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“If you have seen one flu season…”
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“You’ve seen one flu season”
Tony Fiore



������� ������� 

� Background the changing flu vaccine 
supply, recommendations, and 
immunization coverage

� Key communication challenges, 
strategies and messages
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27.8*112.8**140.62007

102.5**

81.2

57.0

83.1

83.0

77.7

70.4

76.8

54.9

28.3

12.4

Dose Distributed 
(millions)

18.4*120.92006

7.0*

4.0*

3.8

12.0

10.0

7.5

0.5

16.6

4.0

3.3

Difference
(millions)

61.02004

32.31990

95.02002

Doses Produced 
(millions)

15.71980

71.51995

77.21999

86.02005

86.92003

87.72001

77.92000
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143-146 mTotal Projected Production

6 m> 18 
years

� 5.0 multi-dose vial

� 0.5 mL prefilled syringe

CSLAfluriaTIV

2-49 
years

> 18 
years

> 18 
years

> 4 years

� 6-35 mo

� > 36 mo

� > 36 mo

� > 6 mo

Age 
group

12 m0.2 mL sprayerMedImmuneFluMistLAIV

5.0 mL multi-dose vialGlaxo
SmithKline

FluluvalTIV

35-38 m

1/3 Fluarix, 
2/3 Flulaval

0.5 mL prefilled syringe Glaxo
SmithKline

FluarixTIV

40 m� 5.0 mL multi-dose vial

� 0.5 mL prefilled syringe

Novartis 
Vaccine

FluvirinTIV

50 m� .25 mL prefilled syringe

� 0.5 mL prefilled syringe

� 0.5 mL vial; 

� 5.0 mL multi-dose vial

sanofi
pasteur

FluzoneTIV

Projected 
Production* 

(Doses)

PresentationManufacturerTrade 
name

Vaccine

*As reported May 12, 2008 at the National Influenza Vaccine Summit, Atlanta, GA.
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Centers for Disease Control and Prevention. National Health Interview Survey—Self-Reported Influenza Vaccination Coverage 
Trends (1989-2006). http://www.cdc.gov/flu/professionals/vaccination/pdf/vaccinetrend.pdf. Accessed May 8, 2008.
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2007 data from the early release data set—interview s conducted March-August 2007.

17.0    (15.0-19.4) 14.4    (12.5–16.5) 18-49 y.o. HHC

Unavailable41.8   (37.4–46.3) HCP

13.4     (8.5-20.5) 12.3    (7.2–20.4) Pregnant women

65.6    (63.3-67.9) 64.5   (62.6–66.8) > 65 y.o.

36.0    (34.0-38.0) 31.6   (29.5–33.8)50-64 y.o.

25.5    (22.4-28.9)23.4   (20.2–26.9) 18-49 y.o. HR

2006-07*2005-06Population 
Group
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“Vaccinate all 6-23 month olds”

recommendation

“Encourage vaccination 

of 6-23 month olds”



Percentage Getting the Flu Shot-
Last 5 Years

Percentage Getting the Flu Shot-
Last 5 Years
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Source:  American Institutes for Research  Seasonal  Influenza Survey  August, 2007
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Source:  CDC. MMWR November 23, 2007. 56:  1216-1217

† Estimates are based on 1-month sampling weights.
§ Persons aged > 6 months for whom month of influenza vaccination wa s reported in interviews conducted in March 2007.
¶ Persons aged > 6 months for whom month of influenza vaccination wa s reported in interviews conducted in March 2006.
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� Perceived threat of influenza
� Perceived susceptibility
� Perceived severity

� Perceived benefits of vaccination
� Perceived barriers to vaccination
� Cues to action

� Recommendation from provider, media 
coverage, vaccination clinics, ads, e-cards, etc.

� Other variables
� Demographic, systemic and structural variables

� Self-efficacy
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� Most people who get influenza will recover in a few 
days to less than 2 weeks

� Many mild illnesses are referred to as “the flu”
� CDC has communicated changing and seemingly 

conflicting messages over time regarding who is at 
risk (and when they should be vaccinated)
� “Get vaccinated”
� “October and November are the ideal times”
� “Step aside”
� “Wait”
� “Get vaccinated”
� “Vaccination is beneficial in December and beyond”
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� In focus groups (2007), several participants felt profit 
motives, not risks posed by influenza, are driving 
expanding recommendations

� In a 2007 survey:
� Most people believed seasonal flu can lead to severe 

health consequences (76%).
� Awareness that flu can be dangerous for very young, old, and 

those with chronic health conditions

� However, few had strong or significant concern about 
getting ill with seasonal flu (about 35% overall)

� The majority underestimated the number of deaths 
caused by influenza

� 52% believed that 1,000–9,999 die each year
� 34% believed that fewer than 100 people die
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34%

12%

8%

4%

60%

28%

13%

10%

0% 10% 20% 30% 40% 50% 60% 70%

Don't think I
need it

They don't work

Shots make me
sick

Cannot afford it

Web

RDD

� Most common reasons respondents were not planning t o get a 
seasonal flu shot in the 06-07 season (check all th at apply):

Source:  American Institutes for Research  Seasonal  Influenza Survey  August, 2007
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� Use narratives to put a face on influenza

� Facts and statistics alone are not enough to move people to 
action.

� Continue to increase awareness of CDC’s 
recommendations and communicate the rationale 
behind those recommendations

� Craft messages that:
� Communicate that the flu is not the common cold
� Emphasize the dangers of influenza for those at hig h risk
� Educate those who are not at high risk about other 

potential “costs” of influenza:
� The risk of spreading flu to those you care about, especially 

those at high risk for complications
� Missed time at work or school

� “What are you doing differently with your messages?”
� As little as possible
� We need consistent messages over time
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� In order to have a “marketable” product, people must 
first perceive that they have a genuine need or 
problem, and then understand that the product is a 
good solution for that problem

� Perception among many is that the flu vaccine 
doesn’t work, or that it is “a gamble”
� Parents are particularly skeptical about flu vaccine benefits
� Healthcare workers are also skeptical

� Perceptions that handwashing and other preventive 
actions are more effective than immunization

� Vaccine strains are not always a good match to 
circulating viruses 

� Even when we have an optimal match, the vaccine 
isn’t always as effective as we want it to be for some 
people 
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� 2007-08 season CDC message: 
� Despite a less than optimal match in two of three 

vaccine components this year, interim data 
indicate that the vaccine provided substantial 
protection against the predominant influenza 
virus – the H3N2 virus – this season.

� We continue to recommend vaccination
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Flu Vaccine Worst In 10 Years
Flu Shot Just 44% Effective In 'Moderately Severe' 2007-
08 Flu Season

(WebMD) This year's flu shot was only 44% effective, a new 
study suggests - the least effective flu vaccine in a decade. 

The findings come from a study of 616 Wisconsin residents who 
came down with flu-like illnesses during the peak of the flu 
season. Study findings appear in today's issue of the CDC's 
Morbidity and Mortality Weekly Report. 

In good years, flu vaccines are 70% to 90% effective in 
preventing confirmed cases of flu bad enough to cause a person 
to seek medical attention. This year's vaccine appears to be the
least effective since the 1997-1998 flu season, when the vaccine 
was about 50% effective.
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� Address effectiveness directly, early, 
and throughout the season (e.g., NFID 
press kick-off in September)
� We don’t always get the match just right
� Good match in 16 out of the last 21 years 
� “The vaccine can protect you from getting sick 

with the three viruses it protects against, or it 
can make your illness milder if you get a 
different flu virus”
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� Emphasize that a new vaccine is created 
each year.

� For seniors, emphasize:
� People age 65 and over are at high risk for 

complications, hospitalizations, and deaths from 
influenza.

� “Influenza can put a halt to your busy lifestyle”
� “Vaccination is the first and most important step 

in protecting yourself and your loved ones 
against the flu.  It can be very effective at 
reducing hospitalizations and death in those 65 
and over”

� “By getting vaccinated, you help protect the ones 
you love like grandchildren less than 6 months 
old who are too young to be vaccinated”
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� People will not adopt a health behavior if the 
benefits are not greater than the perceived 
potential negative consequences including 
physical, psychological, and financial. 

� Perception: “The flu vaccine gave me the flu”
� Safety concerns among mothers of young 

children
� Thimerosal
� “Too many vaccines, too soon”
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� Emphasize that flu vaccine cannot cause influenza, but 
acknowledge that people may get influenza in spite of being 
vaccinated and explain why.

� Acknowledge that people may experience certain side  
effects following influenza vaccination and explain  why

� Your body is responding to the vaccine
� These symptoms are much less unpleasant than 

influenza 
� Healthcare providers are key to addressing parental  

concerns about flu vaccine safety
� Creation of resources to support providers in these  

discussions
� Real risks of vaccination need to be put into conte xt with the 

potential risks of influenza 
� Address financial barriers by raising awareness tha t 

payment for influenza vaccine under Medicare Part B  is 
available as well as the Vaccines for Children Prog ram 



C���	
�

���
C�	�
���
��
2� 

���������
���
��
������

C���	
�

���
C�	�
���
��
2� 

���������
���
��
������

� Video: Why Flu Vaccination Matters: 
Personal Stories from Families 
Affected by Influenza

� Collaboration between CDC and 
members of Families Fighting Flu
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� Reaching new and ever-expanding audiences 
with our messages 

� Getting through the “noise” of an election year

� Keeping messages visible throughout the 
season



?��
�
��
�	����
����

�
"�
���?��
�
��
�	����
����

�
"�
���
� Media outreach and activities

� “Pitching”
� Radio and television PSAs
� Interviews
� Radio news tours, matte articles for small 

daily and weekly papers
� Print materials
� Education and outreach to healthcare workers
� Partnerships, partnerships, partnerships!
� Local events
� Web and e-health communication  
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� Last season our outreach to national media 
resulted in CDC messages getting out before, 
during and after NIVW via outlets such as:
– Martha Stewart Living (Nov. 8, 4.3 million homes)
– Regis and Kelly (Nov. 22, 2.8 million homes)
– Univision Despietra
– AARP Segunda Juventud
– Redbook
– Family Circle
– Ebony
– Dr. Oz and Dr. Roizen (featuring flu and 

vaccination on terrestrial radio in 35 markets)
– ABC 7 in New York City with Dr. Jay Adlersberg
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� Conducted a media buy including print, 
radio, TV, and Internet.  Products appeared:

� in top 50 U.S. media markets
� during programs such as the Oprah Winfrey 

Show, Dr. Phil, Rachael Ray, and Judge 
Judy; 

� on stations such as Univision, Oxygen, CNN, 
CBS Sunday Morning, Food Network; 

� on websites such as Parents.com and 
FamilyCircle.com; as well as social 
networking sites; 

� on XM and Sirius Radio including Oprah and 
Friends, Radio Disney and Martha Stewart.

� In Delta Sky magazine, USAirways magazine, 
and United Hemispheres.
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� Last season, many partners helped to get the word out, for 
example:
� National Association of School Nurses distributed a  CDC 

matte article to 12,000 school nurses
� Ebony.com disseminated email to 82,000 subscribers 

reminding them to get a flu vaccine
� Blackdoctor.org –400,000 unique visitors per month a nd a 

membership of 3,000 physicians – posted matte articl es and 
banner ads on its website throughout the campaign

� 6,228 retailers nationwide ran our PSAs including 
Wegmans, Food Lion, A&P, and Eckerd’s

� Over 55 national, regional, and state submissions  to 
CDC’s on-line calendar of events



?��
�
��
�	����
����

�
"�
���

���
���
��������

?��
�
��
�	����
����

�
"�
���

���
���
��������

� Private industry can help distribute CDC products 
and messages, last season
� CVS Minute Clinics 

� sent two direct mail pieces to half a million 
households in 35 markets, hitting mailboxes Nov.25,

� had a section on the Minute Clinic home page callin g 
out NIVW, and 

� mentioned NIVW in their corporate press release
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� Private industry can help distribute CDC products 
and messages, last season…
� Henry Schein, Inc. arranged for:

� CDC PSAs ran on two jumbo screens in Times 
Square in NY City through January   

� 30 second spots ran on video screens in 500 taxi 
cabs in NYC in November and December

� CDC PSAs ran several times a day in November and 
December on the Newborn Channel. 

� This is fed to over 1,000 hospitals in the country and 
targets new Moms  

� CDC PSAs aired on the Healium Network in Henry 
Schein customer patient waiting rooms.  



?��
�
��
�	����
����

�
"�
���

���
���
��������

?��
�
��
�	����
����

�
"�
���

���
���
��������

� Supporting partner campaigns
� NFID; ALA’s “Faces of Flu”; Clorox, Families Fightin g Flu, 

and VNAA “Boo to the Flu”; Vote and Vax
� Utilizing the Flu Summit to ensure consistency of 

messages
� Establish new and enhance existing collaborations

� Target
� Soap and Detergent Association
� YMCA
� Partnerships to encourage workplace vaccination (no n-

HCPs)
� National Business Group on Health
� Occupational Health Organizations
� Support Task Force for Community Preventive Service s review 

of strategies to increase workplace vaccination
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� e-Cards
� Webinars for  bloggers
� Graphical buttons for partner 

websites
� “Badges” for users of social 

networks (such as MySpace) 
to post on their profiles pages

� E-mail updates and mobile 
alerts

� TV PSAs and “widgets” on 
social networking sites
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� Goal:  Annual event to 
help raise awareness of 
the seriousness of 
influenza and the 
importance of continuing 
vaccination throughout 
November, December and 
beyond

� December 8 – 14, 2008
� CDC will also fund at least 

one demonstration project 
focused on extending 
vaccination activities 
throughout the season
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� New ways to get the word to healthcare providers
� E-card for healthcare workers was sent 562 times an d viewed 

1404 times
� Sermo.com – physician-only social network with 50,000  

members
� Letters from Dr. Gerberding to HCPs
� Recognition of best practices around HCP vaccinatio n 

initiatives and dissemination of those practices
� Webinar with medical facilities to encourage suppor t of 

initiatives to improve HCP vaccination rates
� HHS initiative to increase HCP vaccination rates
� Continued use and expansion of traditional partners hips 

and channels
� The Influenza Summit partners and other partners su ch as the 

American Association of Respiratory Care, and Child ren’s 
Hospitals network

� Placement of matte articles in publications like He alth Monitor,
Health Stats Quarterly, and organizational newslett ers 



���������	
������
��

���������

�������
�����	���

����
��	
������	��
���
����������

�������	��

���������	
������
��

���������

�������
�����	���

����
��	
������	��
���
����������

�������	��

Questions?


