <variable> <variable>

Follow Message

Posts Followers Following
<variable> <variable> <variable>

<Variable Post> <Variable Post>

<Variable Post> <Variable Post> <Variable Post>

<Variable Post> <Variable Post> <Variable Post>

Pfizer_TicoVac

TicoVac™
Pharmaceuticals
See Important Safety Information and Full Prescribing 
Information for TicoVac™ Tick-Borne Encephalitis 
Vaccine. Pfizer sponsored. US only.
www.ticovac.com

Pfizer_TicoVac

<variable likes>
Pfizer_TicoVac Traveling to Europe or Asia soon? Here’s 
an important #traveltip before you go. Learn how to help 
protect yourself from tick-borne encephalitis (TBE). Ticks 
are common in Europe and Asia and can transmit a rare 
but serious TBE virus, especially if you’re hiking, 
exploring, or trying to take that perfect pic.

Before you hit the trail or go on that trek, talk to your 
doctor or pharmacist about TicoVac™. Keep those 
outdoor activities safe and fun. Life awaits!

Please see full prescribing information by visiting 
https://labeling.pfizer.com/showlabeling.aspx?id=15600

PP-TCV-USA-0036
©2022 Pfizer Inc. All rights reserved.
February 2022

https://www.raynordesign.net/
mailto:bob%40raynordesign.net?subject=Hi%20Bob%2C%20Let%27s%20Talk%21
https://www.facebook.com/PfizerTicoVac/
https://www.instagram.com/pfizer_ticovac/


MY WORK

VIDEO WEBSITES EMAIL

ABOUT ME RAY
NOR CONTACT

SOCIALDIGITALCAMPAIGN

The Nexplanon HCC team came to us with 
the idea to evolve their current consumer 
campaign with a fresh concept targeting their 
audience with social ads that felt new and 
native, but changed the tone to something 
that felt more personal, fun and engaging.

Aside from time and budget, their main 
challenge was that they had no data on 
which of their many messages was working 
best with their target audience. We were 
able to deliver a comprehensive A/B test 
scenario that featured 40 videos covering 
several message options with unique 
creative solutions that covered 4 major social 
media platforms. This was achieved within 
the first half of the year and was achieved 
without any principle photography budget.

SOCIAL

Nexplanon Campaign 
Evolution (1 of 2)
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SOCIAL

Nexplanon Campaign 
Evolution (2 of 2)

The Nexplanon HCC team came to us with 
the idea to evolve their current consumer 
campaign with a fresh concept targeting their 
audience with social ads that felt new and 
native, but changed the tone to something 
that felt more personal, fun and engaging.

Aside from time and budget, their main 
challenge was that they had no data on 
which of their many messages was working 
best with their target audience. We were 
able to deliver a comprehensive A/B test 
scenario that featured 40 videos covering 
several message options with unique 
creative solutions that covered 4 major social 
media platforms. This was achieved within 
the first half of the year and was achieved 
without any principle photography budget.
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