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	00:23
Emily Seale
Hello, everybody. good afternoon. Hope everyone's enjoying this. I just want to take a moment to again thank the Female Quotient for inviting us to speak here today at this inaugural health summit. 



	00:38
Emily Seale
I think it's a really important conversation when we're thinking about women's health and when we're thinking about creative advertising and marketing. So I'm Emily Seale. I'm the executive director at the Clios. 


00:48
Emily Seale
I specifically focus on our health program. and a lot of what we do is we celebrate creative marketing and advertising in the space of Health and Wellness Pharmaceutical. and this year, we're actually building out an entire women's health platform. 
	01:02
Emily Seale
So I'm really excited to be here. Yes. to really find ways to celebrate and amplify and spotlight conversations, Creative advertising, marketing, communication efforts, partnerships, that are advancing women's health and conversations around women's health. 



	01:16
Emily Seale
So a lot of the same initiatives that are happening here at the Female Quotient. So I'm very excited to chat here today a little bit about the marketing space and how we're meeting patients and caregivers and, individuals during these intimate health moments and in their health journeys. 



	01:33
Emily Seale
And I have some wonderful experts here with me today. So we have Kristen Liberatore, who is the commercial strategy commercial strategist at iqvia Digital. Thanks, Kristen. 


01:43
Kristen Liberatore
Hi, guys. 
01:44
Emily Seale
Melissa Gordon Ring, the president of health at IPG Media Brands. 
01:48
Melissa Gordon Ring
Hi, everybody. 
01:49
Emily Seale
Is it working? 
	01:50
Melissa Gordon Ring
I don't think. Oh, wait. Yep. You just got to get a little closer. 


01:53
Kristen Liberatore
That's what she said. 
01:54
Emily Seale
That's right. and Michelle Tara, who is the president of 21 grams M. Hi, everyone. A part of real chemistry. So thank you, ladies, so much for joining me. the first thing I think that's really important is we're all talking about health here, and we're all women, and we probably are shy about sharing some things about ourselves. 
02:13
Emily Seale
Let's get vulnerable. Let's connect. I think most of us that work in this space have an intimate or a personal connection to it. and I'd love to hear, maybe as a patient, as a caregiver, as a loved one, how are you connected to health? 
02:28
Emily Seale
And specifically, what does that mean in your space or in your role? How do you bring that to your role? 
	02:35
Michelle Tara
Yeah, I'm actually going to share a story, that has stayed with me for many years. I took a little bit of a leave of absence a couple months between when I graduated with my master's and when I started work. my dad, unfortunately, was diagnosed with stage four cancer. 


02:50
Michelle Tara
it was, for those who are geeks out, squamous cell carcinoma of the head and neck. And, I helped him through that journey as a caregiver and was very research driven about it. But one of the Brands I ended up working on, three or four years later as a management consultant was Opdivo. 
03:04
Michelle Tara
And it was really cool when it finally got approved for squamous cell carcinoma of the head and neck. So I got to literally sit next to the brand lead that day and say, God forbid my dad relapsed, he would actually get this drug. 
03:15
Michelle Tara
So I think when you work in pharma, a lot of times it can feel really esoteric, but if you connect it back to the patient, then that's what I think makes it feel real. 
03:23
Melissa Gordon Ring
I love that. First of all, Opdivo is one of my clients, so thank you. on a personal level. And I joke because you're like, well, I am not a shy person. I share all the time. Probably too much at times as well, if me. but I actually was. 
03:37
Melissa Gordon Ring
I've worked in health the majority of my 20 plus year career. about four years ago, I got really, really sick. And I kept saying to myself, like, I'm gonna be fine and I just can keep going, and IBS is in my family, and this is what I have, and I'm gonna be fine. 
03:54
Melissa Gordon Ring
And then I wasn't fine. And it was in the middle of COVID and I said to my husband, I was like, I think I need to go to, like, the urgent care or I need to go to the hospital. Well, I got to the urgent care and they sent me to the hospital. 
04:07
Melissa Gordon Ring
And a, four day hospital stay got me diagnosed with Crohn's, which I apparently had my whole life and had no idea. I was so ill that I could barely stand. I couldn't go in the shower myself. 
04:22
Melissa Gordon Ring
I literally was so focused on taking care of everyone else around me. And if my husband's sick or my daughter's sick, I send them immediately somewhere. And it was such a huge realization for me. But I also was so glad, that I knew how to be a patient advocate as well, in terms of what I needed. 
04:40
Melissa Gordon Ring
The care, the coverage, the choices, and making sure that I found a doctor that I actually liked, because the first one I didn't. And my husband was like, well, you got to stay with this doctor. I was like, no, no, no, no, no, I don't. 
04:52
Melissa Gordon Ring
So I think the reality of now understanding a little bit more from both sides. I always joke, too, like, I'm not just the president of health, I'm a patient, too. reminds me of, like, the hair care for hair club for med guy. 
05:03
Melissa Gordon Ring
But, yes, this is my real hair. 
05:07
Kristen Liberatore
But. 
05:08
Melissa Gordon Ring
But nonetheless, I think when you talk about it on a personal level, it's really critical. Whenever I introduce myself to clients or new teams, I talk about the fact that I am also a patient, and I know the importance of sitting on all the different sides of the table. 
05:22
Emily Seale
Yeah, I appreciate that sentiment. I mean, health is human. And to be able to acknowledge that we're not just showing up for a business purpose, but as people and patients as well. Michelle. 
05:33
Kristen Liberatore
Yeah, so my story is pretty similar to Kristen's in that mine started when my mom got diagnosed with, AML, which is acute myelogenous leukemia, which about 20 years ago, really didn't have a lot of treatments. 
05:47
Kristen Liberatore
She was in an acute phase, and she only had two options of care where she can go. So literally overnight, my entire life shifted. I quit my job, I packed up my puppy. I had a brand new puppy at the time, packed him up in the car with me, and I drove across the country to, Houston. 
06:03
Kristen Liberatore
I didn't know a soul in that city. I was by myself, and I essentially had to turn from a daughter into a caregiver. And that moment is something that no one prepares you for. 
06:15
Kristen Liberatore
And I literally, my job, nine to five, I mean, it's really 48 hours, 24 hours a day, was taking care of my mom. And so I was in and out of the hospital with her. I was learning how to care for her. 
06:27
Kristen Liberatore
I had to take classes for when she came back to this random apartment that I had rented in Houston. and for me, no one had prepared you for that. And everybody's had an experience for their caregiving for someone. 
06:39
Kristen Liberatore
But to feel so alone is really, for me what wakes, drives me and drives the work that I get to work on and have the privilege of doing every day with my team. Because I know that if we create this work that can somehow impact a patient, one person, a family, anybody. 
06:56
Kristen Liberatore
To me, that's what is most critical and most important. Because as a caregiver, you just, a patient, a caregiver or family, that impact is so real to them, and you want to break through and just touch one life because we are human, as Emily had said, and it's really important. 
07:11
Emily Seale
Yeah, I appreciate you all being vulnerable and sharing those with Us. I think it's so important when we consider communications that we're not communicating at people, but we're communicating with them and to them and from a place of understanding. 
	07:23
Emily Seale
And Kristen, we talk about how health journeys are personal. We all just shared a lot about ourselves. When you're thinking about it from the perspective of iqvia Digital, what kind of ways can Brands earn trust? 



	07:36
Emily Seale
Right. Trust is going to be so important in this space of personal moments where you don't know what you're doing or how to do it. How can we leverage insights? What are some ways that the Brands can show up not just as another brand or someone speaking at us, but speaking to us and with us and kind of what insights do you have to share with us about that? 


07:55
Michelle Tara
Yeah, maybe I'll share two examples from healthcare and then one from outside healthcare. So, I think examples are the most helpful. so we have this data product called aim and what that is is it's a research behavior. So when you're on again, geek out here. 
08:07
Michelle Tara
I have a master's in science. when you're on these like peer reviewed journal articles, right, you're obviously down the research rabbit hole and you're saying like, what is the efficacy of this product that my mom might be receiving or what safety side effects M might I have to be prepared for? 
08:21
Michelle Tara
so we can use that Data to engage HCPs as they're doing their research on prescribing to in a de identified way look at consumers that might be doing that research. the example that I want to give is actually with respect to hospital systems. 
08:33
Michelle Tara
So we worked, we did a program marketing program with general practitioners. So like your average doctor down the street, and we use geotargeting for the specific program to drive patients to a cardiac surgery center. 
08:46
Michelle Tara
So the idea was a doctor's researching like, hey, I have a patient who might need a heart surgery. Right. And, and then we targeted them with, hey, you have a heart surgery surgery center in your area that heart surgery happened. 
08:58
Michelle Tara
Surgery center happened to have better outcomes, so their surgical outcomes were better. And their issue was that they had excess volume and they were just trying to get more patients in the door. So that's an example where what actually happened is 1200 extra referrals over a three to six month period. 
09:13
Michelle Tara
And those referrals got those patients in that high quality cardiac surgery center faster. Right? So like I think good marketing can happen behind the scenes in a really productive way that like acts as Kind of the grease in the engine that helps educate on, disease area, that helps, shorten the time and all of those kind of pain points along the patient journey. 
09:34
Michelle Tara
you also mentioned the word trust. I think doing cool ad campaigns and connecting is such a beautiful way to build trust. The one that I talked about with the cardiac surgery center almost was an invisible way. I'm going to use, Clorox as an example of a very visible way to connect with me personally as an ad campaign. 
09:50
Michelle Tara
Has anybody seen the Science of Clean? Oh, my God. It's like my favorite ad campaign right now because it's quantitative. And as a mom of two, I clean a lot. And, what they actually did is they put neurotransmitters on people's brains and asked them, like, what is it? 
10:07
Michelle Tara
It's like, you need to YouTube this stuff. they. And they said, like, what is the thing that you do that makes you happy? For me, it's like grabbing a Matcha thank you cafe. And they, they tracked the people and they said, hey, clean, like, use Clorox on your surface, right? 
10:20
Michelle Tara
And then do the thing that brings you joy and something ridiculous. Like 50 to 75%, depending on the segment of people, got more positive neurotransmitters from cleaning than they did from the thing that they actually thought made them happy. 
10:32
Michelle Tara
So the reason why I love that campaign is they connected so much with me as like a human. 
10:36
Kristen Liberatore
Right. 
10:36
Michelle Tara
Who happens to have to clean her house. All. But they also used quantitative data. And that's the other thing that I really love about good marketing environment healthcare is we can use quantitative data to drive positive behavior. 
10:47
Emily Seale
Yeah, that's really interesting. It's almost like saying it's a. It's like a Pavlovian response in some way. James Clear would love that. The Atomic Habits author. Love that habit stacking we got there. 
10:58
Michelle Tara
Totally. 
11:00
Emily Seale
Michelle 21 grams is, very well known for kind of their fierce commitment to creativity, to finding ways to communicate and storytell. Can you give us an example of a campaign that you guys worked on recently that, storytelling or creativity was able to break through in a really meaningful way and, like, we're talking about, was able to connect with the audience in a meaningful way. 
11:21
Kristen Liberatore
Yeah. So, a campaign that honestly gets me every single time. I've seen it now a hundred times, is for one of our clients, for a bleeding disorder. So it's for Hemlibra, and it's for. It's called Orbit. 
11:35
Kristen Liberatore
And so the way we Went about it is we spoke to hundreds of real moms, so moms that were caring for children who are getting blood transfusions regularly. And if any of you have kids, which we all, a lot of us probably do, or nephews, nieces, friends, a child going to get a shot is a absolute disaster in a room. 
11:54
Kristen Liberatore
Like, it's completely like the whole stops. Right. So, yes. So when you take that into perspective and you think about these women that are having to go through with children get these transfusions regularly. So what we did was we talked to them and got, like I said, hundreds of conversations. 
12:10
Kristen Liberatore
And we were able to build this campaign and this video that is absolutely. So moving to a point where it's a little uncomfortable because you're showing a toddler who's trying to get their first transfusion and how horrible it is for the mother and everything that's crashing through her brain. 
12:24
Michelle Tara
And. 
12:24
Kristen Liberatore
And on top of that, what really made it special is the people that were behind the scenes. So we had all moms that had worked on it. Our lead client was a mom, our producers, our executive creative director. 
12:36
Kristen Liberatore
And really just being able to connect with those women and getting their experience out there was so moving. We put it out on Mother's Day, actually. it moves so many people that I even was saying in the lounge over there that there was a male client that we were talking to, and I was like, man on the side or pitching. 
12:53
Kristen Liberatore
I was like, this guy's really tough to break. Do you think we're doing it? And we put orbit on and he actually felt it. So there was a way to connect with him. And so being able to tell those stories in real time, to connect with them in a human way, having that impact, that empathy, that is what really drives us. 
13:10
Kristen Liberatore
And what was really behind this campaign, something that, I will link it on my LinkedIn after this. Cause it's honestly one of the most moving campaigns I've ever been a part of. 
13:19
Emily Seale
Was that intentional creating a team that was all female that understood that perspective, that brought that empathy and that understanding so that 100%. 
13:28
Kristen Liberatore
And just knowing that we wanted to feel that authenticity behind it too. And moms, you just know as a mom, some of those moments. And so being able to have that group of women behind it, to really drive it forward, is what probably had the most impact for us. 
13:43
Michelle Tara
Yeah. 
13:43
Emily Seale
And that's gotta build some trust like we were just talking about, right? It's trust in understanding and in being in the same boat in some ways. Even if their children are not receiving the same care. and that trust will help them build an authentic campaign and conversation around it. 
13:58
Kristen Liberatore
And we actually shared it back with the moms that we had talked to, the hundreds of moms and they all burst into tears watching it. And it wasn't because they were sad. Nobody was sad about it. They were just like, oh my God, this is how it was and this is how it's going now. 
14:10
Kristen Liberatore
So being able to just like feel that sense of someone gets me, understands me, I'm not alone is really what was. It's really moving. 
14:18
Melissa Gordon Ring
Yeah. 
14:18
Emily Seale
It's about being seen. I mean we sit here and we heard some people earlier talking about innovation and how underserved and under researched and underfunded and underrepresented that women are. So it gives women permission to be in the space and feel the things that they feel in their health journeys. 
	14:35
Emily Seale
Especially when you're treating it with empathy. and coming from a place of trust. Melissa, from your perspective, what I'm really curious about is we're talking about finding trust and storytelling. so much of health marketing and communications is about purpose driven work, but it's also about impact. 



	14:57
Emily Seale
how do you work with your clients in designing strategies that focus on creating impact while also making that connection? 


15:05
Melissa Gordon Ring
I, love that question. I think that there's so many different things that we do. And as I think about something that we're doing more recently, one of our clients, Gilead, is actually M launching the first prep twice yearly injectable, medication that allows for the prevention of hiv. 
15:28
Melissa Gordon Ring
Their mission is truly as an organization to eradicate hiv. And the fact is that the mission piece about it is it's not just for men who have sex with men or the lowest, the lowest common denominator in terms of populations of people who may contract this disease. 
15:46
Melissa Gordon Ring
But the reality is, is that the research was done in a way that actually included females for the first time. And it is just as clinically significant, which is also incredible. So when you also talk about the people that you have on your teams and those moms, we have hand raisers all the time for people who wanna work on Gilead and feel passionate about what it is that they want to achieve. 
16:10
Melissa Gordon Ring
Which also feeds into excitement and energy and dedication. And being proud of that work, and being able to work with clients to truly listen as to what it is they want to achieve, not just today, but overall, like short term and long term is incredibly important. 
16:28
Melissa Gordon Ring
And it's building those strong relationships and really active listening to even the things that are unsaid, where we, as an agency partner get to push a little bit and be provocative. really allows for the best type of work. 
16:41
Melissa Gordon Ring
And once again, the stuff that people are most proud of and energized by and excited to be a part of. 
	16:46
Emily Seale
Yeah, absolutely. And I think in thinking about that, how. And I'm going to direct this to all of you, how would you say that we can all hear, do something as we move out of this conversation? What's that big, bold shift that someone can make? 


17:02
Emily Seale
How can we show up? Is it through data? Is it through, pushing clients? Is it through storytelling? Is it all raising our hands like you said? How are we doing more and taking action to make an impact in the space? 
	17:17
Kristen Liberatore
I would love to say one thing that I've learned is listening. we move so quickly. Everything is so data driven. Everything's coming at us. It's coming at hcps quickly, it's coming at patients, caregivers. 


17:29
Kristen Liberatore
It's to really listen, to understand what is happening, what is the true challenge, what is the insight? What is it we want people to walk away feeling? And for me, that's where I think it really, it resonates, is like that feeling, that connectivity, that authenticity. 
17:44
Kristen Liberatore
And by getting to that point, you have to listen. And that is something that we're not great at. In this. In this world we're in right now, we're not great at listening because we're moving so fast. And so taking a step back, taking that beat, to really understand what's going on and what's gonna move it forward is, my recommendation. 
18:00
Emily Seale
Women tend to be better listeners than men. 
18:02
Kristen Liberatore
Definitely better than men. But still, we're always thinking about those other 45 things though, right? 
18:07
Michelle Tara
Yeah. Can I actually juxtapose that? I think we're good at listening to others, but I think we need to do a better job of listening to ourselves and our health signals. I actually got targeted for, a gyno office yesterday, and I realized I haven't gone for my pap in, like, three years. 
18:21
Michelle Tara
So I guess if we need to go. Yeah, I know, I know. Thanks. But if I could all encourage us to do something, it's listen to our own health signals and not sacrifice, the care that we give everybody else for ourselves and then just to trust the research. 
18:36
Michelle Tara
Right. I think we're in a day now age nowadays where we listen to what's in our face. Right. Rather than Going down to the number and the thing that the scientists are. 
18:47
Melissa Gordon Ring
Telling us, I just want to build a little bit about what you said. In terms of the listening. I think it's incredibly important to listen, but also to learn. Right. If you ask for advice or what it is that we need to continue to do is really to continue to push ourselves to learn something new every day and not be afraid of it, because we're living in some scary times. 
19:09
Melissa Gordon Ring
And that's an understatement. But the reality is, is that by continuing to learn and not be afraid of that, it only serves us better for the future. And it's something that I try to teach my daughter all the time as well. 
19:21
Melissa Gordon Ring
Like, it's. It's okay to learn, and even when you fail, you're learning something else. And I think that's really important within health, we learn within clinical trials, we learn within tactics, we learn within measurement. All of those different things come together in a way that ideally move us forward. 
19:38
Melissa Gordon Ring
but never stop learning. 
19:40
Emily Seale
Yeah, I would echo that. I think if I were asking myself the question, that I would focus on remaining curious. And I think that that is the same sentiment. It's diving into the information and the data. 
	19:51
Emily Seale
It's. It's, listening to people, the experts, listening to your intuition. And it's also staying open to constantly learning. Well, I know we are close to the end of time, but I did want to see if anybody has any questions for us. 


20:10
Emily Seale
If not, then I'll ask you lovely ladies another question that I have. When you think about women's health, where do you think that there is the most opportunity for communications to advance awareness, destigmatize conversations? 
	20:23
Emily Seale
What do you think is the opportunity in this space for communications and marketing? 


20:27
Melissa Gordon Ring
I can jump in here. I sit on a healthcare advisory board that met earlier today, and they had a female cardiologist speaking. And she talked specifically about why she became a cardiologist, because it was only 4% of all cardiologists were women. 
20:44
Melissa Gordon Ring
now they're up to, like, 10%. Yay. but it's, heart disease affects women tremendously. And she talked about the need for greater education for young female doctors. I mean, people who are starting their residencies even in high school. 
21:01
Melissa Gordon Ring
And that education piece that I think is missing. So how can we lean into that in terms of speaking to women more about the opportunities and the need for more women in healthcare? And the face of healthcare, is a huge opportunity. 
21:15
Michelle Tara
There's really interesting data, actually, specific to Heart attacks in women. Like, the symptoms are different. And women or their caregivers recognize heart attacks like many, many X less than they do women. 
21:26
Michelle Tara
Like, we don't get the left arm pain. I don't remember the specific list of symptoms, but, like, cardiology is one where I think the experience of women is really different. so having women drive that space, I could totally see as impactful. 
21:39
Kristen Liberatore
And it's almost giving the permission. Like, I think women need to give each other permission to explore our health, make sure that we're looking out for one another. I don't think we do that to the best of our ability. I think we're starting to get there as a group of powerful healthcare women. 
21:54
Kristen Liberatore
But giving permission and being vulnerable, it's not always great to have to, take a step back or take, a week or two off because you have health issues or talk about something serious that's going on. And a lot of times, women, we're carrying so many other burdens that this is the last thing that you want to do. 
22:10
Kristen Liberatore
And so I got to do this for the kids, I got to do this for the family, my parents, my. My job, all of the things. So being able to have that permission and being okay, I think that's really important. We're starting to see that come out more, but we need to continue that momentum. 
	22:24
Emily Seale
Yeah, 100% agree. Well, ladies, thank you so much. I really appreciate the conversation. I hope you all enjoyed it. And thank you to the female quotient. 


22:33
Kristen Liberatore
Thank you. 
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